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Help Us Cut 
Prices, Sears 
Tells Suppliers 


Cuicaco, March 19—Sears, Roe- 
buck & Co. has revealed that it is 
engaged in a program to cut prices 
on many items and increase instal- 
ment buying as a means of com- 
bating recession. 

Theodore V. Houser, Sears chair- 
man, said yesterday: “We are or- 
ganizing a list of important items 
on which we feel we may be able 
to show some really worth while 
price reductions over the next few 


months, We will work with sup-| 


pliers to see how prices on these 


items may be reduced.” He did not} 


indicate what items are under con- 
sideration. 


= Sears has some 10,000 suppliers, 
and buys a minimum of $50,000 
worth of merchandise from each of 
them. They will be urged by Sears 
to cut costs through increased vol- 
ume, redesign or improved manu- 
facturing methods. 

“We intend to pass on all result- 
ing savings to our customers in our 
selling prices,” Mr. Houser said. 

The company has already intro- 
duced a deferred monthly payment 
instalment credit plan. Some 46% 
of Sears’ customer buying is done 
on some type of credit, Mr. Houser 
said. 

The board chairman said March 
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Schlitz 


SCHLITZER- 
LESS—Only 
one Schlitzword 
, can be found in 
| new magazine 
| ads for Jos. 
Schlitz Brewing 
Co., which will 
start running in 
May. J. Walter 
Thompson Co. is 
the Schlitz agen- 
cy. (Story on 
Page 105.) 


The Beer That Mode 
Mihwoukee Farnous 


Car ‘Pea in Madiso 


Senator Says Failure 

to Use Clear Pricing 
Cuts Showroom Traffic 
WASHINGTON, March 19—The 


chairman of a Senate subcommit- 
tee which conducted a thorough in- 


Monroney Hits Price ‘Jungle’; Calls 


business for Sears should be better | vestigation of automobile market- 
than January or February, when|ing warned today that Congress 


sales were down 4.2% and 6.7%, 
respectively, over the same months 
last year. + 


| may have to adopt an automobile 


bo disclosure law unless the in- 


n Ave. Shell Game’ 


public gets adequate information 
about the value of cars it buys. 
“The new automobiles being 
manufactured today,” said Sen. 
A. S. (Mike) Monroney (D., 
Okla.), “are the most wanted prod- 
uct which the American people 
|desire. And yet I defy any member 
of the Senate or of the public to 
tell me what the suggested retail 
|price of any of the Big Three or 


Big Four cars is.” 
| As evidence of concern in busi-| 
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Will Pabst Ads Get 
Light Toigo Touch? 


Volatile Adman Offered 
as Pabst President by 
Contender in Proxy War 


Cuicaco, March 21—When John 
Toigo suddenly left his $100,000 a 
year job at Jos. Schlitz Brewing 
Co. and the very next day turned 
up as a candidate for the presiden- 
cy of Pabst Brewing Co., advertis- 
ing and marketing really took cen- 
ter stage in the Pabst proxy fight. 


Firestone Ads 
Upgraded Inferior 
Tires, FTC Charges 


AKRON, March 21—Hearings of 
Federal Trade Commission charges 
of misleading advertising of Fire- 
stone Tire & Rubber Co. tires are 
marking time in ninth district 
court of appeals this week while 


testimony given to date is studied. | 


FTC’s trial attorney, Michael J. 
Vitale, already has presented the 
substance of his case, charging 
Firestone ads implied its Deluxe 
Super Champion tires are first line 
quality, when Firestone itself says 
its Deluxe Champion tires are a 
better grade. 

Charles B. Ryan Jr., Firestone’s 
ad manager, replied to questioning 
in the FTC part of the hearing; 
Firestone’s side has yet to be pre- 


dustry takes steps to see that the |... circles over the “economic|Sented. FTC plans to study testi- 


Milder Outdoor Bill 


Moves Tow 


Committee Backs New 
Legislation 7-6 as 
Floor Debate Begins 


WASHINGTON, 
were forming this week for a show- 
down debate in the Senate over 
the adoption of an official federal 
policy which seeks, though more 
gently than have similar legisla- 
tive proposals in the past, to dis- 
courage the erection of billboards 
along vast stretches of the new in- 
terstate highway system. 

The bill exempts from control 


ABC Radio Fights 
to Maintain Its 


Existence as Net 
March 21—A big 


New YORK, 


question mark hangs over the fu-| 
ture of the ABC Radio Network. 


A member of the affiliates ad- 
visory board summed up the sit- 
uation pretty succinctly when he 
said: “I’ve never seen anything 
like it; there’s so much confusion 


that you can’t tell what’s going 


on. 

Basically the present crisis at 
ABC stems from the present cli- 
mate of the radio network busi- 

(Continued on Page 101) 


March 21—Lines | 


ard Senate 


|two major sources of past opposi- 
|tion by the outdoor industry—out- 
door ads for roadside businesses 
and outdoor advertising in indus- 
trial areas. 

Under the plan approved by the 
\Senate public roads committee as 
|part of a highway bill which will 
be before the Senate for debate 
|next week, states are given a bo- 
jnus if they adopt zoning regula- 
tions to prevent erection of road- 
side signs outside of industrial 
| areas. 

This is the third successive year 
in which anti-billboard forces, 
consisting to a great extent of per- 


serving the beauty of the scenery, 
have staged a strong fight for legis- 
lation putting the federal govern- 
ment in the front ranks of the 
fight to curb signs. 


® Administration leaders, includ- 
ing President Eisenhower, have 
spoken out strongly for outdoor 
advertising controls. An adminis- 


tion to a state for highway pur- 
| poses from 90% to 85% if it failed 
to adopt zoning rules for signs. 


An alternative bill by Sen. Rich- | in charge of research for Benton & Bowles, succeeding Alfred Whit- 
ard Neuberger (D., Ore.), offer-| taker, who has resigned to become director of research at Bristol- 
ing a bonus of 0.75% to states with Myers. Mr. Casey joined the agency last year from National Analysts. 
(Continued on Page 105) 


sons who are concerned with pre- | 


| jungle” which has developed in the| 


/automobile retailing business, he| 
| showed the Senate editorials from! 
ADVERTISING AGE urging manu-| 
tised prices so the public will know | 
what cars ought to cost (AA, Dec. 
30, Jan. 27). 


s “We can find out about Hydro-!| 
matics, Mercomatics, 


(Continued on Page 101) 


mony already given before decid- 
ing whether or not to continue. 
Firestone’s counsel has moved for 
dismissal, but says it’s prepared to 


continues. + 


Ford Car Is No. 1 


Last Minute News Flashes 


Schenley May Pay Suppliers, Rebate to Agencies 


New York, March 21—Schenley Industries Inc. is studying a plan 


Here is what happened during 
this past week: 


|e On Monday John Toigo, vp and 
|director of marketing of Jos. 
Schlitz Brewing Co., walked into 
the office of Robert A. Uihlein Jr., 
vp and director of sales, and re- 
|signed his $100,000 a year job. 


° On Tuesday Mr. Toigo showed 
up at a press conference in Chicago 
staged by the Pabst-Spaeth family 
stockholders group, which is seek- 
ing to oust the current management 
of Pabst Brewing Co. At the press 
party, it was announced that Mr. 
Toigo would be a candidate for 
president of Pabst on the Pabst- 
Spaeth ticket. 


e On Thursday Schlitz, which de- 
clined to comment on Mr. Toigo’s 
\sudden departure, announced that 


J. M. McMahon Jr. 


Joseph M. McMahon Jr. had been 
named to the new position of di- 
rector of advertising, and that 
Francis L. Smawley had been pro- 
|moted to advertising manager. 


|@ Today Schlitz told ApvErtis- 
InG AGE that Mr. Toigo’s departure 
would in no way affect the status 
of the brewer’s agency, J. Walter 


Francis Smawley 


facturers to use nationally adver-|JUStify its position fully if the case |Thompson Co., Chicago. Schlitz did 


(Continued on Page 104) 


Brand in Net TV 


torsion bar soem. coe ie 1 January; Top Advertiser Is P&G 


Most Categories Show 
_ Gains; Food Products 
Is Leading Classification 


New York, March 21—Network 


to have suppliers, such as photoengravers and lithographers, bill the tv’s top spenders by product class- 
| company directly for mechanical charges. The company then would ification are, in order, (1) food and 
| remit to its agencies every 90 days the agency commission involved 


| The distiller said the switch would be aimed at assuring comparable 


prices for comparable work and at 


controlling costs. 


Pacific Airmotive Shifts Account to Gaynor & Ducas 


BURBANK, CAL., March 21—Pacific Airmotive Corp. has named the|the Television Bureau of Adver- 
Los Angeles office of Gaynor & Ducas to handle its advertising. The|tising on the basis of gross time 
account had been with West-Marquis Inc., Los Angeles. 


‘57 Colgate Domestic Sales Off $22,000,000; Net Up 


New YorK, March 21—Colgate-Palmolive Co. worldwide sales last 
year totaled $506,910,000, including $268,715,000 in domestic sales.;was Procter & Gamble, with $4,- 


food products, (2) toiletries and 
toilet goods and (3) drugs and 
remedies. 

This was the status as of January 
| spending, as reported this week by 


expenditures compiled by Leading 
National Advertisers and Broad- 
cast Advertisers Reports. 

The company pace setter as usual 


|The drop in U. S. sales of $22,000,000 from ’56 ($290,968,000), was | 099,327 in gross network tv charges 
| attributed by the company to sales lag among some established pro-|for January. But the top-spending 


Casey Is Named Benton & 


New York, March 21—Richard F. Casey has been appointed vp 


Bowles Research VP 


(Additional News Flashes on Page 105) 


Meee oe yh e 


tration plan, rejected by the public | ducts, plus termination of a sales contract with Chesebrough-Pond’s. |single product was the Ford car, 
roads committee last year, would|Ad expenditures for ‘57 were “substantially” below °56. Colgate net|with $825,810. Runners-up in the 
have reduced the federal contribu- |income in ’57 was reported at $19,930,000, up 28%. 


product rankings were Anacin, 
with $807,834, and P&G’s Tide, 
with $800,980. 

Food and food products held first 
place with $9,297,284, against $8,- 
947,163 for January, 1957. Toilet- 
ries and toilet goods eased up from 


(Continued on Page 101) 
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Rybutol Built by Accounts-Receivable 
Financing, Lender Tells Ad League 


Method Is Costlier but 
More Flexible; Can Aid 
Straitened Shop: Seiler 


New York, March 18—The head 
of a commercial financing and fac- 
toring company suggested tonight 
that advertising agencies and ad- 
vertisers that are strapped for cash 
might find a solution to their prob- 
lems in accounts receivable financ- 
ing. 


David Seiler, president of A. J.) 
| concerned, 


Armstrong Co., New York, ex- 
plained how this type of financing 
works in a talk to the League of 
Advertising Agencies. 

He related how one company, 
Rybutol, used this financing to get 
the funds needed for advertising 
and then increased its sales from 
$1,000,000 to $12,000,000. 


= Mr. Seiler noted that $11.5 billion 
of commercial receivables was fi- 
nanced and factored in 1957, with 
this year’s total expected to be 20% 
higher. He pointed out that com- 
panies such as Monsanto Chemical, 
Dow Chemical, National Airlines, 
Continental Motors, Diners’ Club, 
Lithium Corp. and Famous Artists 
Schools were helped in their growth 
by such financing. 

In factoring, widely used in 
the textile field, a factor such as 
Armstrong will purchase the in- 
voices—that is, the accounts re- 
ceivable—of companies for cash 
and assume the credit risk. The 
customers of the financed company 
then pay the money they owe to the 
factor—and to no one else. 

In commercial financing, on the 
other hand, the finance company, 
instead of buying the invoices, will 
make loans on them, up to 95% of 
their face amount. This has the ad- 
vantage over factoring in that the 


company’s customers are not told} 


about the financing. The borrower 
makes his own collections and sends 
the checks to the finance company. 


= Mr. Seiler told how this worked 


Dairy Association 
Uses Print, Radio, 
TV for Dairy Month 


Cuicaco, March 19—The Amer- 
ican Dairy Assn. has again lined up 
its big promotion guns for its 17th 
annual June Dairy Month drive. 

Use of r.o.p. color will be ex- 
panded to 33 major market news- 
papers this year, including spreads 
in the Chicago Tribune, Los An- 
geles Times and an eastern paper 
not yet selected. In addition, b&w 
page and fractional page ads will 
run in approximately 70 other 
newspapers. All will appear the 
week of June 2. 

Theme for the campaign is the 
same as in the past: “June’s best 
buys are dairy foods.” Cooperating 
companies this year—whose pro- 
ducts will be featured in ADA ads 
in return for boosting June Dairy 
Month—are Campbell Soup Co., 
General Foods Corp., General Mills, 
Hawaiian Pineapple Co. Ltd. and 
Reynolds Metals Co. 


s Also on the June promotion 
schedule is a two-week campaign 
of 40 spots on NBC radio. And the 
Dairy Month theme will be used 
on ADA’s participating time on the 
Perry Como show (NBC-TV) June 
7 and June 21. 

ADA also will offer r.o.p. color 
recipe pages for food sections of 
newspapers. Last year about 50 
newspapers used the feature, the 
association said. 

Campbell-Mithun, Minneapolis, 
is ADA’s agency. # 


in the case of Rybutol: 

“In 1940, two Edell brothers 
started a vitamin business in the 
back room of a drug store. They 
were astute enough to give their 
product a branded name. One of 


| the brothers was a druggist and the 


other was a salesman. Their capital 
investment was approximately 
$10,000. 

“They came to us at the very 
start, and we proceeded to finance 
them. Their growth was steady, and 
as far as one of the brothers was 
satisfactory. But the 
second brother had visions of quick 
expansion. He heard from his ad- 


(Continued on Page 80) 


Economic Pinch Is 
Poor Time to Control 
Outdoor Ads: Moore 


St. Louis, March 18—“Unjusti- 
fied and unfair attacks on outdoor 
advertising are a disservice to all 
advertising and business,” Warner 
R. Moore, president of Outdoor 
Advertising Inc., New York, told 
members of the St. Louis Adver- 
tising Club today. 

“Members of the standardized 
outdoor advertising medium,” he 
said, “share with all Americans a 
desire to protect and preserve our 
natural scenery. But our roads 
have an economic function as well 
as a scenic function,” Mr. Moore 
said, “and the outdoor advertising 
medium, as a business serving 
other businesses, asks only the 
right to conduct its business where 
other businesses are conducted.” 

Mr. Moore pointed out that one 
of the main purposes of the new 
interstate highway system is to en- 
courage the country’s economy. “It 
is only realistic to expect,” he said, 
“that if our country grows as we 
expect it to grow, we shall have 
the development of commercial 
and industrial areas along these 
roads.” 


® Referring to the advertising 
control section of the Gore bill, 
now before Congress, Mr. Moore 
said, “It is ironic, with the coun- 
try facing a recession, we should 
be debating legislation designed to 
injure an advertising medium 
which has the proven power to sell 
(Continued on Page 106) 


WABC-TV Appoints Pollock 
Lawrence J. Pollock, formerly 
director of research of ABC-Radio, 
has been appointed director of re- 
search and sales development of 
WABC-TV, New York. Mr. Pollock 
replaces John Curtis, who has gone 
to NBC as a presentation writer. 
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— of an advertisement 


PROMOTION—Shown here are the front and back covers of the reprint 
of C.1.T.’s three-page Reader’s Digest ad. 


C.I.T. Uses Biggest ‘Monitor’ Saturation, 
‘Digest’ Ad to Spearhead Car Credit Push 


New York, March 18—C.LT. Fi- 
nancial Corp. will launch its spring 
sales campaign March 21, at the 
peak of the spring selling season 
for new cars, on NBC Radio with 
what is described as “the biggest 
saturation campaign in broadcast 
history.” 

Messages detailing the advan- 
tages of the C.I.T. time purchase 
plan will be broadcast 69 times per 
weekend for the next four weeks— 
every 15 minutes, Friday evening 
to Sunday night—on NBC’s “Mon- 
itor.” 

In addition, the April issue of 
Reader’s Digest will carry a three- 
page ad describing the C.I.T. auto- 
mobile financing plan. 

But there is more to it than that 
—a lot of auxiliary tie-ins and ben- 
efits to the company and local auto 
dealers. 


® C.LT. is doing all this on a budg- 


Declare Seaboard 
Drug Co. Bankrupt, 


Trustee Urges Court 


New York, March 19—A court- 
appointed trustee has urged that 
Seaboard Drug Co. be declared 
bankrupt and has charged the 
maker of Mericin with “gross mis- 
management.” 

Last year (AA, May 13, ’57) 
Grant Advertising filed an invol- 
untary petition in bankruptcy 
against Seaboard, a former client, 
with a claim of $110,404 against 
the company. A year ago May, the 
company requested a court author- 
ized reorganization which would 
allow it to continue in business. 

J. Raymond McGovern, the 
trustee, has reported to the court 
that the reorganization plan is not 


(Continued on Page 103) 


June's Best Buys 


are Dairy Foods 


DAIRY DRIVE—American Dairy Assn. will run this r.o.p. color spread 

in the Chicago Tribune, Los Angeles Times and an eastern newspa- 

per not yet selected, to promote June Dairy Month the week of June 
2. Similar one-page color ads will run in 30 other newspapers. 


et of approximately $200,000. 

How? 

Shippen Geer, vp of Fuller & 
Smith & Ross, C.1.T.’s agency, ex- 
plains it this way: 

“The problem was to create max- 
imum national impact and excite- 
ment with a comparatively small 
budget. So we suggested a tidal 
wave of activity nationally, in a 
concentrated period of time, for 
three reasons”’: 


e 1. C.L.T.’s distribution is nation- 
al. “There are no so-called top 
markets. The company wants sup- 
port for all of its 400 branches. 
So we couldn’t concentrate in just 
a few areas. It had to be a national 
program,” he said. 


e 2. Impact on the trade was an 
important consideration. “Any con- 
sistent effort throughout the year 
would have spread the money very 
thin and would have made only a 
small dent on dealers and sales- 
men, who are key factors,” he said. 


e 3. “The traditional spring selling 
season for cars allows us to peak 
up our own selling efforts in a re- 
latively short period of time, with- 
out too great a sacrifice. 


= “So,” Mr. Geer said, “we decided 
on the so-called blitzkrieg tech- 
nique in two phases. 
“Phase 1 consists of the C.1.T. 
star-studded weekends on ‘Moni- 
(Continued on Page 28) 


Don’t Be Creative 
Filling Tax Forms, 


Copywriters Warned 


Cuicaco, March 19—Members of 
the Chicago Copywriters Club were 
cautioned last night to bridle their 
creative abilities when filling out 
income tax returns. 

A group of tax experts—includ- 
ing a member of the Internal Rev- 
enue Service—advised members on 
some of the things they could and 
could not do when filing, at an in- 


| formal panel discussion. 


Deductions of business expenses 
was the main topic of discussion 
and questions from the audience. 
Ben Shraer, the Revenue Service 
representative, commented that it 
seems no one takes a friend out to 
lunch any more, judging from the 
tax returns—only business con- 
tacts. “It seems friendship went out 
with the introduction of the income 
tax return,” he said. “Let’s try to 
be more friendly.” 

The panel consensus was that 
items of expense which are directly 
related to the year’s income and 
are necessary to maintain that in- 
come are clearly deductible. 


= If a person uses his home for 
business purposes, either in his 
main job or for parttime free-lance 
work, a portion of the cost of the 
(Continued on Page 77) 


isin sins ies insanes 
Nucoa Uses New 

Subliminal Twist: 
It's ‘Contrapuntal’ 


Guild, Bascom Music 
Head Says His Method 
Is Usable in Radio, TV 


SAN FRANcisco, March 13—Glen 
Hurlburt, 30-year-old blind enter- 
tainer, who was named music di- 
rector of Guild, Bascom & Bonfigli 
last November, has developed a 
broadcast sponsor’s message “not 
discernible to the conscious ear.” 

Mr. Hurlburt, who owns that he 
has sat by “calmly sawing a woman 
in half” while the “tempest of sub- 
liminal projection has been raging 
in the teacups of the broadcasting 
industry,” believes the ear is as 
perceptive as the eye. “It follows,” 
he said today, “that the ear is suf- 
ficiently sensitive to read sublim- 
inally.” 

He said he has incorporated “a 
persuasive message in some radio 
spots recently produced for the 
Nucoa division of Best Foods.” He 
declined to say what the message 
is because that “would rob the 
commercials of their subliminal 
value.” 

“I will say, however, that the 
technique of diversion so long em- 
ployed by magicians has been 
adapted and adopted here. Musical 
portions of the Nucoa radio spots 
and the music used in Nucoa tv 
identifications and commercials 
possess a command which the con- 


(Continued on Page 42) 


Duffy Drives Snakes 
From Madison Ave. 
—in Brower Eulogy 


New York, March 18—A man 
named Patrick and a man named 
Bernard took over Manhattan Is- 
land yesterday—the former being 
honored along Fifth Ave., where 
a fine parade was staged; the lat- 
ter being toasted by Madison Ave., 
which turned out practically to a 
man to pay him homage. 

As Charlie Brower, president of 
Batten, Barton, Durstine & Osborn, 
put it, “Only a great man could 
split this day down the middle 
with St. Patrick and come up with 
this crowd of firm friends.” 

The man thus linked with St. 
Pat was, of course, none other 
than Bernard Cornelius Duffy, 
former president and now vice- 
chairman of BBDO, who received 
“The Advertising Award for 1957,” 
conferred by Printers’ Ink. 

“What is it that makes a great 
man?” asked Mr. Brower of the 


(Continued on Page 32) 


| 
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HOWARD W. JARVIS, formerly a com- 
modity ad manager of U. S. Gyp- 
sum Co., Chicago, has been named 
general advertising manager. He is 
succeeded as commodity ad man- 
ager of insulation products by E. F. 
Prinslow, formerly with Western 

Sales Service, Denver. 
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Philip Morris Will 
Mix Ads, Adventure 


in New Comics Strip 


New York, March 18—Philip 
Morris Inc. claimed today an ad- 
vertising “first” in announcing its 
own serialized comics strip, “Duke 
Handy,” which begins April 6. 

“Duke,” a free-wheeling, all- 
American young man, will appear 
in 40 newspapers of Metro Sunday 
Comics network and 11 independ- 
ent newspapers. Allen Saunders, 
a writer who has worked on the 
“Mary Worth” strip, and Alex 
Kotzky, artist, are the creators. 
Philip Morris cigarets will be pro- 
moted in the strip. 

“Because the adventures of 
Duke Handy will be serialized, as 
in a television series, the comic 
strip represents an advertising 
first,” the announcement said. 

“Duke Handy is not another 
comics pages display ad,” accord- 
ing to John R. Latham, Philip 
Morris brand manager. “His ad- 
ventures will be presented in the 
traditional cliff-hanging suspense 
form of all leading comics.” 


s The hero is described as a “rug- 
ged and handsome young redhead 
who works with his hands and is 


(Continued on Page 32) 


Melba Toast Isn‘t 
for Kids, King Kone 
Ad Campaign Says 


New YorK, March 20—Where 
there’s bread, there should be mel- 
ba toast—and vice versa—accord- 
ing to the new campaign by King 
Kone Corp. for Old London melba 
toast. 

Hitherto the objective of melba 
toast selling was to displace bread, 
the company maintains. Because of 
this, these items have been con- 
sidered mutually exclusive, and 
melba toast has become “inextric- 
ably linked to dieting and unalter- 
ably opposed to bread.” 

Now the company’s new objec- 
tive is to promote bread, for chil- 


Moss: : Bread is good for 
children. But grownups who want 
to live lightly eat Old London Melba 
Toast—the modern light bread. 


LIGHT—Shown here is a portion of 

an ad in the March 23 New York 

Times Magazine promoting Old 
London melba toast. 


dren, and melba toast, for adults, 
as inseparable companions in the 
bread basket. 

“Bread is good for children. They | 
are active. They burn up lots of 
energy,” says Old London’s copy. 
“But grownups who want to live 
lightly eat Old London Melba 
toast—the modern light bread.” 


The campaign, using two-column | 


b&w ads, is scheduled in the New 
York Times Magazine for at least 
five months. “Further expansion” 
is planned. 

Richard K. Manoff Inc. 
agency. 


is the 


Boldt Joins JWT, Chicago 
H. W. Boldt, formerly assistant 
national merchandising and adver- 


tising manager of National Tea) 


First Cost - Savings 


“BUY CHEVROLET — "THE E SMALLCOMB WAY! 


Chevrolet Dealer, Says: 
Let's keep the factories humming in the 
U. & A. with jobs for everybody, rather 


Cost - Plus Comfort and Safety! 
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HELP STAMP OUT SMALL CARS—Foreign small-car inroads into auto sales 
on the West Coast drove Chevrolet dealer G. O. Smallcomb of San 


Bruno, Cal., 


to run this two-color page ad in the San Francisco 


News. In this new brass-knuckles approach, Mr. Smallcomb dug 


into his arsenal for almost every 


ad weapon handy, from an appeal 


to patriotism to an appeal to fear (“Is survival important to you 
and your family?”), to price, economy and parts availability. 


Swimming Pool 
Account Shifts to 
Geyer but Cuts Ads 


Wuits Pains, March 18—Inter- 
national Swimming Pool Corp., 
which builds Esther Williams 
swimming pools, 
advertising from Wilson, Haight, 


Welch & Grover to Geyer Adver- | 


tising on April 10. 

It was reported that Internation- 
al felt Wilson, Haight was “not 
quite the right climate” for its ac- 
count, which it now takes to a 
larger agency. International billed 
a little under $500,000 last year, a 
figure which may be reduced in 
1958, when magazine advertising is 
cut. International plans (1) to use 
newspaper advertising to promote 
local distributors, and (2) to go 
in for tie-in promotions. Last year 
it tied in with Pepsodent, which 
spent about $750,000 on contests in 
which an Esther Williams swim- 
| ming pool was first prize. + 


Poole Rejoins Y&R, Toronto 


W. Harold Poole has rejoined 
Young & Rubicam Ltd., Toronto, as 
head of its marketing services de- 
partment. Mr. Poole, most recently 
vp of Canadian Economic Research 
Assn., also has been manager of 
research at Cockfield, Brown & 
Co. and supervisor of research at 
Y&R. 


Dreytus Names Galanoy 

Terry Galanoy has been named 
copy chief of Dreyfus Co., Los An- 
geles. Most recently he was senior 
copywriter at Erwin Wasey, Ruth- 
rauff & Ryan, and previous to that, 


Co., Chicago, has joined the mer-|copy chief in the Los Angeles of- 


chandising 
Thompson Co., Chicago. 


staff of J. Walter|fices of Grant Advertising and 


Barnes Chase Co. 


is switching its | 


‘SAG Contract with 
Agencies, Film Men 
Embodies Big Hikes 


HOLLYWOoOp, March 18—The 
Screen Acters Guild has reached 
agreement with principal national 
advertising agencies and indepen- 
dent film producers on the terms oi 
a new contract covering actors, 
|singers and announcers in televi- 
sion commercials. 

The agreement is subject to 
ratification by guild members, but 
there is no question it will be rati- 
fied. Rate increases ranging as 
high as 143% are provided in the 
new agreement, which is retro- 
active to March 2, 58 and runs to 
June 1, 1960. 

National advertising agencies 
were represented in negotiations 


J. Walter Thompson Co., and 
David Miller of Young & Rubicam. 
Some members of the New York 
Film Producers Assn. have not yet 
approved the new contract, but the 
guild is now signing commercial 
producers to the agreement. 


® Highlights of the new contract: 


e On-camera minimum is raised 
from $70 to $80 per eight-hour day; 
|off-camera is up from $45 to $55 
per session, with a new require- 
ment that the player be paid 
|promptly by the producer for each 
‘commereial made. Under the pre- 
|vious unit payment system the 
|player was paid by the producer 
|for only one commercial per day or 
|session, and additional commercials 
were paid for only if and when de- 
livered to advertising agency. 


e All use payments on spot com- 
(Continued on Page 80) 


at New York by John Devine, of) 


Ad Budgets Still on 
Increase; Views Differ 
on Journals vs. Mail Ads 


By Milton Moskowitz 


New York, March 18—The deci- 
| sion of the American Medical Assn. 
to launch a new publication for 
doctors underscores the recession- 
less boom in the ethical drug in- 
dustry. 

AMA News, a bi-weekly tabloid, 
will be out in time for the annual 
AMA convention in June (AA, 
March 10). It will take advertis- 
ing, thus creating another selling 
vehicle for the promotionally- 
|minded pha: maceutical manufac- 
| turer. 
| These manufacturers currently 
jare spending more than $100,000,- 
| 


Government Keeps 


| Sharper Eye on Ads, 
Drug Adclub Is Told 


New York, March 18—Carson G. 
Frailey, attorney and Washington 
representative of the American 
Pharmaceutical Manufacturers’ 
Assn., has warned ethical drug 
makers that government regulatory 
agencies are going to be watching 
their advertising more closely in 
the future. 

Speaking here last week to the 
Pharmaceutical Advertising Club, 
Mr. Frailey cited the current Fed- 
eral Trade Commission investiga- 
tion of antibiotic marketing and 
the recent House hearings on tran- 
quilizer advertising as straws in 
the wind. 

He said the FTC is perplexed 
over just what authority it does 


Adwoman Still Tranquil 
Cuicaco, March 19—Despite crit- 
use of tranquilizers is 
|“rolling on at a geometric rate,” 
| Dorothy Noyes, vp and treasurer 
of Noyes & Sproul, said here last 
|night. Miss Noyes said tranquilizers 
jcurrently are passing through a 
debunking stage through which a 
new group of drugs inevitably 
passes. She spoke before the Wom- 
en’s Advertising Club of Chicago. 


have in the ethical drug field, but 
he predicted that the agency will 
“juice up” its review of medical 
advertising. 

Mr. Frailey also believes that the 
Food & Drug Administration will 
take a more stringent attitude to- 
ward promotional literature. He 
said the FDA will probably be 
making more checks and follow- 
ups to see that advertising of ethi- 
cal drugs conforms to the points 
made for the products when they 
|are originally registered. 


® He said that one possible result 
,may be a requirement that all 
jpegenetenal literature be submit- 
ted to FDA for review. He doubted 
that Congress would take any ac- 
tion in this field. 

Mr. Frailey suggested that best 
step for the industry would be to 
do its own policing as a form of 
long-range public relations. + 


West Joins Stokely Van Camp 

William West has resigned as 
advertising and promotion director 
of Fibreboard Paper Products 
|Corp., San Francisco, to become 
|national advertising manager of 
the frozen foods division of Stoke- 
ly-Van Camp, with headquarters 
at Oakland. Prior to joining Fibre- 
board 10 years ago, Mr. West was 
the first ad manager of Stokely- 
| Van Camp’s frozen foods division. 
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Ethical Drug Field 
Goes Booming Along 


(000 annually in medical publica- 
tion and direct mail advertising to 
reach the nation’s 200,000 physi- 
cians with news about prescrip- 
tion drugs and over-the-counter 
ethicals. 

Promotional outlays have in- 
creased steadily and spectacularly 
with the advent of the “wonder 
drug” era ushered in by penicillin 
in 1943. Ethical drug advertising 
prior to 1943 was about $15,000,- 
000 annually. 


s The media and advertising agen- 
cies servicing this field have 
benefited substantially from the 
expanded communication lines be- 
tween manufacturer and doctor. 
For example, in 1957, the Jour- 
nal of the American Medical Assn. 
carried 5,629 pages of advertising, 
compared to 5,200 in 1956. Modern 
Medicine leaped from 3,875 pages 
im 1956 to 4,397 pages in 1957. 
1958 is bringing even more gains. 
The Journal of the American Med- 
ical Assn., which gets $1,100 for 


(Continued on Page 72) 


‘Life’ Unit for 
Antivy Is Ciba’s 
Ist Consumer Ad 


Unit of Swiss Company 
Is Fourth Ethical Drug 
Maker to Try New Field 


Summit, N. J., March 18—Ciba 
Pharmaceutical Products Inc. will 
| become a consumer advertiser this 
‘year for the first time, when it 
breaks a Life campaign for Antivy, 
a poison ivy remedy. 
| Antivy will be promoted with a 
series of six quarter-page b&w ads, 
/beginning in the June 2 Life and 
running through the July 21 issue. 

Theme of the campaign, being 
handled by William Douglas Mc- 
Adams Inc., will be: “Stops itching 
even before it starts.” 

The Life series will be promoted 
to pharmacists via ads in drug trade 
papers, plus two separate mailings. 
Ciba also is making available a 10 x 
17” combination counter display 
and product dispenser and a 17x 
23” window card. 

Antivy was introduced last year 
as an over-the-counter product 
promoted only to druggists and doc- 
tors. Ciba reports that it was a 
“very successful” introduction, and 
the company now feels that “some 
advertising” will help the product. 


® Ciba, subsidiary of Ciba Ltd., 
Bassle, giant Swiss chemical and 
drug company, markets a wide 
range of ethical pharmaceuticals 
here. Its entry into consumer ad- 
vertising is further evidence of the 
increasing interest ethical produc- 
ers are showing in proprietaries. 

Only two weeks ago, Hoffman- 
LaRoche Inc., another Swiss-owned 
pharmaceutical company, an- 
nounced that it was moving into 
proprietaries with a new division, 
Montclair Laboratories (AA, March 
10). 

Chas. Pfizer & Co. is another big 
ethical producer known to be keen- 
ly interested in the proprietary 
field. Pfizer is already promoting 
its Candettes (antibiotic throat 
lozenges) to consumers. 

Upjohn Co., conservative old 
pharmaceutical company, also 
dipped its foot gingerly into the 
consumer field recently with a 
Good Housekeeping ad for its Uni- 
cap vitamin product. This was the 
first time Upjohn had ever pro- 
moted a product to the consumer. # 
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Gross Is Named 
Gillette President; 
Gilbert Is Chairman 


has been named president of the 
Gillette Co., 
Gilbert, who moves up to chair- 
man of the board. Mr. Gilbert 
takes over the chairmanship from 
Joseph P. Spang Jr., who is retir- 
ing. 

Gillette Co.’s new president has 
been president of one of the cor- 
‘ poration’s divisions—Gillette Safe- 
: ty Razor Co.—since 1952. 

Vincent C. Ziegler, Gillette di- 
vision sales vp, who succeeds Mr. 
Gross as president, and Stuart K. 
Hensley, president of the Toni Co., 
another division of Gillette, have 
been elected directors and vps of 
the parent company. 

The new Gillette president 
joined the company in 1946 as gen- | 
eral sales 


Boston, March 20—Boone Gross | 


succeeding Car] J.| 


Vincent C. Ziegler Boone Gross 


vp in charge of sales in April, 1957. 
| At the meeting Mr. Gilbert told 
shareholders that adverse factors 
| which affected 1957’s business are 
| continuing to operate in the first 
| quarter of 1958. But, he said, the 
|company’s competitive position in 
the industry is being maintained. 
Mr. Gilbert estimated that con- 
solidated earnings in the first 
quarter of this year will be ap- 
| proximately $5,500,000—somewhat 


|\Chesebrough Remaps Division 


Chesebrough-Pond’s Inc., New 
York, has consolidated all domestic 
advertising, sales, 
and market research operations 
in a new domestic marketing di- 


vision under the supervision of| 


Andrew A. Lynn, vp, who joined 
the company in December. The 
company is moving into a brand 
manager setup and is also increas- 
ing its sales force by 60%. The ad- 
| Vertising department continues un- 
'der the direct supervision of Albert 
B. Richardson, vp of advertising. 
Eugene J. Reilly has been promot- 
ed to domestic advertising manag- 
er under Mr. Richardson. 


Canada Dry Boosts McConnell 

Lincoln McConnell has been 
elected president of Canada Dry 
International Inc., succeeding Wil- 
bur M. Collins, who has retired. 
Mr. McConnell joined Canada Dry 
in 1938 as manager of the Phila- 
delphia division. He has been vp 


manager of Gillette | less than the $6,965,000 figure for| and manager of the international 
Safety Razor Co. He advanced to| the comparable period in 1957. #| company since 1949. 


He’s piled up a lot of 
30's - before 30 


When we tell you that one of these three 
Sunpapers men won’t observe his 30th birth- 
day until next month—and then in London, 
where he functions as head of our bureau— 
you might conclude he’s a bit of a whiz. 
You'll get no argument from us—only a 
brief biographical sketch to help you single 
him out. 


1. Pennsylvania period—Consisted of be- 
ing born (in Philadelphia), educated (Lehigh 
University class of ’48, Phi Beta Kappa) and 
expatriated (told to go as far as Wilkes- 
Barre when he applied for his “‘cubship” 
with a Philly daily!) 


2. Horace Greeley heroics—Our man went 
slightly west of Wilkes-Barre—didn’t stop, 
in fact, until he reached Salt Lake City. His 
first byline there convinced him he was on 
the right trek, so after a year—at the ripe 
age of 21—he free-lanced in Europe for 
several stateside papers. Then west again 
across the Atlantic for his master’s degree 
at the Columbia University Graduate School 
of Journalism. 


3. Dallas days—From text books to Texas 
in 1951, where he handled all manner of 
assignments and made news of his own via 
matrimony. It was here, too, that another 


love entered his life— 


The Sunpapers— whose 
coverage of the 1952 presidential election 
stirred him to make two trips to Baltimore 
for a job. He got it the second time around. 


4. Sunpapers sundries— Between 1953 and 
the present, ours has been a busy young 


man. He hasn’t skipped a “beat’’—police 
districts, special features, rewrite, City Hall, 
state legislature, Washington Bureau and 
now London Bureau. 


His proudest Sunpapers achievement to date 
has been covering the ‘“‘case of Grandma 
Karpuk,”” an elderly woman who was in 
danger of deportation because of unsub- 
stantiated charges leveled by professional 
ex-Communists. So deeply did he probe—so 
vividly did he write—that she was cleared 
by resolution of Congress. Ever since then, 
he has been on his way. Today finds him 
pounding Downing Street and hounding the 
atomic halls of Harwell. 


Which is he? Man on the left. Who is he? 
Joseph R. L. Sterne. Moving to the right 
you have John Goodspeed, Evening Sun 
reporter and columnist; and Perry Bolton, 
national advertising salesman. Bolton’s a 
young one, too—but he comes equipped 
with a tried-and-true formula that will help 
you move the merchandise. 


The Baltimore Sunpaper 


Combined Morning and Evening circulation 411,663—Sunday 317,648 


National Representatives: Cresmer & Woodward, Inc. — New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott — Chicago, Detroit 
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There’s nothing wishy-washy about this 
magazine's readers, nor about their opin- 
ions either. They play hunches, they play 
favorites, and they'll tell you all about it 
at the drop of a hat. 

They can get passionate about pooches 
or pitchers, steam off on the fighter they 
like or the filly they favor, go all out for 
any blessed thing they approve of. 

And they don’t change their spots when 
it comes to talking up the cigarette they 


THIS 
IS 
ONE 
BUNCH 
WHO’LL 
TAKE 
SIDES 


want, the car they hanker for, the drinks 
and foods and clothes and vacations they 
think are the greatest. 


They're positives, not negatives; they’re 
partisans, not pacifists—and that’s why 
advertisers who sell them on their prod- 
ucts should practically put them on the 
sales payroll. 


With 800,000 SPORTS [ILLUSTRATED 
families taking your side, that could be 
quite a sales force! 


SPORTS ILLUSTRATED 
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This Week in Washington... 


High Court View on Combination 
Sales Tougher Since ‘Picayune’ Case 


By Stanley E. Cohen \zigged and zagged on tie-ins. Its 
Washington Editor | most authoritative ruling was the 
WASHINGTON, March 20—Anti-| Times-Picayune case, where a ma- 
trust experts say the Supreme/|jority said forced combination 
Court’s tough new attitude toward | newspaper rates are okay so long 
tie-in deals, spelled out recently as there is no showing that monop- 
in the Northern Pacific Railroad oly power exists. 
case, means trouble for forced 
combination sales arrangements of ® In its review of the Northern Pa- 
all kinds. cific’s conditional land sales, the 
In particular, there’s much doubt |court seized the opportunity to 
now that newspapers can rely on| water down the Times-Picayune 
the Times-Picayune case to defend | decision to the point where it came 
unit rates under many circum- | out with the opposite result. Now 
stances. And tv networks may not|the court stresses that anti-trust 
be able to justify such practices as|laws bar any tie-in which acts as a 
option time, must buy and first| restraint on competition. It com- 
call, if the decisions hinge solely on| ments there could be no point in 
legal arguments. using tie-in contracts at all “if 
Over the years the court has|they were merely harmless sieves, 


with no tendency to restrain com- 
petition.” 


against pay tv through a campaign 
based on “the most flagrant kind of 
As a result, the court now says, | misinformation.” 
“The vice of tie-ins lies in the use| He told the House he opposes 
of economic power in one market anything which deprives the public 
to restrict competition on the mer-|of free tv shows. But the real is- 
its in another, regardless of the | sue now, he said, is whether the 
source from which the power is|three networks, together with or- 
derived, and whether the power | ganized owners of movie theaters, 
|takes the form of a monopoly or |“shall be allowed to coerce Con- 
not.” gress into arbitrarily rejecting any 
In addition, tv network lawyers | new idea that poses any means of 
must ponder their ultimate de-| competition to these vested inter- 
fense of option time, must buy and | ests.” 
first call, in the light of this dec-| Similar congressional irritation 
laration in the Northern Pacific| was expressed in the House ap- 
case: “The essential fact remains propriations committee this week, 
that these agreements are binding when members of 
obligations held over the heads of |Communications Commission ap- 
vendees, which deny defendants’ | peared to justify their 1959 budget. 
competitors access to the fenced-| Noting the huge quantities of mail 
‘off market on the same terms as |—all hostile to toll tu—which have 
the defendant.” |poured in on Congress, Rep. Al- 
|bert Thomas (D., Tex.), the sub- 
Rep. T. L. Ashley | committee chairman, told the com- 
Pay TV Foes (D., O.) charged' mission it has an obligation to see 
|\Oversell Case? in the House this| that licensees give the public a 
week that tele-| program that is “moral” in every 
casters have whipped up sentiment | sense of the word. “By ‘moral’,” he 
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there are 2.7 Million of us 


in the lowa market and 


of us read the Des Moines 
Sunday Register 
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A market is no bigger than the medium that 
delivers it. The Des Moines Sunday Register 
covers a whole state better than most news- 
papers cover their city of publication. 


DES MOINES REGISTER AND TRIBUNE 
Gardner Cowles, President 


Combined daily: 350,000 * Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott + Doyle and Hawley 


the Federal) 
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said, “I mean that no program 
should propagandize the public 
either for or against a proposition 
without time for the other side to 
do likewise.” 


s Rep. Charles R. Jonas (R., N.C.) 
said he had some doubt about the 
fairness of a _ broadcast which 
would prompt 25,000 of his constit- 
uents to write in demanding that 
he oppose pay tv. “But I want the 
record to be clear that I do not in- 
tend anything critical of the sta- 
tion,” he added, “because they did 
me a great favor. They furnished 
me with the most wonderful mail- 
ing list I have ever had.” 


Automobile man- 
TaxCutTalk  ufacturers find 
‘Cuts CarSales themselves 

caught in the 
|middle as Republicans and Demo- 
crats jockey for maximum political 
| advantage in the current debate 
oo tax cuts. Both sides have 
talked glibly about the need to re- 
| peal excise taxes in order to help 
|bring down the cost of autos, ap- 
‘pliances and other big ticket items. 
/On roll call, however, the votes 
| dwindle away, and excise taxes re- 
|}main as they are. 
| Meanwhile, thousands of poten- 
|tial customers are on notice that 
|tax cuts may be considered in the 
near future which could make a 
difference of as much as $200 on 
what they pay for a car. 


Home _ builders 
Builders Doubt attending a mer- 
|UpturnIs Near chandising con- 

ference at the 
National Housing Center here this 
week weren’t sure there will be 
any marked improvement in build- 
|ing starts in 1958. 

Some builders ta'ked of the need 
|to get back to smaller, lower-price 
homes. Recently they called on 
| Congress to stretch FHA and VA 
loans to as long as 40 years, in or- 
|der to bring more buyers into the 
| market. 
| In general, builders conceded 
| there are no reasons why 1,200,000 
|homes couldn’t be built this year. 
|In the light of recent surveys by 
the Federal Reserve Board, there 
was some fear, however, that con- 
|Sumers may not be in a mood to 
|\take on heavy mortgage obliga- 
tions at this time. 


Civil Aeronautics 
CAB Okays Board cleared the 
Flight Rate Cut way for a new 

bargain fare for 
ginning April 1 by giving its ap- 
| transatlantic passenger traffic be- 
|proval to a new $252 “economy” 
service between New York and 
London. This is $38 below the pre- 
vious lowest year ‘round fare, and 
|similar reductions are available to 
jother destinations. 
| CAB said many carriers promise 
ithat at least 50% of their flights 
'will be at the new economy rate 
this summer. + 
Uptegrove Is President of 
_H. B. Humphrey: 3 VPs Named 
| Deane Uptegrove has been elect- 
ed president of H. B. Humphrey, 
Alley & Richards, 
New York and 
Boston. Formerly 
exec vp and cre- 
ative director, 
Mr. Uptegrove 
remains head of 
the New York of- 
fice. He has been 
acting president 
of the agency 
since last June 
when Charles 
Holcomb re- 
signed to join Kudner Agency. 

At the same time, Paul Field, 
|copy director, and Howard Miller, 
lart director, were elected creative 
|vps of the agency, and Emmett 
|Faison was named vp of market- 
ing. 


Deane Uptegrove 
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Year after year, and again this year... 


BIGGEST ist QUARTER 


IN LOOK HISTORY 


ADVERTISING REVENUE 


UP $1,063,000 


CIRCULATION 
UP 889,000" 


Year after year, every year since 1944, LOOK circulation and 
advertising revenue have increased. In 1958, this growth con- 
tinues. In fact, in the first quarter of 1958 vs. the first quarter 
of 1957, LOOK has recorded the biggest circulation gain and 


second-biggest advertising revenue gain in its 20-year history. 


Underlying LOOK’s growth is a dynamic editorial concept 


that has given America “the exciting story of people”. . . that 


%* LOOK CIRCULATION GROWTH, 1ST QUARTER, 1958 


ISSUE CIRCULATION 
January 7 5,401,000 
January 21 5,427,000 
February 4 5,400,000 
February 18 5,622,000 
March 4 5,726,000 
March 18 5,805,000 


All figures are based on publisher’s estimates. LOOK average circulation for first 
quarter, 1958, is 5,563,000 - a gain of 889,000, or 19%, over first quarter, 1957. 
LOOK advertising revenve for first quarter, 1958, is $8,053,000-—a gain of 
$1,063,000, or 15%. 


has attracted to LOOK one of the largest, most responsive 


magazine audiences ever assembled. 


It's this tremendous editorial impact,coupled with the ability to 
deliver more readers per advertising dollar than any other lead- 
ing national publication, that explains why LOOK is America’s 
fastest-growing major magazine . . . and such a big, efficient 


salesman for the products and services of American industry. 


Note that every issue of LOOK during the first quarter of 1958 


delivered a substantial bonus above LOOK’s current guarantee 
of 5,300,000. Note, too, that LOOK circulation has already 
exceeded its next guarantee of 5,550,000, which does not go 
into effect until July 8, 1958. 
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‘Newsweek’ Wrist 


Slapped by ABC — 
on ‘NETIUS’ Push 


Punishment Doesn’‘t 
Fit the Crime, Says 
‘Newsweek's’ McCabe 


Cuicaco, March 18—The Audit | 
Bureau of Circulations last week | 
filed a notice of violation of ABC's | 
publicity rules by Newsweek. 

But what the bureau objected to| 
was a two-page promotion piece 
issued by Newsweek in behalf) 
of a non-existent magazine—| 
NETIUS. 

“The name ‘NETIUS’,” the no- 
tice said, “is given as the name of 
a publication covered by the cir- 
culation statement, and the figures 
shown are the combined circula- 
tion figures of Newsweek and two 
other magazine members of the 
bureau.” 

[NETIUS is the coined name} 
used by Newsweek to show the 
market represented by Newsweek, 
Time and U. S. News & World 
Report.] 

The bureau pointed out that the | 
type faces, format, paragraph cap- | 
tions, sequence and details of data 
and color of paper stock used in the | 
promotion piece “are imitative of 
the magazine publishers’ state-| 
ments used by the bureau.” 


| 
s “We were quite surprised that | 


the ABC found it necessary to is-| 
sue a bulletin to its members noti- | 
fying them of the incident,” Gib-| 
son McCabe, vp of Newsweek, told | 
ADVERTISING AGE. 

“Sure, we were wrong, but in 
this instance it seems to us that the 
‘punishment’ does not ‘fit the 


,” 


crime’. 


Johnston Uses 
First Aluminum Ad 
to Push Saltines 


MILWAUKEE, March 18—The first 
newspaper ad printed on aluminum 
foil appeared in today’s Milwaukee 
Sentinel. Sponsored jointly by 
Reynolds Metals Co. and the Rob- 
ert A. Johnston Co., the ad intro- 
duced a new Johnston saltine pack- 
age with a Reynolds foil overwrap. 

The ad also marked the first use 
of laminated foil and paper on 
newspaper presses. The foil side 
of the ad (in a continuous wallpa- 
per-like pattern) was printed in 
seven colors at Reynolds’ St. Louis 
plant. The paper side was printed 
in red and black as part of the 
newspaper’s regular press run. 


® As for the new package—it’s 
doing fine. Sales increased 30% 
during the first two weeks of the 
package’s introduction on grocery 
shelves before “any attempt was 
made to merchandise, advertise or 
otherwise promote it,” the compa- 
ny reports. 

The aluminum company pio- 
neered letterpress printing on foil 
in 1921, developed the process of 
high-speed gravure printing on foil 


jin 1932 and in 1954 ran the first 


printed foil ad in a mass circula- 
tion magazine—Better Homes & 
Gardens. 

Reynolds’ agency, Buchanan & 
Co., New York, prepared the foil 
side of the ad, and Al Herr Adver- 
tising Agency, Milwaukee, John- 
ston’s agency, prepared the paper 
side. # 


Landers, Frary, 
Int'l Silver, Revere 
Drop Fair Trade 


NEw York, March 19—The ros- 


jter of former fair traders grew 


‘longer this week with announce- 


ABC APPROVES SAMPLE 
AUDITING OF ‘DIGEST’ 

Cuicaco, March 18—The Audit 
Bureau of Circulations has devel- 
oped successful procedures to audit 
circulations by using scientifically 
pre-selected samples. 

The procedures were developed 
during test audits of the circulation 
of Reader’s Digest which ABC has 
been conducting over the past few 
months. ABC said that “procedures 
were developed to insure that sam- | 
ples are scientifically pre-selected 
and controlled so as to eliminate | 
possible bias—the key to accuracy 
in using the sampling technique.” 


® Here is what ABC has been do- 
ing at Reader’s Digest: As every 
subscription order comes in, it is 
given a number. Using a 1% sam-| 
pling as a base, ABC auditors then | 
choose numbers at random (from | 
Rand Corp.’s table of random 


numbers) and audit those sub-| 
scriptions. 
This audit procedure is being} 


conducted on a day to day basis 
as subscriptions are being proc- 
essed, rather than by ABC’s usual 
method of auditing all subscrip- 
tions after an audit period is over | 
and the subscriptions have been) 
processed. ABC said the sampling | 
procedure can be applied to any 
publication but that larger samples 
are needed if circulation is smaller. 


s ABC will conduct a regular audit 
of Reader’s Digest circulation after 
June 30, and results of this audit 
will be compared with the test au-| 
dit. This marks the first time sci- 
entifically pre-selected samples 
have been used in the field of cir- 
culation auditing, ABC said. 

The procedure was developed by 
Dr. Melvin P. Peisakoff, 
Corp., who was retained by ABC;| 


ments by Revere Copper & Brass, 
International Silver Co. and Lan- 
ders, Frary & Clark that their 
products have been withdrawn 
from fair trade, although all three 
companies expressed a belief in 
fair trade principles. 

Landers, Frary & Clark wrote its 
distributors that it was canceling 
all fair trade contracts relating to 
Universal electric housewares ef- 
fective immediately, “in view of 
the present competitive pricing 
practices in the industry.” + 


Frank Silvernail Retires as 
BBDO Station Relations Head 


Frank Silvernail, veteran broad- 
cast 


specialist, will retire from 
Batten, Barton, 
Durstine & Os- 
born, New York, 
where he has 
been manager of 
the station rela- 
tions department 
for the past three 


nail joined NBC 
in 1929 as a mer- 
chandising coun- 

Frank Silvernail sel in the sales 

department. 

He was named head of the time 
buying department at BBDO in 
1943 after service as a time buyer 
with Pedlar & Ryan and Young & 
Rubicam. 


WAVI Appoints Two 

Kenneth Caywood, formerly ac- 
count executive with Kircher, Hel- 
ton & Collett, Dayton, has been 
named director of national sales 
of WAVI, Dayton. James E. Eaton, 
previously a sales executive with 
WLW radio in Cincinnati, has been 
Wadsworth, a 


former WLW-D 


years. Mr. Silver-| 


—" | 


FirstT—The aluminum foil ad in the Milwaukee Sentinel, March 18, 


is checked over by Paul Murphy 


(left), packaging vp of Reynolds 


Metals Co.’s sales subsidiary, and James C. Bjorkholm, Reynolds’ 
director of packaging and consumer advertising. 


[Recession or Not, 
F ood Sales Are Up 
6%-10% in ‘58: Willis 

New York, March 18—Despite 
|ominous signs in other fields, sales 
by food retailers are running 6% 
to 10% ahead of 1957, according to 
a report by Paul S. Willis, presi- 
dent of the Grocery Manufacturers 
of America. 

Speaking to the Grocery Manu- 
facturers Representatives of New 
York, Mr. Willis went on to say 
that while volume continues to rise, 
greater sales and advertising ef- 
forts are needed to get additional 
business, and new marketing ef- 


profit squeezes. 

Commenting on the price of food 
today, Mr. Willis said: 

“Of course, there have been some 
variations brought about by weath- 
er and other climatic conditions. 
However, on an over-all basis 
prices at the grocery store have 


reached a peak in 1952. At the 
present level they are still an aver- 
lage of about 1% below that 1952 
level. Against this, the govern- 
ment’s over-all cost of living [fig- 
ures are] up about 7% since 1952.” 


s Consumers 
spend about 25% of their after-tax 


improved basket 
They could buy “the old 1939 bas- 
ket” at today’s prices for only 16% 
of their income, he stated. + 


| Du Pont Sets Drive for 
| Dacron, Cotton Garments 

In cooperation with one retail 
store in each of 40 markets, E. I. 
'du Pont de Nemours & Co., Wil- 
mington, will launch a campaign 
May 1 for garments made of 65% 
Dacron and 35% cotton. A week- 
long retail event will be held in 
each market on the theme, “spend 
a carefree summer in Dacron and 
|cotton.” A total of 960 one-minute 
local tv spots, 24 in each market, 
will promote women’s blouses, 
|dresses, sportswear and lingerie; 
|children’s dresses and sportswear; 
men’s dress and sports shirts, and 
| boys’ sport shirts. The promotion 
also includes local newspaper ad- 
vertising, fashion shows, window 
and interior displays. Batten, Bar- 
| ton, Durstine & Osborn, New York, 
is the agency. 


Grey Handles Greyhound 
The entire Greyhound Corp. ac- 


Rand |added to WAVI’s sales staff. Guy | count is handled by Grey Adver- 


tising Agency, not Grant Advertis- 


Dr. Herbert Arkin, College of the | sales executive who joined WAVI ing, as erroneously reported in a 


remained fairly stable. These prices | 


‘New Group Bids 
$25,500,000 for 
‘Toronto Star’ 


TORONTO, March 21—A new of- 
fer of $25,500,000 to purchase the 
Toronto Star properties will be 
filed with the supreme court of 
|Ontario Monday. 

The offer came to light in docu- 
ments filed in Osgoode Hall, law 


Ontario. It is made by a new pub- 
jlishing organization, Hawthorn 


ficiencies are called for because of | Publishing Co., organized for the| 


| purpose, and includes five of the 
present trustees of the Atkin- 
json Charitable Foundation, which 
owns the Star properties. 

The offer breaks down as fol- 
lows: 
|e $15,450,000 for Toronto Star 
Ltd. (which publishes the Daily 
Star and the Star Weekly); 


e@ $4,100,000 
Realty Ltd.; 


for Toronto Star 


Advertising Age, March 24, 1958 


Time Inc.'s ‘57 
Revenue Reaches 
Peak $254,096,000 


New York, March 21—Time Inc. 
will report Monday a record reve- 
nue (after all commissions and 
discounts on sales) of $254,096,000 
for 1957—a gain of $24,722,000 over 
1956. Net income, second highest 
in company history, amounted to 
$12,024,000 as compared with $13,- 
850,000 reported for 1956. 

Time Inc. said, “Increased ad- 
vertising and circulation sales of 
company magazines contributed 
mainly to the record revenue.” Ad 
revenues went ahead, despite 
fewer pages, “because of rate ad- 
justments,” $170,000,000—highest 
in company history, and $4,500,000 
above 1956. On a PIB basis, Life’s 
volume was $137,522,494, a slight 
gain over the 1956 total of $137,- 
454,372. Time weighed in with 
$45,112,621, up from $42,598,778. 
Fortune reported $10,432,525 as 
compared with $9,094,203. Sports 
Iliustrated’s volume was $6,681,228, 
up from $4,566,529. Architectural 
Forum’s total was $2,117,900 as 
against $1,947,700. House & Home 
was off, reporting $2,296,105 as 
compared with a 1956 total of $2,- 
515,350. 


= The company reported total net 
paid circulation of all its publica- 
tions as showing a combined gain 
of 555,000 over 1956. 


headquarters for the Province of | 


Company revenues were up also 
“by reason of the inclusion of op- 
erations for the full year of our 
wholly-owned subsidiary, East 
Texas Pulp & Paper Co., of the 
operation of additional radio and 
television stations, and of greater 
book sales.” Last year the company 
acquired tv and radio properties 
|in Grand Rapids, Indianapolis and 
_ Minneapolis. # 


Paul Smith Ends 
Hegira;: He’s Now 
|Export Lines VP 


| New York, March 20—Paul C. 
|Smith, former president of Cro- 


are continuing to 


income for a “modern and much) 
of groceries.” | 


e And the offer assumes $6,000,-| welj-Collier Publishing Co., has 
000 in past service pension lia-|peen named vp and treasurer of 
bility. American Export Lines. 

The terms of the offer to pur-| wr. Smith said today his new 
chase ask that the sale be com-!job “kind of squares the circle— 
pleted by May 16. I worked a couple blocks from here 

|in the early 30s as resident mana- 
s The listed officers of Hawthorn! ger of a California bank.” 
are Joseph S. Atkinson, son of! He said that after folding Ameri- 
|the former publisher of the Star,|can, Collier’s and Woman’s Home 
president; and W. J. Campbell,|Companion and leaving Crowell- 
|advertising manager of the Star,|Collier after 19 stormy months, he 
|secretary. Other listed trustees!) went back to California, had an 
are Ruth A. Hindmarsh, daughter operation—“As the man said, 
lof the late Mr. Atkinson; Beland|everything came out all right”— 
| Honderich, editor-in-chief of the| and went to Tahiti for three weeks. 
Daily Star; and Burnett M. Thall, “Three weeks developed into 
la Star director. # \three months,” he said. “You can’t 
stop nibbling those lotus leaves.” 
He moved on to Brazil and Vene- 
zuela, then back to the U.S. 

Mr. Smith’s career has seen 
him a lumberjack, harvest hand, 
whistle punk, coal miner, banker, 
editor of the San Francisco Chron- 
icle and then vp of Crowell-Collier 
in 1953. = 


Lever Will Use Cash Refund as 
Ist ‘58 Silver Dust Promotion 
Lever Bros.’ first 1958 promotion 
|for Silver Dust blue detergent will 
|be a 25¢ cash refund to consumers 
sending in boxtops. Breaking in 
early April, the promotion will 
use large space newspaper ads and 
radio spots. Dealer premiums are 
JOHN C. STERLING, chairman of the also being offered. In general, a 
board of This Week ‘Magazine, has|‘“Tecord year” in 1957 is reported 


ae . for the product, and as a result, 
|been elected chairman of the Ad Lever says it is stepping up the 


City of New York, who was re-|in February as assistant general March 17 ADVERTISING AcE item |¥éTtising Council. New vice-chair-| 1959 program. Sullivan, Stauffer, 


man is Edward C. Von Tress, sen- Cojwell & Bayles, New York, is the 
‘Silver Dust agency. 


tained by Reader’s Digest; and the| 
staffs of Reader’s Digest and ABC. | 


manager, continues as station sales 
director. 


about Greyhound’s promotion of 
lits Rent-A-Car operation. 


| tor vp, Curtis Publishing Co. 
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create buying action for AMOCO! 


“We want motorists to think of Amoco when they’re 
in their cars and when they’re on the road. Outdoor 
advertising is the way to do it. We have the finest 
Mr. John B. Goodman, products and service they can stop for. This is the 
message we want delivered to the motoring public 
at the point and time of purchase. That’s why today 
Outdoor is our number one advertising medium—one 
that has been used by us for more than thirty years.” 


Advertising Manager 
American Oil Company, says: 


8 out of 10 people remember Outdoor Advertising!" 
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OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
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THE TRIBUNE CAN DO 
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ALMOST ANYTHING IN 


How to get em 
out of bed 
in Chicago! 


Maen it on a stack of steaming flap- 


jacks. Spread it ona slice of golden toast! 


And you'll know why so many Chicago- 
ans come running every morning. There's 
nothing like a good breakfast to start 
the day out right. And Land O' Lakes 
butter makes a good breakfast taste even 
better. It should. There's a full half-gal- 
lon of fresh, sweet cream in every pound. 


Here's how the Land O’ Lakes people 
told the story in Chicago: Back in 1955 
they set up a program of color advertis- 
ing in the Tribune. Now—three years 
later, as a result of 28 color pages, numer- 
ous coloroto ads and good selling—their 
share of the market has increased more 
than 100%. Not only have they secured 
major chain store distribution, but their 
independent store business has also 
shown tremendous gains. And now Land 
O" Lakes is bought by more families than any 
other brand of butter in the Chicago market! 


The Tribune writes the same happy end- 
ing for advertising stories over and over 
again. Increased demand, as a result of 


CHICAGO 


exclusive Tribune advertising, forced 
Scott-Petersen, Chicago sausage proces- 
sor, to double production and build a 
new smokehouse. Pepsi-Cola more than 
doubled its take-home sales with a cam- 
paign spearheaded by 66 Tribune color 
pages. 


The Tribune wakes up Chicago. It 
reaches more families in Chicago and 
suburbs than the top 7 national weekly 
magazinescombined. More than 6 times 
as many Chicagoans turn its pages as 
turn on the average evening TV show. 


And the Tribune was the only Chicago 
newspaper to show a gain in total daily 
net paid circulation during the 6 month 
period ending September 30, 1957, over 
the same period in 1956. 


Advertisers placed over 51 million lines 
of advertising in the Tribune during 
1957—over 29 million more lines than 
they placed in any other Chicago news- 
paper. The Tribune works wonders in 
Chicago. Why not put its selling power 
to work for you, too? 
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The Editorial Viewpoint... 


We Like ‘em a Little Tense 


Everybody is always telling advertising men and women to stop 
being so tense. People in advertising, we are told, are tenser than 
anyone, and they ought to do something about it. 

The latest to emphasize the problem is Dr. Harry J. Johnson, writ- 
ing in The Saturday Evening Post. Whereas, among a group of 6,000 
business executives studied, about 13.6% had excessive tensions, Dr. 
Johnson reported, among advertising executives one in five—21% 
of the entire group—suffer from excessive tensions. And this is the 
highest proportion of any business group. 

Dr. Johnson says that some executives like to emphasize the ten- 
sion under which they work. “They wear it like a gray flannel suit,” 
he writes. “I have occasionally persuaded such persons to take a 20- 
minute walk at noon instead of two martinis, and to get eight hours 
of sleep at night. The result has been less tension—and no loss in pro- 
duction.” 

Dr. Johnson's recipe seems fair enough and sound enough to be 
generally prescribed for admen and all other men. Certainly there 
are acquired habits in the advertising world which build up unneces- 
sary tensions, and create more ulcers than there is any excuse for. 
And there are a goodly number of advertising men who have learned 
that excessive tension and advertising do not inevitably have to go 
together. 

But by and large, there will always be tensions of considerable 
consequence in the advertising business, and we’re all for them, even 
while we hope they can be kept within reasonable limits. The adver- 
tising business attracts people who are mercurial, tense and excitable, 
subject to great enthusiasms and ten-times-a-day production of 
world-shaking ideas. 

We hope they can keep their blood pressures and their tensions 
within medically safe limits, but we don’t want to exchange them for 
a collection of calm, cool, dispassionate, unexcitably competent per- 
formers in the vineyards of advertising. We think the business might 
suffer horribly. 


Reorganizing the NIAA 


The proposal for changing the National Industrial Advertisers Assn. 
into the International Society for Industrial Marketing, which NIAA 
directors approved at a meeting in Philadelphia last week, is so 
sweeping that the first question which suggests itself is whether this 
is a change in an existing organization, or a blueprint for an entirely 
new one. 

It seems clear, however, that the scope of the changes suggested is 
such that they cannot be assessed in ten minutes, and that they will 
require serious consideration and debate throughout the NIAA mem- 
bership. The outlines of a high level, policy-making association are 
fairly clear, but—as the planning committee itself pointed out—a 
good many details still remain to be filled in. 

How these details are filled in, and exactly what is proposed as a 
means of making the transition period from the present NIAA to the 
proposed ISIM simple and easy, will have a great deal to do with 
how favorably the change is viewed. 

Whatever happens, it seems clear that industrial advertisers and 


—William G. Evans, Cargill & Wilson Inc., Richmond, Va. 


“Have you heard his latest slogan? .. 
bacco men!’” 


. ‘We’re medicine men, not to- 


themselves, for not doing a better 


marketers are going to have a good deal of discussing to do before the 
NIAA annual conference rolls around in June. 


Outdoor Is Still Suffering 


_ Down in Washington—and in the editorial columns of newspapers 
| who gleefully and not too thoughtfully kick the medium around—the 
outdoor advertising industry is still getting its lumps. 

We think it is getting more lumps than it deserves, and we are im- 
patient with the advertising industry, and with the outdoor people 


With its almost total lack of interest in any kinds of signs out in 


job of defending themselves. 


the wide open scenic areas; with its traffic counts and its careful plant 
location and maintenance; with its responsible organization—or- 
ganized outdoor advertising is in the position of having to defend it- 
self against practices of which it is not guilty. To a very large extent, 
it is on the same side of the ideological fence as those who are flailing 
it so vigorously in Washington. But you’d never guess it from what is 
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going on down there. 


about time someone realized this. 


Bosom Barbarians 

It is high time American men 
stopped staring at women’s bodies 
and started appreciating their 
faces. 

It is stupid and vulgar for men 
to judge women merely by their 
figures. Our morbid preoccupation 
with female legs, derrieres and 
bosoms marks us as barbarians, fit 
only to live in caves. 

The female face is the most di- 
vine creation of nature. Woman’s 
entire soul, all her passions, are 
reflected in her face. Men are fools 
for ignoring this fact and choosing 
instead to peek at feminine curves 
—especially those that are hidden 
under the sack dresses. 


—Joseph Kaliff, president, Caricatur- 
ists Society of America. 


Modern-Day Marketing 

I define modern day marketing 
in the broadest sense as including 
not only all activities concerned 
with the progression of goods from | 
producer to consumer but a sub- 
stantial part of product research 


\and engineering, transportation, 


Outdoor advertising, like any other kind of advertising, can and 
probably should be regulated in the public interest. The organized 
industry can help to see that the regulations can be enforced—and it’s 


What They're Saying... 


# 


and accounting. For this broad role 
there are five essential require- 
ments. First is sales forecasting. 
The others are dynamic distribu- 
tion, sound organization, the fixing 
of responsibility for profit, and a 
means of measuring performance. 
When these five elements are prop- 
erly put together they open oppor- 
tunities for increasing sales volume 
and reducing the cost of marketing 
goods. 


—From an article, “Modern Market- 
ing,” by Robert Heller, Robert Heller 
& Associates, in The Clevelander, 
published by the Cleveland Chamber 
of Commerce. 


‘Apparel Selling Is Different’ 
The largest area of waste in 
apparel promotion lies . .. in the 
consumer advertising of manufac- 
turers who neglect the role of the 
retailer in making that advertising 
|productive. The retailer comes 


| first—not as a matter of loyalty 
or public relations but for the 
simple and selfish reason that the 
success of a brand is in his hands. 


Advertising Age, March 24, 1958 


Rough Proofs 


The Internal Revenue Service 


seems to have weakened a little in 


its rulings on verification of ex- 


pense accounts, but it should real- 
ize that 
support of the credit card and din- 
ing club promoters. 


it has the enthusiastic 


“We know millions of young 


women intimately!” exclaims True 
Confessions, and then cancels out 
the romantic angle by adding, “al- 


most as though they were our own 


daughters.” 


Dr. Harry J. Johnson tells read- 
ers of the Post that admen are 
tenser than other business execu- 
tives by about 7.4%. 

The other business executives 
include the clients. 


Striking employes of the Peoria 
Journal and Star went back to 
work after 67 days under an agree- 
ment to arbitrate their demands 
for sickness benefits. 

They just wanted a vacation. 


“The charges against Coca-Cola,” 
reports the world’s greatest adver- 
tising journal, “were dropped be- 
cause FTC’s staff admitted it 
lacked proof.” 

You'll have to admit that’s a 
pretty good reason. 


The Advertising Workshop is 
selling its $200 book on how to 
make an agency presentation like 
hot cakes. 

If the system works, the 500- 
page tome is cheap at any price. 


Fred Stapleford thinks brain- 
storming is too gentlemanly to 
spark the really hot ideas. 

That’s right—there’s nothing 
like a good slugfest to get the brain 
cells working. 

© 


Lewis Gruber is optimistic about 
resolving the cigaret-health con- 
troversy in the near future. 

Then what will happen to all 
those filter brands which have 
captured 44% of the market? 


Stuart Peabody, that busy ad- 
vertising man, was given a fare- 
well dinner by some of his ANA 
friends. 

Farewell to what? 


“Radio commercials are getting 
zanier than ever,” the headline 
says. 

Like “Who put all those toma- 
toes in that little bitty can’’? 


ABC says Newsweek, Time and 
U. S. News can’t use a simulated 
ABC form for “Netius” to report 
\the combined circulations of the 
three books. 

How about letting “Netius” ap- 
ply as a new member? 


“Salary from $10,000,” says a 
southern company looking for an 
advertising manager. 

From $10,000 to what? 


| —The Bach Letter, published by Hen- 
ry Bach Associates, New York. 
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The Modern Mind 


Faddist philosophies, pills, alcohol, compulsive activity — each year 


i 
x Me 


pie Pe 
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more and more Americans resort to such tranquilizers, and each 


+) 


ee 


year it becomes more and more apparent that they are not the 


answer to the anxiety which grips the modern mind. Now the best 


ee een 


wrt 


thinkers in psychiatry and religion are convinced that the answer 


lies in a new, dynamic approach to an old word: faith. 


This is the lead on a major feature in Cosmopolitan’s April issue on The Modern Mind. 
If you would like to read the complete article, ask us for a copy. 


| Only COSMOPOLITAN devotes each issue to a thorough : 
-treatment:i -IN- depth of one, significant, ‘contemporary theme. 


Mechanical Brains, Automation and Outer Space 
Will machines that play chess, write music 
and translate Russian “‘devalue” our minds? 
Automatic factories turn us into drones? Are 
alien intelligences watching us? 


Pessimi Optimi 
The modern mind, like the ancient mind, is 
a mixture of optimism and pessimism, with 
the conflicting temperaments sometimes 
opposed and sometimes working together. 


The Drive Toward Self-Destruction 


Few understand the reasons why 16,000 
Americans take their own lives annually. 
Fewer realize that suicide is only the ex- 
treme example of a mental compulsion that 
destroys other thousands in more “‘socially 
acceptable” ways. 


Your Pet Gives You Away 


‘Powder room” and “cocktail bar” for your 
cat... horoscope for your dog — how you 
spend money on your pet is only one tip-off 
about you. Introverts often buy birds; while 
the more adventurous choose snakes and 
mountain lions. 


Where to Take Your Troubles 


Your church? Family doctor? Psychiatrist? 
Best friend? At least seventeen million 
Americans (one in every ten) have a mental 
emotional problem. Where you seek help is 
of paramount importance. 


How Progressive Education Failed Us 


Our grade and high schools have substituted 
“group dynamics” and “life adjustment” 
for self-discipline and knowledge. Result: 
universities must teach third grade English 
and “bonehead math” to freshmen. 


COSMOPOLITAN 


...edited in depth to create attitudes | Greulation 
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Public Home Wares Show a Success to Mart, |what’s available, buy the furniture | ers’ showrooms when the mart vis- | show was a success and a boost to 


* * ’ . *” 
Nuisance to Dealers in ‘Market Daily’ Study 
Cuicaco, March 18—The home|opposed the show by a reported|50% required by recognized deal- of any change in the industry’s|ahead with the first show on the 


furnishings industry is perched on 
the twin horns of a marketing 
dilemma, if there is any broad sig- 
nificance in reactions to the Mer- 
chandise Mart’s experiment with a 
home furnishings show for con- 
sumers here in January (AA, Dec. 
23, ’57). 

When the mart for the first time 
opened its doors to the general 
public Jan. 17-26, inviting visitors 
into several floors of manufactur- 
ers’ showrooms traditionally re- 
stricted to dealers, some 183,057 
consumers thronged through the 
showrooms and evidenced interest 
in the new merchandise on display. 

Exhibiting manufacturers, who 
clocked record traffic, were almost 
universally enthusiastic about the 


show as a stimulator of consumer 
interest in home furnishings—the | 


mart’s purpose. Many Chicago area 
dealers to whom the manufacturers 
directed earnest buyers were 
equally happy about it—one called 
it the “most stimulating thing ever 
to happen to the furniture indus- 
try.” 


# On the other hand, widespread 
dealer objection to the show has 
been reflected in a survey by 
American Publications Inc., Chi- 
cago, publisher of Chicago Market 
Daily and Marketing. (The pub- 
lisher is an affiliate of the Ameri- 
can Furniture Mart, the other 
manufacturers’ display building 
here, which didn’t open up to the 
public, and which opposes the 
whole idea.) 

The study reports that of 149 
Chicago retailers queried, 93 said 
they opposed “opening furniture 
market buildings for consumer 
viewing of manufacturer lines.”’ 33 
favored the idea, and 23 thought 
the show idea was good but felt it 
shouldn’t be held in a dealers’ 
shopping building. 

Of 31 retailers queried in sub- 
urbs and nearby cities, 18 opposed 
the show, five favored it and eight 
had mixed feelings. Retailers in 
other major cities in the country 


LOOKING FOR A 4-A 
ADVERTISING | ih i 


\ 


\\ Wy \\\\, 
AY 


If geography is no bar to our serving 
yeu (and air travel has made this a 
small country), consider these facts 
about Byer & Bowman, a solid group of 
hard-working midwest people: 

@ 32 years with same firm name, owner- 
ship and active management. 

@ only AAAA agency in Central Ohio. 

@ stoff of 50. 

@ topflight PR department. Member P.R.S.A. 

@ fully-stoffed TV - Radio department; re- 
eording and projection facilities. 

@ strong in creation and production of 
collateral material, with eye to saving 
client money. 

@ expert marketing counsel. 

@ operate in 18,000 square feet of our 
own building. 

@ use own studio facilities to design and 
build sets for photographing and film- 
ing client products. 


We welcome the most searching inquiry 
into our reputation and competence. 


Byer & Bowman 


Advertising Agency 
66 S. 6th St. * Columbus, Ohio * CA 1-775) 


|margin of nine to one. 


® A major objection reflected by 
the survey is the opportunity the 
show reportedly afforded to “ten 
percenters” (unrecognized furni- 
ture dealers who maintain little or 
no inventory, use the manufactur- 
|ers’ showrooms to show prospects 


| pass it on to the buyer for a 10% 


at or near wholesale prices, and/|itors come to dealers to buy. the industry and plans to run a re- 
A number of other objections peat performance next year. 
commission—compared to 40% or|raised come down to resentment) He pegged his decision to go 
‘ers who maintain inventories). traditional patterns of marketing,| need to arouse consumer interest 
| Another objection expressed is|including the closed manufactur-|in home furnishings during the 
|to the confusion reportedly cre-|er’s showroom. /present business slump. 

lated in consumers’ minds when) | “We cannot allow ourselves to 
they see some of the models of # W. O. Ollman, general manager be ‘talked into a recession’,” he 
manufacturers’ lines that aren’t in of the Merchandise Mart, is aware|told mart tenants, “and must, 
production, may never be if the of this reaction to the show, had|through positive action, demon- 
dealers show no interest, and in clear inklings of it before it came strate for all to see that there is 
any event aren’t available in deal-|off (AA, Jan. 13), still asserts the great and growing desire and de- 


NTA’s 


NTA’s 


“SHOW BUSINESS” 


NTA’s “SHOW BUSINESS” with George Jessel... the kind of television program your viewers will never 


forget—because it helps them to remember. Remember 


the greatest moments in the entertainment world ...and your product! 


“SHOW BUSINESS” 


panorama of the wonderful world of entertainment from Vaudeo 


...the show that provides a new excitement every week...a 
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mand for that which is new and 


signed for quick reading. The only 


that which represents real value.” |rate change is a reduction of the 


‘Aviation Age’ Changes Size 
Aviation Age, New York, a Con- 
over-Mast publication, effective 
with its March issue, has changed 
its size to 11%x10%”, one inch off 
the former “king” size. It has also 
adopted a new logo line: “Techni- 
cal Management Magazine—Air- 
craft, Missiles, Spacecraft,” as 
more descriptive of its function, 
and the magazine has been rede- 


‘former king-size page, which was 
/$1,300 for one-page, b&w, one- 


time, to $1,110 base for the new 
full-size format page. 


Stamps Held to Violate Law 
The supreme judicial court of 
Massachusetts has unanimously re- 
affirmed the constitutionality of 
that state’s fair trade law and has 
ruled that trading stamps of any 
value, given on fair-traded prod- 


ucts, are a violation (Colgate-, Morton will continue to supervise 
Palmolive Co. vs. Stop N’ Shop midwestern tv production and 
Supermarket, et al). This marks sales in coordination with Ted 
the second time in two years that, Wescott, who has joined Wilding 
the Massachusetts high court has/| as midwestern manager of tv sales. 
upheld the constitutionality of this| Mr. Westcott was formerly mana- 
law. ger of radio-tv production of 
D’Arcy Advertising Co., St. Louis. 
Wilding Names Two 
Joseph Morton has been named Two Join Rosenbloom 
to the new position of administra-| Karyl D. Long, formerly of the 
tive assistant, sales, of Wilding Public Relations Board, has joined 
Picture Productions, Chicago. In Irving J. Rosenbloom & Associ- 
addition to his new duties, Mr. ates, Chicago, as publicity and pr 


NOW MAKES SHOW BUSINESS HISTORY! 


to Video... nostalgic, warm, crowded with chuckles and belly-laughs...the kind of television program the whole 
family will love! 39 Fabulous Half-Hours for national and regional sponsorship . . . Available Now! 


We'll be happy to arrange a screening... at your home or office —you name it! 


ATLANTA: 
Trinity 3-3343 


BOSTON: 
Liberty 2-9633 


CHICAGO: 
Michigan 2:5561 


HAROLD GOLDMAN, Executive Vice-President | \ | Po 


DALLAS: 
Riverside 7-6559 


HOLLYWOOD: 


e 


yee eee co. a 


Olympia 2-7222 


National Telefilm Associates, Inc. 
Coliseum Tower 10 Columbus Circle New York 19, N. Y. 


JUdson 2-7300 
MEMPHIS: MINNEAPOLIS: TORONTO: LONDON: 
Jackson 6-1565 Federal 8-7013 Walnut 4-3766 Vigilante 4557 


°a 4 AYR. 
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: L a i. Ke NS PY dt w*% 


|\York Herald Tribune, 


15 


director, while Peggy Allen, for- 
merly of John Robert Powers’ 
Career Studios, joined the agency 
as fashion coordinator and stylist. 
The agency has been appointed to 
handle advertising for Waters 
Conley Co., Rochester, Minn., 
manufacturer of Phonola phono- 
graphs. 


J&B Increases Advertising 
Paddington Corp., New York, 
sole U. S. agent for Justerini & 
Brooks (J&B) scotch whisky, will 
use increased space in the New 
the New 
York Times and The New Yorker 
this spring to promote J&B scotch. 
Although the company will not re- 
lease figures on its budget, it is 


junderstood that it is spending about 


| 


| 


50% more this year than last. 
E. T. Howard Co. is the agency. 


Leach Joins Landau Outdoor 

C. Robert Leach, former super- 
visor of sales of Foster & Kleiser 
Co., San Francisco, will join Lan- 
dau Outdoor Advertising Co., Phil- 
adelphia, as sales manager, April 1. 


Weekend 


MAGAZINE 


The 
biggest 


single 
selling 
force 
in 


Canada 


Greatest Circulation 


—500,000 more than 
other magazine 


any 


Greatest Coverage 


— 2 out of 3 of all the Eng- 
lish speaking urban families 


Greatest Dollar Volume 
Almost twice as many adver- 
tising dollars as any other 
magazine 


Represented in the United States by: 


O'Mara & Ormsbee— 

New York, Chicago, 

Detroit, Los Angeles, 
San Francisco 


Weekend 


— MAGAZINE 
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Muntz Buys Sonora Corp. 
Earl Muntz, who left Muntz TV) 


in April, 1957. Mr. Muntz pur- 


| by the Internal Revenue Service; platemaking. The system consists 


of a keyboard unit and a photo- 


about a year ago, has purchased|chased Sonora from Thomas F.| graphic unit, both desk-top size 


Sonora Radio & Television Corp.,| Kelly & Associates, 
Chicago. Frank Atlas of Columbia | 


Broadcasting System is associated 
with Mr. Muntz in the purchase. 
Maurice Wolk also is reported to 
be a member of the group. The new 
company, Sonora Electronics Inc., 
will take over the Chicago plant 
and will go into the production of 
tv sets. Mr. Muntz also plans to 
introduce an electric organ in se- 


veral months, Sonora assets were 


purchased by Business Assets 
Corp. at public auction conducted 


which had 
bought from Business! 


Assets. 


Sonora 


ATF to Market New Machine 


machines. The keyboard unit pro- 
vides a typewritten proof and per- 
forated tape. The tape is used to 
automatically operate the photo- 
graphic unit. The system is speci- 


American Type Founders Co., | fically designed for commercial 


Elizabeth, N. J., will soon market 
the ATF typesetter, “a completely 
new system” for the photomechan- 
ical composition of text matter. 
The unit is said to produce type- 
on-film at considerably lower than 


cost of conventional methods for) 


direct use in offset and gravure 


printing, including advertising lit- 
erature. 


Sun Chemical Moves 
Sun Chemical Corp. has moved 


from its own building in Long Is-)| 


land City, N. Y., to new quarters 
at 750 Third Ave., New York. 


ay ec n ibis 


™ Tras SUE 


54,257 CIRCULATION 


+ « NOVEMBER, 1952 . 


radio men . 


History Making Issues: 


TRANSISTORS 


In November 1952 Proceedings of the IRE devoted an 
entire issue to 52 articles on Transistors from their his- 
toric background to the most advanced research on the 
subject. Soon this edition became a collectors’ item for 
. $0 scarce were the available copies. 


TRANSISTORS—JUNE 1958 


This year will see a new Transistor Issue—up-to-date and 
again available—another of IRE’s History Making Issues. 
Advertising in it will get exceptional attention, long life 
as well as be seen and associated with radio electronic 
progress. 


Proceedings of the IRE 


This is an issue that 
served its industry! 


THE 


dv. Dept. 72 W. 45th St., New York 36, N. Y. « 


Chicago + Cleveiand 


INSTITUTE OP RADIO ENGINEERS 


* los Angeles + San Francisco 


AMERICAN RESEARCH BUREAU 


MARCH 1957 REPORT 
GRAND RAPIDS-KALAMAZOO 


TIME PERIODS | Number of @ 


with Higher Ratings 
WKZO-TV | 


MONDAY THRU FRIDAY 
8:00 a.m.te 6:00 p.m. 
6:00 p.m. to 11:00 p.m. 


SATURDAY 
8:00 a.m. to 11:00 p.m. 


SUNDAY 
9:00 a.m. te 11:00 p.m. 


NOTE: Survey based on sampling in the follo 


portions — Grand Rapids (42.8%), Kalamazoo (18.9 % 


Muskegon (19.8%), Battle Creek (18.5 % 


BUT... You'll Find WKZO-TV 
Leads To Sales Records 


In Kalamazoo-Grand Rapids! 


verter Hours 


Station B 


WKZO.-TV. 


from 1000’ tower. 


wing pro- 


) 
© 


When you're on the track of greater sales in Kalamazoo- 
Grand Rapids, you need the market dominance of 
Want proof? 
WKZO.TYV is first in 267° more quarter hours than the 
next-best station — 327 for WKZO-TV, 89 for Station B! 


WKZO.-TY telecasts from Channel 3 with 100,000 watts 
It is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids—serves over 600,000 
television homes in one of America’s top-20 TV markets! 


Look at this! ARB shows 


*No one has yet captured or photographed this creature, reputed to live 
in the eternal snows of the Himalayas. 


WKZO-TV. 


100,000 WATTS 


© CHANNEL 3 ©@ 1000° TOWER 


Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, March 24, 1958 


Getting Personal 


Irv Silverman, business manager of Esquire, is the proud father of 
a son, Hal Leigh, who weighed in at 7 Ibs., % oz. on Feb. 25... 

There’s an unusual club in Chicago called the Gamble-eers—mem- 
bers of which have been meet- 
ing annually for luncheon to 
honor their friend and mentor 
Ross Gamble, now a vp at Leo 
Burnett Co. This year the 29th 
luncheon was held on Feb. 27, 
Mr. Gamble’s birthday, and at- 
tended by “his boys” at Er- 
win, Wasey and at the Burnett 
agency... 

Alvin M. Winter, on the staff 
of Arthur Tarshis Associates, 
producer of the New York 
Premium Show, is engaged to 
Natalie Lerner...George J. 
Hecht, publisher of Parents’ 
Magazine, and Mrs. Hecht are 
on their second round-the- 
world trip by plane... 


Jim Sawyer, assistant radio 
and tv production manager of 
Campbell-Mithun, Chicago, 
has a night teaching job at 
Midwestern Broadcasting 


ROUND THE WORLD AGAIN—It’s the 


School...Harry H. Cahill, 
general manager of the Seattle 
Times, has been elected vp of 
the Seattle Rotary Club... 


James H. Lavenson, presi- 
dent of the Lavenson Bureau 
of Advertising, Philadelphia, 
has accepted a volunteer post 
with the United States Com- 


fourth trip “down under” and third 
around the world trip for Clyde 
Bedell, retail ad consultant and AA 
columnist, and his wife. After 
South Africa, the Scandinavian 
countries and Scotland, the Bedells 
will be back in Los Altos, Cal., 
their new home, about June 13. 


mittee for the United Nations. 

He will serve as finance chair- 

man for Pennsylvania advertising agencies, raising funds among 
the agencies to support the committee’s work. The committee dis- 
seminates facts about the UN... 

George Diefenderfer, NBC Chicago radio network sales manager, 
and his wife, and David Preston, Chicago Sun-Times general adver- 
tising manager, and Mrs. Preston, left from New Orleans March 13 
on the “Stella Polaris” for a 16-day cruise of the Caribbean... 


VETERAN HONORED—Percy Jefferson (right), 

mer E. Todd, chairman of the Seattle Times, on the completion of 

his 60th year with the Times, while Mrs. Jefferson and their daugh- 

ter look on. The veteran ad salesman, who has no intention of retir- 
ing, was given a television set to mark the anniversary. 


is congratulated by El- 


Russell Kolburne, president of Russell Kolburne Inc., Advertising, 
New York, has a second daughter, Joanne Stacy, born on Jan. 27... 

Liz Gilmore, space buyer with James Lovick Ltd., San Francisco, 
will be wed May 31 at Portland, Ore., to Chan Clarkson, on the staff 
of Cole & Weber Inc., Portland... 

Ruth S. Pomeroy, sales service manager at WHCT-TV, Hartford, 
Conn., is engaged to William Westervely, who’s associated with 
United Aircraft Corp...On March 1, Bill Michelsen, newscaster at 
WRCV-TV, Philadelphia, was married to Mrs. Wilma Steele of 
Denver. The new Mrs. Michelsen heads the Steele Oil Co.. 

Robert E. Marshall, account exec and assistant to the president of 
Claude Schaffner Advertising Agency, New Haven, Conn., has been 
elected secretary of the suburban Hamden, Conn., Rotary Club... 

Erwin Needles, vp of Julian Gross & Associates, Hartford agency, 
has flown back to Connecticut, following a 16-day Honolulu stay... 
Joseph R. Rollins Jr., director of radio and tv, Doremus-Eshleman 
Co., Philadelphia, has been elected to the board of managers of 
Children’s Hospital... And Nat Kolker, president of the Philadel- 
phia agency bearing his name, is recuperating from surgery at his 
home in Elkins Park, Pa... 

Edmund W. Waller, president and general manager of the Torring- 
ton Broadcasting Co., operator of Radio Station WTOR, Torrington, 
Conn., has been elected president of the Torrington Chamber of 
Commerce. Walter G. Gisselbrecht, business manager of the Register, 
Torrington’s afternoon daily, was elected a director... 

Arnold Grisman, copywriter at J. Walter Thompson Co., New 
York, is author of “Early to Rise,” a novel to be published April 2 
by Harper & Brothers... 
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Power... get action...to move 


people...to sell goods 


THE CHICAGO DAILY NEWS 


first in food linage in Chicago for as far 
back as the records go, ran more retail grocery 
advertising in 1957 than ever before* 


*k 3,433,323 lines of retail food advertising in 1957 helped the Daily News to increase its lead 
in grocery linage in Chicago. And, of course, the News led all papers in the nation —morn- 
ing, evening or Sunday —in total food linage. 


USE THE POWER OF THE “NEWS” 
IN CHICAGO 
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will now pick up the account, al- 
though Mr. Akers wanted to avoid 
having his agency classified as a 
house agency. Lynn Akers operates 
|his hair and scalp clinics through- 
International, the Pan-European | _out Europe and the U. S. He used 
advertising agency recently organ-|# In England, meanwhile, the the profits from this business to 
ized by Lynn R. Akers (AA, Jan.|agency handling the Akers Hair &| launch AI in 11 European coun- 
27), reports it is making progress |Scalp Clinics account abruptly re-| tries. + 

on a number of fronts. signed the business. Carl Brunning, | 

One of Advertising Internation-|chairman of S. C. Peacock Ltd.,| Myrbeck Names Nevins, Clark 

i al’s first clients is Bymart-Tintair,|announced that the account had Joseph W. Nevins has been ap- 
* a U. S. company which set up an|been dropped after the agency was pointed a junior account executive 
f export division last year. AI will|linked in the press with Advertis-| of S. Gunnar Myrbeck & Co., Bos- 


Akers Agency Gets Bymart-Tintair Account 
in Europe; Peacock Resigns Akers’ British Ads 


Lonpon, March 18—Advertising ,media department in Milan. 


Advertising Age, March 24, 1958 
ment since 1956. for all advertising, sales promo- 
tion and public relations activities 
National Tea Buys Del Farm of the company. 

National Tea Co. has bought all | 
of the capital stock of Del Farm Berman Joins Raybern 
Food Stores of Chicago. The pur- evel rhe B So wn non bo | 
chase price was not disclosed. The | uated < ta dienes of © rl 
12 Del Farm stores will be operat-| - pens ~Abeacam - RB . 
ed as a separate food chain under) 0", Ps Chi distri = 
the direction of Theodore Meindl ~ ret pee - 2 of 
Sr., president of Del Farm. Nation- “ae poseaagee ‘aa oe _ 
al Tea Co. has also bought the Pick curate Sign Co 
iN’ Save supermarket in Park For- ; 
est, Ill. 


service Tintair on an all-Europe|ing International. 

basis, acting as a marketing con-| Peacock’s production chief, Den- 

sultant as well as an advertising |nis S. Brooks, went with AI when 

agency. |it was formed. Mr. Brunning de- 
AI also announces that its Italian | nied there was any connection be- 

branch, with offices in Milan and | tween his agency and AI. 

Rome, is now ready for action. Its} The presumption here is that AI 

first client is Carter Products. Ital- 


ton, and Warren Clark has been 
named art supervisor. Mr. Clark 
had been with the agency’s crea- 
tive art department, and Mr. Nev- 
ins, who has been with Myrbeck 
for more than eight years, had 
|been supervisor of the art depart- 


Maclary Named Ad Manager | 

Ella Mae Maclary, sales depart- 
ment coordinator of Curtis Paper 
Co., Newark, Del., has been named 
to the new post of advertising 
;manager. She will be responsible 


Rader Gets Sulfoam 


Lawrence Laboratories Inc., New 
ork, manufacturer of Sulfoam 
shampoo, has appointed Kenneth 
Rader Co., New York, to handle its 
advertising. James R. Flanagan 
Advertising is the previous agency. 


ian operations are headed by Ma- 
rio Bruno, who formerly was with 
J. Walter Thompson Co. Another 
ex-JWT man hired by AI in Italy 
is G. B. Carta, who is head of the 


Rambeau Changes Name to 
Rambeau, Vance, Hopple 
William G. Rambeau Co., New | 
York, station representative, has 
changed its name 
to Rambeau, 
Vance, Hopple 
Inc. and moved 
to larger quarters 
in the Chrysler 
Bldg. 
Edwards R. | 
Hopple and Rob- | 
ert R. Vance Jr.,| 
president and vp 
respective- 
ly of College Ra- 
dio Corp., college | 
station representative, have been| 
named vps and account executives 
of Rambeau, Vance, Hopple. They 
will also continue as officers of the 


we 


William Rambeau 


® 


Robert Vance Jr. Edward Hopple 


college organization, which will | 
become -a subsidiary of the new 
company. William Rambeau is 
president of the company. 


DID YOU | 
KNOW? 


GENUINE GLOSSY PHOTOS || | 
COST AS LITTLE AS 


PLANOGRAPH! 
s 
WHY TAKE LESS? 
Singleweignt Quantity 5x7 6x10 
Glossy 25 $ 2.75 $ 4.00 
Prints 50 450 6.00 
100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


Cary MATIC. 


59 E. Ilinols $t., Chicage 11, Il. 
Whitehall 4-2930 


Weather and season may speed or retard 

the tourist trade, but nothing checks the 
headlong pace of Florida’s economic growth. 
In the past ten years the Jacksonville area 


has registered these bellwether increases; 
136% more phones, 132% more autos, 
116% greater port tonnage, 190% greater 


electric power production. 


There’s more to Florida...and toWMBR-TYV ! 


By any standard, WMBR-TY is still far 


and away the dominant sales vehicle for 

the Jacksonville area. Choice adjacencies? 

The ARB area report shows that the 

top 45 programs, local or network, are 

Revall on WMBR-TV. Share of audience? 
WMBR-TV commands a total inside- 
outside area lead of 131%—an average 


we gtiond, 


ae. 


69.9% share to the competition’s 30.3%. 


Even inside the metropolitan area where 


4 


= theoretically stations are on an equal 
footing, WMBR-TV has a fat 72% lead. 
Quarter-hour wins? WMBR-TV is first 


in 407 out of 470 weekly quarter-hours. 
Without a doubt, there’s much more te... 
WwM BR-TYV Channel 4, Jacksonville 

An Affiliate of the CBS Television Network 


Operated by The Washington Post Broadcast Division 
Represented by CBS Television Spot Sales 


Source: ARB, November 1957: total homes reached. 
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Advertising Age, March 24, 1958 


WOR.-TV May Share 


will be WREG. | were pessimistic about the possi-' Rubbermaid Sets Spring Push; 


| bility of that much money being Nqmes Gans Division Head 


I : forthcoming in what is already a , 
ts annel with ® For the rest of the time, Channel | Rubbermaid Inc., Wooster, O., 
Educational TV mercial outlet, with the “Million ‘campaign with full-color pages in 


Dollar Movie” and the Philadelphia Cytler Joins Donnelle 
New York, March 18—Mathe-| Phillies as the headline attractions. I 4 


matics and chemistry in the day-| The consummation of this mar- 
time, movies and baseball at night. | riage of educational and sponsored 
This is how WOR-TV will be | television is contingent on the state 
programming as of next fall if the | legislature’s making an initial ap- 
necessary funds are appropriated | propriation of $369,000 to finance 
to provide for the use of Channel 9 | the wedding. 
as a daytime educational outlet. Members of the Regents’ televi- | 
The station’s tentative agree-|sion committee say that amount 
ment with the New York State would carry the project for seven 
Board of Regents calls for educa- | months. For a year’s operation, the 
tional programming from 9 a.m. to| bill would be $365,000 for WOR- 
5 p.m., EST, daily and from 9 a.m.| TV’s facilities; $150,000 for pro- 
to 12 noon, Saturdays. When classes gramming, and $30,000 for admin- 
are being telecast, the call letters; istration. Some sources in Albany 


‘the April 7 issue of Sports Illus- 
Richard T. Cutler, formerly with trated and the April 19 issue of 
Shaw-Walker Co., New York, has The Saturday Evening Post. Four 
joined Reuben H. Donnelley Co.,|of the major Rubbermaid automo- 
New York, as an advertising sales-| tive interior products will be em- 
man on Water Works Engineering, | phasized. 
Fire Engineering and Wastes Engi-| John D. Gans, formerly mer- 
neering. chandising manager for Rubber- 
maid Inc., has been named man- 


Vanish in Radio Drive ager of the company’s commercial 
sales division. 


Judson Dunaway Corp., Dover, 
N.J., has launched a 14-market 
campaign, using one-minute radio| Spalding Boosts Shull 
spots, for Vanish, toilet bowl clean-| Robert W. Shull has been named 
er. J. M. Mathes Inc. is the agency. advertising and promotion manag- 


y a’ . ™ 
“3 Pe a sa Sra OS a sme ag wey 
Ri « 
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er of A. G. Spalding & Bros., Chico- 
pee, Mass., succeeding Harry Amt- 
/mann, who has joined World Ten- 
\nis as advertising manager. Mr. 
Shull joined Spalding in 1957 as 
sales promotion manager. 


Harriet Romain Adds Two 
Harriet Romain Advertising, 
New York, has been named to han- 
dle advertising for David Hart Inc., 
New York dress manufacturer, and 
Evelyn Pearson Inc., New York, 
maker of leisure apparel. Gore- 
Serwer formerly handled the Hart 
j}account, inactive for some time. 
Sterling Advertising previously 
handled Evelyn Pearson. 


Juengling to Simon & Gwynn 

Leonard E. Juengling has been 
appointed director of marketing 
and merchandising of Simon & 
Gwynn, Memphis. Prior to joining 
the Memphis agency, he was sales 
and advertising manager of Kirlen 
Products, Kansas City. 


Be 
LIKE THIS 


if you weren’ 


j but 3 
|: if it’s full 
| COVERAG 


you 


* 


want 


In San Bernardino (California, 
of course) in the largest market 
in California’s 4th, the Pacific 
Coast’s 6th and the Nation’s 
29th largest Metropolitan Area 
use the only daily and Sunday 
newspaper in this market The 
San Bernardino Sun-Telegram. 


This profitable, fast growing, 
independent market is more 
than 60 miles from Los Angeles 
and is reached by only .0066% 
of the total circulation of the 
Los Angeles metropolitan 
| dailies. 

For latest information on this 
“buying area”, call West-Holli- 
_ day or write or wire. 


t>/SAN BERNARDINO 
SUN and TELEGRAM 
‘San Bernardino, California 
Represented nationally 
by West-Holliday Co., Inc. 
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Useful news for 
the Important Million 


HE IMPORTANT PEOPLE in America have a particular 

regard for ““U.S.NEws & WorLD REport.” They 
consistently vote it the magazine most useful to them in 
their work. 

More than six years of continuing research among 
the people listed in the standard directories and 
rosters of the nation’s leaders confirm and reconfirm 
this point. 

The surveys show how America’s most important 
people rate the news magazines and the magazines in 
the management field. 

The preferences of these outstanding leaders are of 
particular significance because they reflect the atti- 
tudes and preferences of their business and social 
counterparts in all levels of responsibility —through- 
out industry, government and the professions. 


Here is what these surveys show 


COVERAGE: Of the six magazines in the news 
field and the management field, ““‘U.S.NEws & WoRLD 
Repor?”’ is either first or second in coverage for 
each of these groups. 


USEFULNESS: In every group “U.S.NEws & 
Wor.Lp ReEpor?” received the most votes as “the 
magazine most useful to me in my work.” 


CONFIDENCE: “U.S.NEws & WorLD REpPorRT”’ 
received the most votes in every case as “the maga- 
zine in which I place the most confidence.” 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1,000,000 net paid circulation 


For full information on how “U.S.News & World Report” covers your best 
customers and prospects, contact our advertising offices at 45 Rockefeller 
Plaza, New York 20, N. Y. Other advertising offices in Boston, Phila- 
delphia, Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, 


Washington and London. 


Three out of four ““U.S.NEws & WorLD REpPorR?T”’ 
subscribers hold high-income managerial positions. 
They’re in top management, yes, and also in the 
middle-management jobs of design, production, sales, 
purchasing, etc. Here, then, is thorough coverage and 
deep penetration of the major buying influences in 
American business and industry. 

These are the important people of America who 
depend on “U.S.NEws & Wor tp Report.” They 
have confidence in ‘““U.S.NEws & WorLp REPORT” 
as their source of the useful and essential news of 
our national life, including world affairs. They use 
“U.S.NEws & Wor.LD REporvT”’ in their business 
planning and decisions. 

Alongside news of such usefulness to the ‘‘im- 
portant million” in America, advertising is effectively 
concentrated on best customers and prospects—for 
business goods and services and for all quality con- 
sumer products. 


All information in this advertisement, either stated 
or implied, is based on information of public record 
| or actual research. The detailed sources are always 
; available on request. 

U.S.NEWS & WORLD REPORT 
! 


THE 


U.S. News 
COMPLETE 
& World Report RaRRARS 
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“U.S.News & World Report” ranks first in usefulness 
and first in confidence among America’s leaders in all fieids 


NDEPENDENT SURVEYS have been conducted for a 

period of more than six years among the people listed 
in the various ““Who’s Who” directories and rosters of 
America’s leaders in all fields. These people are asked 
which news magazine or which management magazine 
they read, which they find most useful to them in their 
work, and in which magazine they place the ‘tmost 


Executives of America’s Scheduled Airlines 


Members of the National Industrial Conference 
Board 


Officials of Life Insurance Companies 
Editors of the Nation’s Daily Newspapers 
Executives of America’s Aircraft Manufacturing 


confidence.” Companies 
The findings and reports of each of the most recent ¢ Labor Officials listed in Directory of National and 
studies listed below are available on request: International Labor Unions 
e Executives listed in Poor’s Register of Directors and : Officers of the 300 an Se Banks 
Executives * ——— Listed in Phelon’s List of Department 
; : : ore Managers 
Leaders listed in Who’s Who in Amer , , ; 
‘ Executi | pe d in Who's Who i = a & ¢ Officials listed in the Directory of the National 
iccuier. et ee Savings & Loan League 


Executives of America’s ‘“‘Excellently Managed 
Companies” 


¢ Officials listed in Moody’s Industrial Manual 


Executives listed in Ward’s Automotive Directory 
Officials of America’s Class | Railroads 


Official Washington as listed in the Congressional 
Directory 


Reports on surveys of each group available on request 
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Otto Stadelman, 64, 


Co-Founder, VP of 
NL&B, Is Dead 


Cuicaco, March 18—Otto Robert 
Stadelman, 64, senior vp, board 
member and media director of 
Needham, Louis & Brorby, died 
Saturday in Passavant Hospital 


after a long illness. 

Mr. Stadelman was a founder in| 
the Maurice H. Needham Co.,| 
which preceded Needham, Louis & | 
Brorby, and established space and | 
time buying practices which have 
been widely copied in the adver- 
tising business. 

He worked as an accountant aft- 
er Navy service in World War I, 
and then went with the David C. 
Thomas Co. agency. 

In 1925 he joined with Mel Bror- 
by and Mr. Needham to found the 
Needham Co. His early duties in- 
cluded media selection, office man- 
ager and supervision of accounting. 

In 1929, when the agency was 
reorganized as Needham, Louis & 
Brorby, Mr. Stadelman was elect- 
ed secretary-treasurer, and later 
a vp and director. 

He was a member of the Four A’s | 
newspaper committee, Chicago 
Federated Advertising Club, Ad- 
vertising Post 170 of the American 
Legion, Illinois Chamber of Com- 
merce and ihe Newspaper Editorial 
Assn. 

The agency has not announced 
who will succeed Mr. Stadelman as 
media director. 


CHARLES M. HARRISON 
BALTIMORE, March 18—Charles 
Marion Harrison, 73, vp and treas- 
urer of the Joseph Katz Co., died 
March 3 after a brief illness. Mr. 
Harrison had been with the Katz 
agency for 28 years. Born in Am- 
herst Courthouse, Va., he worked 
for Polan Katz, umbrella manu- 
facturer, prior to joining the Jo- 
seph Katz Co. He also was very ac- 
tive in Masonic and Shriner work. 


WILFRED H. BREHAUT 

Boston, March 18—Wilfred H. 
Brehaut, 63, retired vp of Chandler 
& Co., died in a Portland, Me., hos- 
pital March 11. He retired three 
years ago as vp in charge of sales 
promotion and advertising for the 
Boston Store, with which he had 
been associated for more than 35 
years. 


ATTENDANCE at NPBE a MUST 
Seys, Waiter N. Thune 
Marketing Promotion Manager 
CUNNINGHAM & WALSH, INC., NEW YORK 


“With the increasing involvement of adver- 
tising agencies in working closely with their 
clients in the development of completely in- 
tegrated marketing plans for products and 
tend at the Nati 1 Premium 
Exposition is a must. The show offers 
new items and services, case histories, an 
epportunity to exchange information, person- 
al contact with brand name companies. These 
benefits al) assist the advertizing man in eval- 
@ating the various types of premium promo- 
tions, and the proper time to use them. The 
tmelusion of the right premium promotion to 
accomplish a specific objective of the over-all 
marketing plan can very often be the moti- 
vating force behind the success of the whole 
pa.” 
A must for all who use or are considering 
premiums 


Sales Anniversary 


National Premium 
Buyers Exposition 
. + « the hub of the premium industry 


CHICAGO «+ NAVY PIER 
April 14-15-16-17, 1958 
- 


This exelusive trade show, not open te the 
public, is for executives, merchandisers, buyers 
whe ereste, plan, purchase premium promo- 
tems. For ad dmitt credentials 
write en your letterhead to 


A. B. Coffman Associates 
28 E. Jackson Bivd., Chicage 4, ili, 


NPRE is held under the auspices of the 
CS a eee & Sain, 


MARTIN M. PARIS 

PHILADELPHIA, March 18—Martin 
M. Paris, 50, an advertising sales- 
man for the Inquirer since 1945, 
died March 16. Mr. Paris handled 
a number of large specialty shop 
and chain-store accounts here and 
in New York. Previously, he was 
with the old Philadelphia Record 
and the Evening Ledger. 


Kastor Adds Acorn Paint 
H. W. Kastor & Sons Advertis- 


ing Co., Chicago, has been appoint- | 


ed to handle advertising for the 
flooring and structural mainte- 
nance division of Acorn Paint & 
Chemical Co., Cleveland. The ac- 
count is expected to bill “in six fig- 
ures,” the agency said. There is no 
previous agency. 


Franz Names Goodman VP 
Alex T. Franz Inc., Chicago, has 
appointed Herschell Goodman a vp 


,and member of the board of direc- 


tors. Mr. Goodman joined Franz 
last year as creative director. 


Alcoa to Invest $1,000,000 
in ‘58 Residential Ad Push 

Aluminum Co. of America will 
invest about $1,000,000 for its 1958 
residential advertising program 
based on the slogan, “You can live 
with aluminum.” 

Alcoa will run 12 half-page color 
ads in American Home, a spot ra- 
dio campaign in 60 markets, 11 
commercials on “Alcoa Theater” 
(NBC-TV) and 43 ads in seven 
trade magazines. Fuller & Smith & 
Ross, Pittsburgh, is the agency. 


Advertising Age, March 24, 1958 


Boles Adds Sacramento Office 
Edmond D. Boles & Associates, 
Fresno advertising and public re- 
lations company, has opened a new 
office in Sacramento, which will 
be under the direction of Howard 
Evanson, formerly with McClatchy 
Broadcasting Co., Sacramento. 


Henri, Hurst Elects Sweeney 

James Pat Sweeney, an account 
executive of Henri, Hurst & Mc- 
Donald, Chicago, has been named a 
vp of the agency. 


——— 


IS THE ONE SHE | 


—and every month, more women are picking up the new Woman’s Day, the magazine that fits their new way 
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Toro Sets $500,000 Drive 
for Power Mowers 

Toro Mfg. Co., Minneapolis, 
power mower manufacturer, will 
spend $500,000 in advertising and 
sales promotion in 1958, a 25% in- 
crease over '57, and a tenfold in- 
crease over its 1948 budget. Con- 
sumer ads, directed to the man of 
the family, will run in Farm Jour- 
nal, Life, The Saturday Evening 
Post, Sports Illustrated, Sunset 
Magazine, and three Canadian 
publications—Canadian Homes & 


Gardens, La Patrie and Maclean’s 
Magazine. The campaign, which 
gets under way in the March issue 
of Sunset and an April issue of 
| Life, will be heaviest during May. 

| A campaign will also run in 
American Cemetery, American Mo- 
\tel, Better Roads, Fortune, Golf 
Course Reporter, Golfdom, Park 
Maintenance, Parks & Recreation, 
School Equipment News and School 
Executive. Batten, Barton, Dur- 
stine & Osborn, Minneapolis, is the 
‘agency. 


KTLA Postpones Use of 
Subliminal Communication 
Because of adverse public reac- 
tion, KKTLA, Hollywood, has 
shelved its plans for use of sublim- 
inal communication, on an experi- 
mental basis, according to Lew 
Arnold, vp and general manager. 


It is the opinion of both KTLA 
and Precon Process & Equipment 
Corp., New Orleans, that this proc- 
‘ess must be fully explained to the 
|public because of substantial mis- 


|Corp., has been appointed vp in 


| charge of marketing of Dictograph 


ler of hearing aids and communi- 


information about the process, Mr. | cation systems. 


Arnold said. Both companies be- 
‘lieve the process will eventually 
be used. 


Brown Joins Dictograph 

William N. Brown, formerly vp 
and general manager of the hear- 
ing aid division of Zenith Radio 


Products, New York, manufactur- 


PICKS UP HERSELF! 


i 


©1956. WOMAN'S DAY, INC. 


of living. (In the April issue, you'll find guides for both gardener and gourmet.) Woman’s Day, the AP) magazine 


INVERTED—With its new giant cap, 

Krim Ko Corp., Chicago, reversed 

the package design for its fudge 

sauce so that the tube can be stood 
on end. 


Marketing Shift 
from Line to Staff 
‘Execs Told in Book 


| New York, March 18—“The new 
| patterns of marketing management 
have brought forth the concept 
that marketing should be directed 
by a staff executive—or group of 
executives—who are maturely 
competent to view the business as 
|a whole, rather than run by a line 
executive whose responsibility is 
|automatically restricted to a mere 
| departmental view of certain func- 
| tions.” 

Thus does Harry Simmons view 
|the needs of management in the 
age of the “total marketing con- 
cepts” in his book, “New Tech- 
niques in Marketing Manage- 
‘ment” (March, 1958, Prentice- 
Hall, New York, $7.50). 

The job of the modern sales ex- 
ecutive has been entirely trans- 
formed, Mr. Simmons writes. “It 
is a job that is now governed, not 
jalone by the subjective forces of 
|his organization, but also by the 
| objective forces of various research 
| groups, consumer groups, legisla- 
tive groups, pressure groups, and 
so forth 
| “All these forces and responsi- 
| bilities are responsible for today’s 
|complete marketing concept. To- 
day, the high man on the totem 
pole of marketing, merchandising 
,and distribution is the vp in charge 
| of marketing.” 


# Mr. Simmons, sales consultant 
/and author of 24 books on sales 
and marketing, draws extensively 
on the writings of top marketing 
and executive personnel to illus- 
trate and elaborate on his topics. 
|His explanations of the new mar- 
| keting setup include an organiza- 
|tional chart for the revamped ex- 
/ecutive lineup. 

Subjects covered in the book in- 
clude: new importance of the mar- 
keting manager; the sales manager; 

oo sales management function 
charts; marketing research; sales 
forecasting; automation; public re- 
lations for sales executives; the 
packaging revolution; advertising 
as a major marketing force; sales 
promotion; direct mail; selling 
through television; closed-circuit 
tv; selling by radio; and sales meet- 
ings. # 


Spring Bed Names Tombras 

Southern Spring Bed Co., Atlan- 
|ta, has appointed Charles Tombras 
& Associates, Knoxville, to handle 
|advertising of its Southern Cross 
Springwall mattresses. Campbell- 
Mithun, Minneapolis, previously 
handled the account. Bearden- 
| Thompson-Frankel & Eastman, 
Scott, Atlanta, handles other 
| Southern Cross merchandise in the 
Southeast. 


Bloomgarden Joins Fertig 

Lee Oscar Bloomgarden, former- 
ly a creative director of Ruthrauff 
|& Ryan, has joined Lawrence Fer- 


tig & Co., New York, as creative 
director. 


Te 
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anniversary year. 


voc Att No IMproveMent Eta 


*new in format, new in readership and even greater influence now in 60th 


Sloane Joins Reuter & Bragdon 

Joseph T. Sloane, formerly 
Gotham-Vladimer Advertising vp 
on the General Dynamics, Electro 
Dynamics, Electric Boat, Vulcan 
Rubber and other accounts, has 
joined Reuter & Bragdon as vp in 
charge of the public relations com- 
pany’s New York operation. 


-MGM.-TV Appoints Rabinovitz 

Jason Rabinovitz, former assist- 
ant treasurer of Loew’s Inc., has 
been appointed to the new post 
of general manager of MGM-TV, 
New York, tv film distributor. Mr. 
Rabinovitz’s appointment is an in- 
itial step in current plans for in- 
creased MGM-TV activity. 


Sullivan Joins Allen & Reynolds 

L. R. Sullivan, formerly creative 
director of W. D. Lyon Co., Cedar 
Rapids, Ia., has been appointed cre- 
ative director of Allen & Reynolds, 
Omaha. He will serve as director 
and coordinator for all creative 


planning by the agency. 


Millions of Americans have yet to learn 
how to make full use of financial services 


56 million innocent capitalists 


Millions of Americans have become experts at 
increasing their incomes—but they remain babes 
in the woods at managing their higher incomes. 


Unfortunately, the last habit our 
new capitalists learn is managing 
their higher incomes. 


For instance— 


The use of checking accounts has 
increased impressively in the last 
decade. 

About 80% of upper income spend- 

ing units use this anpertant service. 

But, the figure drops to 37% in the 

lower-middle income group. 

As mass millions surge up the in- 
come scale, they will need to learn 
to raise their standards of checking 
account usage and the variety of 
other services banks offer. 


The new capitalists have a lot to 


learn about the many uses of life 
insurance, too. 


Life insurance coverage would have 
to be expanded by 80% just to equal 
the 1941 level of protection. And, 
while people have a good idea of the 
protective uses of life insurance— 
they are less aware of its uses for 
education, protecting mortgages, 
savings and retirement. 


While stock ownership has increased, 
there are still only 6,100,000 families 
who own stocks. If 1949 standards of 
ownership by income groups prevailed 
in 1957, 1,100,000 more American 
families would be practising capitalists. 


In time, millions of the new capital- 
ists will learn the many living benefits 


of life insurance . . . the variety of 
services banks make available . . . the 
satisfaction of increasing their stand- 
ard of living through greater owner- 
ship in American business. 


But can we afford to wait? 


These new capitalists need to be 
better educated in the management of 
their money. And the nation vitally 
needs their savings, if we are to realize 
the goal of a 50% increase in our econ- 
omy in the next ten years. 


Habit Lag can be shortened in the 
field of personal finances, as it can in 
most fields. If you would like to ex- 
plore the ways that Habit Lag can be 
turned into new opportunities, we 
would be glad to discuss them with you. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N.Y. 


Other U. S. offices in Chicago, Detroit, 
San Francisco, Hollywood, Los Angeles, 
Miamiand Washington, D. C. 


Advertising Age, March 24, 1958 


Popularity of TV 
Westerns Slowing to 
Trot, Pulse Finds 


New York, March 18—Television 


| viewers weary of galloping hooves 


and the smoking six-shooters of 
the current crop of tv westerns can 
take hope from indications that 
their popularity is slacking off. 

Such is the conclusion in a spe- 
cial January study of 1,000 homes 
in the metropolitan New York area 
by Pulse Inc. “The hard core of 
western fans still like them but 
the balance of the viewers who 
enjoy westerns are apparently be- 
coming satiated,” said Dr. Sydney 
Roslow, Pulse president. 


# Although the survey showed that 
9 out of 10 adults watch tv west- 
erns, their enjoyment and desire 
now begin to show signs of abat- 
ing, especially in relation to a sim- 
ilar study done in July, 1957. 

The hard core of western de- 
votees has been reduced; the group 
of viewers wanting fewer westerns 
has increased, and the tv fans who 
thought the number of western 
programs was about right has de- 
creased from 68% to 48%. 

Some hope for western fans is 
provided in the fact that the num- 
ber of viewers who think that 
westerns are more enjoyable has 
increased from 30% to 34%; those 
that think westerns are less enjoy- 
able has increased about the same, 
from 20% to 23%, but the group 
that rates westerns as equal to oth- 
er programs has dipped sharply, 
from 50% to 41%. 


s “Westerns,” continued Dr. Ros- 
low, “are still popular with a size- 
able segment of the television au- 
dience. But these figures may be 
significant and should the same 
attitude prevail through the coun- 
try, then it may be time for the 
program executives to consider the 
advisability of adding more west- 
erns to their rosters.” 

The study also revealed that 
western fans preferred the half- 
hour cowboy program over the 
one-hour western by 44% to 35% 
The remainder expressed no pre- 
ference. “It would seem,” said Dr. 
Roslow “that the producer of the 
60-minute western will have to be 
certain that his program is of ex- 
ceptional quality to justify the ad- 
ditional expense when its potential 
audience prefers the shorter type 
of western.” + 


Simoniz Revamps Body Sheen 

Simoniz Co., Chicago, is running 
color pages in Look, The Saturday 
Evening Post and ten men’s maga- 
zines promoting its newly formu- 
lated and newly packaged Body 
Sheen. The campaign, handled by 
Young & Rubicam, is slated to go 
on throughout the spring, summer 
and early fall. 


OAAA Booklet Released 

The Outdoor Advertising Assn. 
of America has published a book- 
let, “Improvement Trends,” de- 
scribing improvements and prac- 
tices in the industry from 1950 to 
1957. Single copies are available 
from the association, 24 W. Erie St., 
Chicago. 


Herman 
does 
at! 


See page 102 
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A NEW SERVICE! 


Shown here is one example of 
the extra selling power avail- 
able to you because of our 


gravure printing and sharp, 

localized editing. (THIS is 

more fully illustrated in the 

booklet offered below along 

with other localized selling 

techniques.) The use of local ; rr Pow 

prices, terms or down pay- ff | < at balance 
ments is just one phase of \ : i = in small 
STRAIGHT-LINE Adver- ,\* ws ' monthly 
tising. Nothing helps close a . : 

sale like the point-of-sale 

facts that tell a farmer how 

he may buy. We can strip in 

your Pennsylvania prices and 

selling data. No bother about 

plate changes because of our 

gravure printing. Here is 

sharp, new advertising im- 

pact without straining your 

budget! 


‘to know a ete weere geese 


° aonpeey re oe SAL bhai 


aaneett 


Tiece 


Use STRAIGHT-LINE Advertising 
to sell more 


STRAIGHT-LINE Editing gives you the background of who talk regularly with your local state management — 


STRAIGHT-LINE Advertising Service available also in The OHIO FARMER and MICHIGAN FARMER 


‘service readership’’ — Edited by Pennsylvanians 
for Pennsylvania farm conditions and problems. All 
articles are timely and fresh, reach readers twice each 
month with up-to-date farm know-how. Sparks and 
serves the interests of Pennsylvania farmers in more 
efficient farming. 


STRAIGHT-LINE Coverage supplies your direct chan- 
nel to an active market — Through Pennsylvania 
Farmer your advertising gets preferred attention in 9 
out of 10 Pennsylvania farm homes. And, when Penn- 
sylvania farmers are well sold, they can buy! Income 
is big and steady — year ’round. Pennsylvania is a 
top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 


distributors, field agents, branches, plants or local offices. 


A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials. We 
will arrange for an action photo of your product in use in 
Pennsylvania, with brief testimonial if desired. The pic- 
ture can be stripped into your advertisement quickly at 
no extra cost. 


Plus No. 3 — Local Prices or Terms or Down Payments, 
(Described at top of this ad.) 


Plus No. 4— Local Sources of Supply and Information. 
We can insert the names of your Pennsylvania distribu- 
tors, dealers or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. At little or no 
cost, we can insert the name of your Pennsylvania sales 
office for fast selling action. 


Send for this booklet — a full story on ‘“STRAIGHT-LINE Advertising.” 


This new brochure may give you just the right idea for a welcome lift in your advertising 
and sales in rural Pennsylvania. You'll want to have this valuable reference on the real 
advantages of our gravure printing flexibility — which makes possible STRAIGHT-LINE 
Advertising. Here is new penetration with localized advertising, test campaigns, full color. 


All at great savings. Write! 


PENNSYLVANIA FARMER 


Harrisburg, Pennsylvania 
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Mr. Cox supplies a beat as he plays a favorite record. 


Versatile Adman. 


Mark Cox is one of those for- 
tunate chaps who have been able 
to eat their cake and have it too. 

Mr. Cox’s cake is, and always 
has been, sports—most sports in 
general, and football in particular. 
As director of advertising, sales 


promotion and public relations for | 


Wilson & Co., Mr. Cox deals with | 
sports personalities and activities 
as part of his regular duties. But 
he still spends most of his non- 
working hours attempting to satis- 
fy his insatiable appetite for sports. 

Ethel Cox, his wife, has long 
resigned herself to being a “foot- 


ball widow.” During the season, | 


you can find Mr. Cox on Saturdays 
at all Northwestern University 
home games, where he runs the 
public address system in the press 


box for reporters and broadcasters | 


covering the game. 


® On Sundays, the former athlete 
and sports writer travels out to 


- Mark Cox 


Wrigley Field when the Chicago 


Bears are in town and works as a} 


“spotter” for Harold (Red) Grange, 
who broadcasts the Bear games. Up 
until two years ago, he also “spot- 
ted” at all Chicago Cardinals home 
games. 

“I didn’t have a Sunday off for 
eight years during the football sea- 
| son until the Cardinals got a new 
announcer who brought in some 
|other spotters,” Mr. Cox confesses 
with mixed emotions. “Now I play 
golf on Sundays when the Bears 
are out of town.” 

The youthful Mr. Cox (42), who 
describes himself as a “football 
nut,” started spotting in 1946 when 
he joined Wilson Sporting Goods 
Co. (A spotter is a man who tells 
|a broadcaster which players are 
carrying, passing or kicking the 
football or doing the blocking, 
tackling, etc.) 


| 
| 
| 


s In spotting for Grange, Mr. Cox 


Advertising Age, March 24, 1958 


uses a spotting board, which is a 
sort of cribbage board. Slips of 
paper containing the numbers of 
players on the field are slipped 
into holes in the board. The slips 
are arranged so they resemble 
teams on offense and defense. 
When a certain player carries the 
ball or makes a tackle, for exam- 
ple, the spotter points to the slip 
with his number on it and the 
broadcaster relays the information 
to his listeners. 


# At Northwestern, on the other 
hand, it is Mr. Cox’s function to 
tell the newspaper reporters, via 
the public address system, what is 
going on and which players are 
doing what. Probably the hardest 
job, Mr. Cox explains, is to curb 
his desire to see the home team 
win. “Spotting is hard work, and 
you are there to do a job and not to 
lead cheers,” he says. 

Mr. Cox also spots at such fa- 
mous golf tournaments as the Tam 
O’Shanter and the National Open. 
When February rolls around, he 
leaves shivering Chicago behind 


Sylvania Appoints Four 

James R. Steel, since 1951 ad 
manager of the Argus camera divi- | 
sion of Sylvania Electric Products 
Inc., New York, has been named | 
advertising manager of the light- | 
ing products division. Sylvania also | 
has named John S. Williams mer- | 
chandising manager of photolamps | 
in the lighting products division. | 
Mr. Williams, photolamp ad man- | 
ager since 1950, succeeds Henry W. 
Jones, who was named photolamp 


| 


sales manager, national accounts. |" 


Edward L. Slater, formerly adver- 
tising and sales promotion manager | 
of Paillard Inc., succeeds Mr. Wil- 
liams as ad manager of photolamps. | 
‘American Press’ Sold | 
American Press, Stanton, N.J., 
has been sold to its editor, Don | 
Robinson, by the American Press | 
Assn. There will be no immediate | 
change in advertising rates. The 
association’s decision to return to | 
the advertising representative field | 
necessitated the sale, Mr. Robin-| 
son said, because the magazine 
might be used as a “propaganda | 
organ” for APA’s new venture. 


Church to ‘American Poultry’ | 

Allen E. Church, for 16 years) 
with Curtis Publishing Co., Phil- | 
adelphia, has joined the advertis- | 
ing sales staff of American Poul- 
try Journal, Chicago. 


JOHN W. McCULLOCH 


Newly appointed 
Vice-president 
in Charge of Sales, for 


Emp ire Color | 
‘Digi tn 


200 Varick St., New York, N. Y. 
Watkins 4-7866 | 


The Big Surprise 


VA. 


(commonly called the “Norfolk market’’) 


WTAR Radio Corporation 


From Sales Management Survey of Buying Power, May 10, 1957 


Population Estimates (1-1-57), Metropolitan County Areas 


NORFOLK-PORTSMOUTH 


540,400 


HAMPTON-NEWPORT NEWS-WARWICK 184,500 
TIDEWTAR, VA. 724,900* 


*For ANOTHER big — wait till the 1958 figures are released. 


We've seen them... WOW 


Business Offices and Studios: 720 Boush Street, Norfolk 10, Virginia 
Telephone: MAdison 5-6711 * Represented by Edward Petry and Company 
President and General Manager—Campbell Arnoux * Vice-President for 
Sales—Robert M. Lambe * Vice-President for Operations—John Peffer 
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gier, Mr. Cox has turned out 33 
ain including “Otto Graham— 
T Quarterback”; “Bulldog Turner 
—Playing the Line”; “Lou Boud- 
reau—Good Infield Play”; “Sam 
» | Snead—How to Hit a Golf Ball,” 
jand “Frank Sedgeman—Tennis for 
| the Professional.” 
| Mr. Cox writes his books at home 
or in the homes of his subjects— 
|all well-known athletes who are on 
=| the Wilson payroll as endorsers of 
| the company’s sporting equipment. 
|Publishers have included Prentice- 
Hall, Ziff-Davis and A. C. Barnes. 
The average book takes Mr. Cox 
about a month to write. “Any book 
will be good if you get good in- 
and tours Florida, where many Of | formation for it,” he says. “How- 
the major league baseball teams | ever, you must be careful to let 
train prior to opening regular sea- your subject tell you specifically 
son play. (This is official Wilson how he performs and leave your 
business, since many of the major personal feelings out of the text.” 
league players endorse such items | 
of Wilson sports equipment as|® Despite the fact that his three 
mitts and balls.) 


Adman and recorded music. 


14, and Susie, 12) Mr. Cox has| 


s Another of Mr. Cox’s extra-cur-|been a power in Little League|and was league commissioner for; some years ago, Mr. Cox employed | 


children are girls (Jeane, 18; Joane, Mark Cox and Jim Butz, also of Wi 


lson, spot for Red Grange. At right, with books he wrote or co-authored. 


Fe 


In addition to these pursuits, Mr. 


ricular activities is writing books baseball in Park Ridge for years.|two years. When interest in the his promotional talents in obtain-|Cox plays golf (shooting in the low 
on sports figures. A prolific writ-|He coached a team for four years, Park Ridge Pony league sagged ing new sponsors and equipment. | 80s); plays the drums (a friend 


in Market Size 


Here are the facts: 


For years people have been using statistical references showing 
Norfolk-Portsmouth and Hampton-Newport News-Warwick as 
separate metropolitan county areas . . . because the 1950 Census 
separated them, and others followed suit. 


Sales Management, however, states that for certain mar- 
keting purposes such as radio and television they should be 
considered one. 


Local folk know they really are one. They share Hampton 
Roads, one of the world’s great natural harbors, as a common 
bond. And they are joined by two busy causeways. 


Before 1950 the Census considered them one. Since then 
they are more united than ever because: 


1. The combined metropolitan area population has in- 
creased at 214 times the national rate since 1950. 


2. A new link between the two, the Hampton Roads Tunnel 
has nearly doubled the traffic carried by the ferry routes it 
replaced. 


FOR UP-TO-DATE, REALISTIC FIGURES ON 
POPULATION, SALES, INCOME, ETC., ALWAYS 
COMBINE NORFOLK - PORTSMOUTH and 
HAMPTON - NEWPORT NEWS - WARWICK. 


Virginians encompass this great and growing metropolitan 
area in the name Tidewater, Va. TIDEWTAR is a better way 


to spell it...and the best way to sell it! For WTAR delivers, 


dominates the whole area, in Radio and in Television! 


a 
i 


SeeCeeeeeeeeeeeeeeeeeeeeeeeee 


Ist in RADIO 


WTAR, the first radio station 
in Virginia, dominates in 
the state’s largest market. 


CBS NETWORK 


PESTS SSSESEESSTESEEEEESEEEEBR EOE 


Ist in TELEVISION 


WTAR, first TV station in the 
market, maintains audience 
leadership by wide margin. 
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Ist in INFLUENCE 


Continued leadership in rat- 
ings is only one aspect of 
WTAR’s value to advertisers. 
WTAR’s excellent coverage, 
facilities and management, 
plus greater experience, com- 
bine to give you more sales in- 
fluence per advertising dollar. 


weneeeeer 


gave him a set one Christmas), and 
maintains a huge jazz record col- 
jlection (mostly Dixieland; Louis 
| Armstrong is his favorite music- 
jian).# 


Everett-McKinney Adds Two 
WSKY, Ashville, N.C., and 
| WDDT, Greenville, Miss., have ap- 
|pointed Everett-McKinney, New 
| York, as their national sales rep- 
resentative. WSKY’s former repre- 
| sentative was John E. Pearson Co. 
Hil F. Best Co. represented WDDT. 
| 
ed P Adds Curley 


Hugh P. Curley has joined the 
Raymond Advertising Agency, 
Newark, N.J., as industrial ac- 
count supervisor. He formerly was 
|account executive at Conti Adver- 
tising Agency, Ridgewood, N.J. 


Coppinger Joins RAB 

Robert V. Coppinger, formerly 
/an account executive with General 
| Outdoor Advertising Co., has 
joined the national sales staff of 
the Radio Advertising Bureau, New 
York. 


| 
| 


executives 


can you use 


$1500 - $2500 
or $5000? 


| Aonged Y hing 


Your own signature is all that is required. 
No collateral...no endorsements...no red 
| tape. Our simplified form means fewer 
questions...privacy is assured at all times. 
Payments may be spread over 2 years. 
BORROW THIS MONTH— 
NO PAYMENTS TILL JUNE 
Call Mr. C. C.. Lyons, Vice Pres, 
MUrray Hill 2-5000 


COMPLETE BANKING 
SERVICES 
for BUSINESS and 
the INDIVIDUAL 


INDUSTRIAL 
BANK or COMMERCE 
Main Office: 56 East 42nd Street 
Other offices throughout the city 
Member Federal Deposit Insurance Corporction 


Available to residents of WN. Y. Metropoliten erea 
laciuding Conn. and W. J. 


Bim te i 
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C.I.T. Uses Biggest ‘Monitor’ Saturation, | 
‘Digest’ Ad to Spearhead Car Credit Push 


(Continued from Page 2) 


the country. In Chicago, the C.I.T.|facturers, who sent telegrams of 
branch used a tv studio for the/| congratulations to C.I.T. to be read 
broadcast; in Pittsburgh, a hall was | at the closed circuit broadcast. 

rented. All of the stars which C.I.T. “We sent out ‘Monitor’ kits,” Mr. 


tor. We bought 69 commercials 
on each of four weekends, span- 
ning the traditional spring upsurge | 
in car buying (March, April, May | 
and June). These are 39 five-min- 


actual buy. But equally important/is sponsoring on its radio show Geer said, “consisting of folders, 
is the extra merchandising mileage |recorded a vignette in connection|complete booklet describing the 
we have obtained in vonnection|with the C.1.T. program specially |program, streamers, local tie-in 


with this program. | written and produced for the closed | copy for dealers, local station pro- 
|circuit broadcast. motion material, station lists and 
= “On the radio phase, for exam-| “NBC also sent out ‘Monitor’|map, lapel buttons, and a five- 


ute segments, with such stars aS|ple, NBC worked with us in de- 


dashboard trays as teasers to 750|minute 45rpm record featuring a 
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ning an ad in the same issue of 
Automotive News in which we 
published our three-page ad, tell- 
ing about the ‘Monitor’ phase of 
the program and urging dealers to 
tie in . . . They decided to make 
this a two-color ad, and it turned 
out so well, they are also using it 
in NADA, publication of the Na- 
tional Automobile Dealers Assn. 


George Gobel, Ed Gardner, Fibber | veloping a complete merchandising 
McGee & Molly, Bob & Ray, ‘The |program. First was a closed cir- 
Story Behind the Song,’ and the cuit radio sales meeting, 
‘Monitor’ sports roundup. 


company salesmen. 


all across; advance to key automobile manu- 


George Gobel program and a sam-|# “Because this heavy schedule is 
“The program was explained in|ple commercial. 


unprecedented,” Mr. Geer said, 


“NBC also cooperated by run-|“NBC is doing a special research 


“We supplemented this with a 
shower of six-second billboard 
spots, announcing the ‘C.I.T. star- 
studded weekend on NBC.’ Many | 
of these six-second announcements | 
are followed by a ‘Monitor’ bill- 
board on the upcoming shows for 
another 20 seconds or so, giving 
the impression of a 30-second C.L.T. | 
spot. 

“This turned out to be the larg-| 
est, most intensive weekend adver- 
tising campaign in network radio 
history, according to NBC,” Mr. 
Geer said. “We will be on the air | 
on an average of once every 15) 
minutes around the clock on ‘Mon- 
itor’ during these weekends. NBC 
says [we] will be using more 
announcements, more commercial | 
time and spending more money per | 
weekend than any advertiser has | 
ever spent on ‘Monitor.’ In short, | 
it was a record-breaking buy. 


s “In addition, we offered dealers | 
an opportunity to tie in locally 
immediately adjacent to many of 
C.L.T.’s network commercials. To 
our knowledge, this was the first 
time automobile dealers were giv- 
en the opportunity to tie in direct- 
ly in this way. Surprisingly, no| 
car manufacturer has used this| 
technique, so far as we have been | 
able to learn. 

“Phase 2,” Mr. Geer said, “is a| 
three-page spectacular-in-print in| 
the April issue of Reader’s Digest. 
This ad, in editorial style, tells a 
typical case history, followed by a| 
complete description of the C.I.T.| 
plan. For the first of the three | 
pages, we obtained the services of 
a Reader’s Digest artist to do a| 
portrait of a woman involved in 
the story, a typical credit life case 
history. 

“In addition,” Mr. Geer said, “we 
are running a three-page, two-col- 
or ad in Automotive News [March 
17] describing this program to au- | 
tomobile dealers. 

“That is the substance of the 
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CEDAR RAPIDS 


nd 


LARGEST 
MARKET 


IOWA'S 


@ in effective buying income 

@ in total retail sales 

@ in most retail sales catagories 
Beate abtiched ahes doshas ‘ = 
any other lows newspaper. 


Circulation over 
63,000 Daily, 65,000 Sunday 


et “Ehe alee 
Cedar Rupids 


No other business magazine gets so many telegrams, 
letters, purchase orders for reprints. Why? Because 
no other editors report so thoroughly, factually and 
promptly on the three greatest interests of today’s 
business leaders: government problems, national 
issues, business leadership. 

Some of America’s blue-ribbon company names 
can be seen reproduced above. But these are only a 
few of the thousands of requests for reprints handled 
week after week by our Reprint Service Division. 
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CEDAR RAPIDS. IOWA 


FULL ROP COLOR 
Seven Days A Week 


ted Nationally by 
e ALLEN-KLAPP co. 


Results when you advertise in 


More than half a million reprints of editorial articles 


Nation’s Business is not only reaching the owners of 
American business and industry—it is influencing 
them and assisting them by furnishing timely, im- 
portant articles which they put to good use in their 
own businesses. 

This reliable and regular service to business owners 
results in sales for business advertisers. That’s why 
Nation’s Business advertising linage was up 17% in 
1957—and up a whopping 40% the past two years. 
That’s undeniable proof of action in business! 
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study documenting the effective-|copy of the April issue, thumb-in- 
ness of the campaign. This will be dexed to the C.I.T. ad and special- 
a before-and-after study. ly marked on the cover, plus re- 

“But that’s still only part of|prints of the Automotive News 

the story,” Mr. Geer said. “There | three-page ad, as well as reprints 
is also the merchandising on the | of the Digest ad. 
Reader’s Digest ... We sent outa! “C.I.T. printed 800,000 copies 
cover mailing of the Digest, in the|of the Digest ad in cover-folder 
form of a teaser, to all company form, for distribution by dealers to 
personnel, with a brief message. \car buyers. 

“We sent out a Reader’s Digest; “Moreover,” Mr. Geer said, “the 
kit to each of 750 salesmen, con-| Digest agreed to run its own ad in 
sisting of a plastic zippalope, letter the same issue of Automotive News 
folder from the Digest, advance|as our three-page ad. This turned 


out so well it was decided to make | meeting outline to be conducted 
it a spread, rather than a page. | with dealers. Also a special mailing 
“We then made arrangements has been prepared for distribution 
with Automotive News to run our to all C.I.T. stockholders with the 
three-page ad, followed by the next dividend check. 
two-page Digest ad, then a page of | 
editorial matter followed by the|a limited budget, we believe we 
two-color NBC page. In effect, we | got about as much mileage as pos- 


“All in all,” Mr. Geer said, “for 


peak of the new traditional car 
buying season. 

“Spearheading the program for 
the agency,” Mr. Geer said, “were 
Gilbert Morris, vp, and Win Roll, 
account executive. Credit for the 
novel radio buy goes to Gerry Ar- 
thur, vp, media.” + 


dominated four spreads in that|sible, meeting all objectives for 
| particular issue, at a cost to us of impact and excitement and at the 
|three pages. same time, of course, creating a 

sound advertising buy, by reaching 
s “In addition, for the sales force, | an estimated total audience of more 
|we developed a complete sales|than 42,000,000 people, during the 


Gladys Blair Named Chicago 
Adwoman of the Year 

Gladys Blair, accounts supervi- 
sor of publicity and public rela- 
tions of Young & Rubicam, has 
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Nation 


are purchased annually 


OF THE 780,000 SUBSCRIBERS, 550,000 ARE PRES- 
IDENTS, OWNERS, PARTNERS in manufacturing, 
construction, banking, wholesaling, retailing, trans- 
portation. You reach more of these ownership- 
motivated readers through Nation’s Business than 
through the next two business magazines combined, 
and at a lower cost per 1000. 


Ss Business 


been named Chicago’s Advertising 
Woman of the 
Year by the Wo- 
men’s Advertis- 
ing Club of Chi- 
cago. Mrs. Blair, 
who joined Y&R 


~¥ =) TT a TT RN UNO in 1951, also has 
= -<t NEST RI A ‘ been with WBBM 
a : V TELEGRA and WLS, Chi- 
| gations ett. ontnnest® 5 é cago, me et 
. women’s editor o 

no ow _— 
t gs yoo corres «Ss as gver core # 2 AA Prairie Farmer. 
hectare or action” cn Or " rons BUtTAtOO™  aeste ¢ Gladys Blair Currently she has 
Dee serena Bae a wma | a book in. prep- 
| Weer oe come ECE to semp roo cortee EAN A gey geet | aration to be dedicated to improv- 

cast 


ing the standards of publicity, pro- 
motion and advertising writing. 
Mrs. Blair is a past president of 
the Women’s Advertising Club and 
a former vp of the Chicago Federa- 
ted Advertising Club. She also was 
named one of America’s top 10 
women in radio and tv by the Assn. 
of Women in Radio & Television. 


Hollingbery Names Bronzo; 
Spencer Heads N. Y. Operation 

Alex Bronzo, formerly with 
American Research Bureau and 
Standard Brands, has joined 
George P. Hollingbery Co., New 
York, radio-tv station representa- 
tive, as assistant research and sales 
promotion manager. He will take 
over the duties formerly handled 
by Thomas E. Wood, who has 
transferred to the Hollingbery tv 
sales staff. 

Hollingbery’s New York opera- 
tions are under the direction of 
|F. Edward Spencer Jr., who was 
misidentified in ApverTIstInc AcE 
March 17. Mr. Spencer, who made 
the announcement of Mr. Bronzo’s 
j}appointment, actually is vice- 
|chairman and executive in charge 
of the New York operations of the 
| company. 
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Give Your Prospects This 


New HANDI-KUTTER" 


... edited for 
ownership-motivated 
businessmen 


780,000 PAID CIRCULATION, 
including 700,000 ownership-moti- 
vated business executives who have 
personal subscriptions and 80,000 
business-members of the National 
Chamber of Commerce. 


A Razor-Blade Knife 
Click! 
Safe for Pocket or Purse! 


Wonderful—.. opening cartons, 


and all kinds of trimming or clipping 
jobs around the office, shop, or home. 
‘ay Low Priced! FREE SAMPLE 
and quantity price list upon request 


KENWORTH MANUFACTURING C9. 
12315 W. Lisbon Ave. @ Milwaukee 10, Wis. 
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. Spot, Film Sponsorship Costs in 20 Markets 
a a ae ONE OF THE a ae Source: Television Programs of America 
Gross time cost of 

af FIRST ] 00 MAR KETS Gross cost nine 20-second Excess of 
time & talent spots providing spot cost over 
5 ° Va hour program equal comm’! total program 
with 6 Yo population on the Illinois side Market 10:30-11 p.m. time 10:30-11 p.m. & time cost 
SIN stcidhciekionnatiiegneceasunilictios $ 805.00 $1,017.00 26.3% 
IED “ntecqncshiuiiiiidiignensapaaiiees 1,170.00 1,575.00 34.6% 
SEE sciesioniscaniessiparuhantcenapaasiets 2,195.00 3,060.00 39.4% 
SII Si i ss daciniemenssinnannnadials 1,150.00 1,575.00 37.0% 
RIE Siccnchpistinncseticadsionsense 2,473.50 2,835.00 16.3% 
III a sciscinatateatesionsictain 131.00 202.50 54.6% 
IG: TU nidicnicectbencecvensiassees 221.50 303.75 37.1% 
DI, TI hchesstrcniistitentrcinccenon 7,636.80 8,100.00 06.0% 
Ee 2,188.00 4,050.00 85.1% 
I 1,044.00 1,620.00 55.0% 
IG Sy Me © eesaresesso. ne 417.75 708.75 69.5% 
‘ I TIN, | ciccicsincsnnseciane 230.25 351.00 52.4% 
] 4 Green Bay, Wi8. .....c00000. 312.00 378.00 21.1% 
Two Evening Newspapers that Ts didivetdliciabsenesne 214.75 263.25 22.6% 
Cover 3 of the 4 Quad-Cities Richmond, VO. secsssssssesese 645.50 918.00 42.2% 
. : : on PPT DO. ccccesssccssisniesss 642.00 756.00 17.8% 
without Duplication BME | Son Diego... 443.00 607.50 37.1% 
ROP Color Available : Daily! Pedteiciabaibabantiiadin 556.50 688.50 23.7% 
bs F Sates A ee 106.30 163.80 54.0% 
sehinilsittiasdibdaisipeidiornnssssiee 208.50 371.25 78.1% 
diinetsslinnnsievenenianaial 40.5% 
| Spot Cost Averages 

So 7 

40% More than Film, 
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€§... BALTIMORE HAS CHANGED! 


The Baltimore Circumferential Beltway (to be finished in 1958)—Completely 
surrounding the city—means that any part of Baltimore is just minutes away 
from any other part. 


The $135,000,000 Patapsco River Tunnel (just opened) is another major step in 
the program —carrying traffic from North and East to the South. 


The Jones Falls Expressway (under construction)—running from _ the 
Beltway to the North directly down through the heart of the city—is a most 
important traffic factor. 


There are 26 neighborhood shopping centers located on or near the Beltway. 


The News-Post covers over half the families in the areas around these shopping 
centers—just as it covers more families than any other Baltimore daily 
newspaper. The News-Post is your most economical, most effective medium 
for producing sales in the new Baltimore. 


You ane in good company with the 
News-Post and Sunday American 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. OFFICES IN 15 PRINCIPAL CITIES 


TPA Survey Indicates 


| New York, March 19—Figured 
/on a _ cost-per-commercial-second 
basis, spots are a good deal more 
costly for advertisers than an 
equivalent amount of commercial 
time on half-hour film programs, 
Michael M. Sillerman, exec vp of 
Television Programs of America, 
reports. 

Mr. Sillerman bases his state- 
ment on a 20-city cost analysis 
study made by TPA, which is in 
the business of distributing half- 
|hour film shows. 

The cost variance ranges from 
\6% more in New York to 85% 
‘more in Philadelphia, TPA points 
out. The average in all markets was 
40% more. 

TPA’s comparisons detailed be- 
low were made on this basis: 
| “A half-hour program gives the 
|sponsor at least three minutes (180 
seconds) of commercial time. The 
cost of the half-hour program was 
figured in all instances on the cost 
for 10:30 p.m., regarded by some 
'stations as Class A time, others as 
Class B time and by still others as 
‘Class AA or C time. Program cost 
|was TPA’s rate card for ‘New Ad- 
ventures of Charlie Chan.’ 


. “The cost of spot announcement 
time was obtained by taking the 
| cost of nine 20-second spots a week 
|—totaling 180 seconds of commer- 
‘cial time, the same as in a half- 
/hour film. In both cases, the half- 
| hour time and the spot costs—all 
applicable discounts were allowed.” 


Di Donato to Sound Masters 

Jose di Donato, former executive 
film producer at Compton Adver- 
tising, has been appointed manager 
of tv client service for Sound Mas- 
ters, New York, tv film producer 
and distributor. 


Chicago PR Directory Issued 
The Publicity Club of Chicago 
has issued its 1958 directory listing 
its current members’ addresses, 
plus phones and addresses and 
chief Chicago contacts for major 
national and local media. 


a Lambert 
does 
at! 


See page 102 
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seventeen Magazine reaches 3 out of 


(© every 4 teen-age girls in the United States within 


\ just three issues! 


SEV enteen Magazine gives advertisers true 


Quality Circulation —1,048,262 ABC, Dec. 1957—73% 
newsstand sales and no reduced rate subscriptions! 


SEV Cll le Cll Magazine completely dominates 


the market of 8,500,000 Young Women Under 20, who 


spend over $4 billion of their own money every year! 


SOVOMOM cc... SMPAICO 


i SEVENTEEN and girls understand each other fully...admire each 


other deeply. They think the same thoughts, feel the same 


emotions, speak the same language. That’s SIMPATICO! 


And that’s why SEVENTEEN’s readers are so strongly 
motivated by what they see in its pages. No wonder 
advertisers place more linage in SEVENTEEN than 


in any other women’s monthly magazine! 


SCC SHEESH EES 
. 


Where ABC’s are a plus factor... 


SEVENTEEN-AT-SCHOOL 


Your educational materials are made avail- 
able to 19,500 Home Economics teachers in 
SEVENTEEN-at-School—the sister publication 
of SEVENTEEN. The only magazine of its kind, 
SEVENTEEN -at-School adapts S.c°VENTEEN’s edi- 
torial content into lesson plan form...carries 
your advertising—via SEVENTEEN—into the 
classrooms of 75% of the nation’s Home Eco- 
nomics teachers. 


it’s easier to START a habii than to STOP one! 


SEVENTEEN MAGAZINE. 488 Madison Avenue, New York 22+ PLaza 9-8100 
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er Duffy Drives Snakes 

teal ‘a From Madison Ave. 

THE WORD'S © —in Brower Eulogy 
GETTING OUT... = (Continued from Page 2) 


man?” asked Mr. Brower of the 
| host of Duffy admirers gathered 
advantages of the lowest at the Waldorf-Astoria. “I think 
operating costs in Chicago! é it is four simple things: brains, 
Thanks to equipment and © |luck, energy—and the love and 
procedures developed at B understanding of people. And by 


Century offers you the 


; Century, the finest possible Fa far the greatest of these is the 
: service is yours at the lowest . 

: possible price. Add to this ‘ love and understanding of people. 

‘ the fact that Century offers 

Chicago’s most modern, best s “We will concede that Ben has 

a oF = brains—in fact, he outreaches pure 

tn beat Gh oaee ae ot Ty y mentality and seems to get solid 

supervised with exactness and | |gold hunches from away out be- 

care unmatched anywhere! .\ _ | yond. His luck has been proverb- 

» \ial. And his energy has been al- 

CENTURY most too much for him at times. 

ELECTROTYPE ,; 4 “But at liking and understanding 

COMPANY f ' |people, he is the unchallenged 


s champion of all the world. Some 
|people have a small group of 
| friends. Others branch out into 
la wider circle of acquaintance. 


160 East IMinois Street, Chicago 11, Ilinois 
DElaware 7-154] 
bs ° ee" wy ps % : ; OR Pea SS) 


Even with a mask, WHAS-TV’s Channel 11 figure is 
known by more individuals than any other man, woman, child. . . 
creature or character in the Louisville market. 


He’s a standout .. . synonymous with WHAS-TV’s outstanding 
community service programs such as “Operation Cancer”, 

the first live public telecast of a major operation; “WHAS Crusade 
for Children”, which tested the hearing of 95,000 school 
children; “What’s Your Question?”, which allows viewers to 

ask direct questions of newsmakers every week. 


The Channel 11 figure should remind you that for selling 

results, your advertising deserves individual attention . . . and the 
ADDED IMPACT OF PROGRAMMING OF CHARACTER. 
In Louisville, WHAS-TV programming PAYS OFF! 


FOREMOST in Service— 
BEST in Entertainment! 


VICTOR A. SHOLIS, Director 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Loulsvilie Times 


Advertising Age, March 24, 1958 


But Ben likes everyone he has 
ever met.” 

Mr. Brower also said that “The 
test of a man is how he acts under 
fire,” and that he had “never 
known Ben to tremble, wilt or re- 
treat. His simple office has never 
been equipped with either a panic 
button or a wailing wall. I trust 
that I do not have to underline the 
fact that if Ben’s courage and 
fight were the common denomina- 
tor for the U. S. today, most of 
our problems would disappear, our 
lives would be more worth living, 
and our future would dazzle us 
with its brightness.” 


= A message from President Eisen- 
hower to Mr. Duffy said: 

“Dear Ben: 

“I am happy to join today with 
your many friends in congratulat- 
ing you upon the honor which has 
been accorded to you in your pro- 
fessional field. Our association 
|goes back over many years and it 
is one that I highly prize. 

“Not only is your own life a 
;success story in the most authen- 
\tic American tradition, but your 
‘dogged personal determination to 
make a comeback from a serious 
| illness has been a thrilling thing for 
all of us who have known you. 

“You have risen to the top of 
your chosen profession and along 
the way have been a good citizen 
sensing and serving causes that 
have helped to make Americans 
‘not only strong but humane, not 
‘only productive but kind. 

“Good luck to you and your 
family in the years ahead.” # 


Philip Morris Will 
Mix Ads, Adventure 
in New Comics Strip 


| 


(Continued from Page 3) 
handy with his dukes when need 
| be.” 

N. W. Ayer & Son, the Philip 
Morris agency, consulted artist 
Milton Caniff after Mr. Saunders 
conceived the character. Mr. Caniff 
recommended Mr. Kotzky, who has 
worked for him on the “Steve Can- 
yon” strip. 

Billings for “Duke Handy,” 
| which is copyrighted by Philip 
| Morris, will be handled on a regu- 
| lar 15% basis with Ayer, Mr. 
| Latham said. 
| The advertising is in several 
forms; actual reproduction of ci- 
garet packages and brand name 
mentions, and conversational tie- 
,ins—for example, after “Duke” 
| is offered a Philip Morris, the fol- 
lowing exchange takes place in 
the strip: 
| Duke: “You carry a good cigar- 
* Mac.” 

Stranger: “Yeah. No filter, no 
foolin’ .. . and a crush-proof box. 
Can’t beat ’em.” 


| ® The announcement said the au- 
| dience, “according to non-partisan, 
independent research compiled by 
Newspapers Comics Council, will 
be an overwhelmingly adult one.” 
The council says 81% of comics 
readers are adults, according to 
the announcement. 

Philip Morris was said to be in- 

vesting more than $1,000,000 in its 
1958 contract with Metro Sunday 
Comics Network. 
Newspapers will be used in pro- 
|moting the strip before its first 
appearance. Buttons, display cards, 
truck posters, newsboy contests 
and supporting publicity and pro- 
motional activities will also be 
jused, # 


Cherry to Memphis Newspaper 

James D. Cherry has been 
named assistant manager, general 
advertising department, Memphis 
Publishing Co., publisher of the 
|Commercial Appeal and Press- 
Scimitar. He formerly was national 
advertising manager of the Press 
and Times-Herald, Newport News, 
Va. 
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How serious for American manufacturers? 


The Foreign Invasion of the U. $. Car Market 


The small car is out of the novelty class. It’s now 
labeled Competition! 


In 1957, the U.S. market accounted for 206,827 
foreign car sales—an increase of over 100% from 
1956. Market penetration increased from 1.65% to 
3.467 in this same period—an increase which would 
elate even a “Big-3” manufacturer. 


What's the answer to this “invasion?” Stripped- 
down, low-cost standard models? American-made 


small cars? “Ready-made” imports marketed by U. S. 
manufacturers? 


The answers don’t come easily. It requires plenty 
of study to determine whether it’s really an invasion 
or just a harmless skirmish. That's why American 
auto manufacturers must give close scrutiny to the 
inroads made by the foreign car. That's why every 
news item, every statistic about the subject can be 
vitally important. 


And that's why every issue of AUTOMOTIVE 
NEWS is read and re-read by top planners and 
decision-makers of the industry. Because when they 
want authoritative facts and figures or just the “gen- 
eral feeling” in the industry on foreign cars or any 


other automotive subject, they know they'll find it 
in AUTOMOTIVE NEWS. 


No wonder it’s “must” reading for key auto execu- 
tives as well as almost every car and truck dealer. 
For 32 years it’s been the weekly Newspaper of the 
Industry, delivering the news while it is news to 
150,000* readers. 


Find out for yourself how AUTOMOTIVE NEWS 
tells your sales story to the men you'd like to talk 
to personally. Discover how AUTOMOTIVE NEWS 
has helped raise the sales sights of other auto prod- 


The most influential publication in the automotive industry. 


— 


Yok KEKE, Mo S6tt 


Stocks Dip but Top Year Ago 


aed 


Nema, 


ucts makers—and can do the same for you. Call your 
AUTOMOTIVE NEWS Representative today. 


*44,000 paid subscribers, 85% of whom annually renew their 
subscriptions at the regular $8 rate. They're offered no pre- 
miums, cut-rates or special inducements. 


NEW YORK: Edward Kruspak, Howard E. Bradley, Ray 
Billingham, Murray Hill 7-6871 
CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 


The Newspaper of the Industry 
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Find Peoria, Illinois and | 
you ve found the nucleus 


Advertising Age, March 24, 1958 


California Plans Beer Fest Sa. pee 
The California brewing industry | _* ata 

will run a Beer Festival the week | con) 

of April 21 to “emphasize the agri- | 1 
cultural aspects of the brewing 
industry and its contribution to the 
economic development of the 
state.” Newspapers and tv stations | 
will run public service announce- 


i \ 
AL UY we ; 


of a 13-county market | ments about the event and depart- 


Pimiteoui says: Mark your map 
with over half a million | ™emt stores will run tie-in displays 
with their leisure goods. 
consumers ... Over 


for the market with a 
$1,128,500,000 in consumer | Burnett Appoints Gorman 


BUYIN ‘ spendable income. The| Leo Burnett Co. has appointed 


100,000-plus circulation of the Peoria Journal Star | L@s#¢ Gorman an art director in 


< its collateral art department. For 
reaches this market for you . . .| the past 13 years Mr. Gorman has 


and blankets Metropolitan Peo- | been president of Gorman, Graves 
Peoria Journal Star 


y 


i 


ria (1st in Illinois, except Chi- | Inc., Chicago art studio. 


cago) with a circulation-to-|»,i20n Moves to Eaton 


homes ratio of 94.2%. Joseph M. Krizan Jr., formerly 


merchandising manager of Davis & 
Geck, has been appointed assistant 
advertising manager of Eaton Lab- 


affiliated with WTVH 


eee 


Norwich Pharmacal Co. 
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Quality in reproduction plus a Sales-producing market makes 
é LONG BEACH, CALIFORNIA 


i i ere 


es ~ among evening newspapers — 
7 © in the United States 
y. : 
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Here is how the top 10 newspapers rank in ROP color advertising: 


Media Records, Year 1957 


First in the Morning Field! 


Newspaper Adv Lines 


Second in the Evening Field! 


mewspaper Adv. Lines 


|. Long Beach INDEPENDENT 1,261,189 1. Milwaukee Journal 1,807,712 
2. Los Angeles Times 1,164,981 2. LONG BEACH PRESS. TELEGRAM 1,254,192 
3. New Orleans Times-Picayune & States 1,045,180 3. Atlanta Journal & Constitution 1,235,450 
4. Salt Lake City Tribune 1,040,737 4. Cincinnati Post 1,084,682 
5. Chicago Tribune 1,029,200 5. Birmingham News 1,034,428 
6. St. Louis Glohe-Democrat 1,023,044 6. Salt Lake City Deseret News Telegram 988,707 
7. Miami Herald 1,000,283 7. St. Louis Post Dispatch 986,414 
8. Atlanta Constitution 990,163 8. San Diego Tribune 936,117 
9. Cincinnati Inquirer 923,499 9. Columbus Dispatch 908,299 
10. Nashville Tennessean 876,245 10. Seattle Times 908,287 


Our current list of happy rop color advertisers is a long one. If you are not already on it, we would like to add your name soon. 


MORNING EVENING 
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LONG BEACH, CALIFORNIA - REPRESENTED NATIONALLY BY RIDDER-JONNS, INC. 


SUNDAY 


Ward-Griffith Co., National Reps. oratories, ethical drug division of 


CHIC—A red-gloved hand serves as 
, backdrop for the new Lady Sheaf- 
\fer in this introductory ad, sched- 
uled for fashion and general mag- 
azines and newspapers. 


Sheaffer High Style 
Ads Promote Pen as 


‘Fashion Accessory 


New York, March 20—A line of 
fountain pens designed and sold as 
| women’s fashion accessories was 
unveiled here today by W. A. 
| Sheaffer Pen Co., Fort Madison, Ia. 
Called the Lady Sheaffer, the 
peo line will receive what is re- 
ported to be “the first high fashion 
advertising campaign ever used to 
promote fountain pens” and will 
be backed by “one of the most 
|heavily concentrated product in- 
\troduction programs in Sheaffer 
history,” beginning April 24. 
Use of a high fashion concept to 
|promote the Lady Sheaffer is ex- 
pected to open new avenues for 
pen sales, according to G. P. Karle, 
Sheaffer ad manager. Besides the 
| usual fountain pen outlets, the pen 
maker hopes to get the Lady Sheaf- 
fer placed on cosmetic counters, 
‘costume jewelry counters and in 
fashion accessory departments. 
A cartridge-type pen, the Lady 
Sheaffer is priced from $10 to $110. 
| 
® The introductory schedule in- 
cludes the First Three Markets 
Group, Parade, This Week Mag- 
jazine, independent Sunday news- 
| paper supplements and a magazine 
schedule in both fashion and gen- 
|eral magazines including Ebony, 
| Life, Mademoiselle, Reader’s Di- 
| gest, The New Yorker and Vogue. 
Dealer tie-ins which will be 
made available include newspaper 
mats, broadcast commercials, mo- 
|vie trailers, direct mail pieces, 
| point of sale and window displays. 
Batten, Barton, Durstine & Os- 
born is the Sheaffer agency. # 


| 


Ziv Sends Three TV Shows 
to Russia in Exchange Pact 

The first American television 
shows to be shown in the Soviet 
Union will be “Sea Hunt,” “Favor- 
ite Story” and “Science Fiction 
Theater,” three Ziv Television 
| properties. After being dubbed in 
| Russian, they will be presented on 
the 37 Soviet tv stations, as part 
of the cultural exchange program 
recently negotiated between the 
U.S. and the U.S.S.R. 

Ziv will, in turn, make available 
Soviet tv programs for American 
stations. This material has not 
been selected yet. Edward J. Stern, 
who heads Ziv’s international op- 
erations, said: “The full signifi- 
cance of the exchange of television 
programs is that it provides an op- 
| portunity to acquaint the Russian 
and American people with each 
other’s ideas and way of life.” 


Clinton Names W. B. Doner 

| Clinton Machine Co., Clinton, 
|Mich., has appointed W. B. Doner 
& Co. to handle its advertising. The 
account will be handled in the 
agency’s Detroit office. Biddle Co., 
Bloomington, Ill., is the former 
agency. 
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BOOSTER—This magazine page pro- 
motes the attractions of the state 
of Washington. 


Washington State 
Sets New Tourist 
Push in 4 Media 


OLYMPIA, WasH., March 18—A 
test campaign using page magazine 
ads with two columns in conven- 
tional layout and an editorial-style 
third column closely resembling 
the publication’s own columns will 
be conducted this spring in tourist 
advertising for Washington State. 

Two publications, Newsweek and 
Sports Illustrated, will be used 
starting in late March. The two-col- 
umn layouts show a tourist attrac- 
tion, and copy emphasizes things 
to see and do between “sea-level 
and ski-level.” The editorial-style 
column gives news-like details. 
Ads have keyed coupons offering 
vacation folders. 

The test will run from late March 
into June and is part of a broader 
campaign which uses 59 daily and 
Sunday newspapers in the Pacific 
Coast and Midwest as the keystone. 
The newspaper ads will appear in 
April, May and June. 


® Magazines opened the state’s 
tourist travel promotion with a 
full-color page in the March Cor- 
onet. This ad carries the heading, 
“Countless Vacation Wonders,” and 
shows five scenes from diverse at- 
tractions in the state. Copy is held 
to a single paragraph. 

Other magazine advertising will 
range in size from single column or 
quarter page to full page b&w. The 
publications to be used between 
March and June are Family Circle 
(California edition), Improvement 
Era, Ladies’ Home Journal, Motor 
Land, National Geographic, Oregon 


| ‘Popular Boating’ Rates Up nus of almost 20,000 over the pub- ‘American Legion’ Adds Office Bakers Name Dundon 


Motorist, Parents’ Magazine, Red-, 


book, The Saturday Evening Post, 
Sunset Magazine, Western Family 
and Westways, pliis nine teacher 
publications in the Midwest. 

Outdoor advertising will be em- 
ployed in June, July and August 
in California, Idaho, Montana, Ne- 
vada and Oregon, primarily with 
directional posters. 

The campaign is conducted by 
the Washington state department 
of commerce & economic develop- 
ment that was created by the 1957 
legislature. The agency is How. J. 
Ryan & Son, Seattle. = 


Schumacher Leaving Graflex; 
Taylor Named Sales, Ad Head 

Howard A. (Hod) Schumacher 
will retire April 1 as sales vp of 
Graflex Inc., Rochester, N.Y., in 
order to devote his time principally 
to other personal business interests. 
He will continue to service Graflex 
as “elder statesman,” advisor and 
consultant to the sales and adver- 


tising departments, and as a mem- pen 


ber of the company’s board of di- 
rectors. 


William A. Taylor, formerly ex-| | 


port manager of Graflex, has been 
promoted to director of sales and 
advertising. 


| 


| 


increase advertising rates 15% ef- for a b&w page will be jumped York, has opened a new midwest- Teaneck, N.J., has appointed Dun- 
fective with the June, 1958, issue $105—to $850. Four-color will be ern advertising sales office at 35 E. don Associates, New York, to han- 
on the basis of “an average paid bo- increased $220—to $1,360. Wacker Dr., Chicago. dle its advertising. 


ee 
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Popular Boating, New York, will lication’s 100,000 rate base.’ Rate American Legion Magazine, New American Bakers Cooperative, 


S- SAN DIEGO: BILLION-DOLLAR MARKET 


Civic construction projects are a concrete expression of San Diego’s dynamic growth. 


In 1957, civic expansion and modernization projects in San Diego County — streets, 
schools, public buildings, and other facilities — totaled more than $210 million . . . 


an increase of 49.3% over 1956. 


Sell this thriving, billion-dollar market through the advertising columns of The San 


Diego Union and Evening Tribune. 83% saturation coverage. 


Che San Diego Union - AVENING TRIBUNE 
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COPLEY NEWSPAPERS § 


| 15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — and Greater 
be» Los Angeles . . . served by the COPLEY Washington Bureau and the COPLEY News Service. 


kp REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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(ADVERTISEMENT) 


So Pe, Bee 


ADVERTISING PAGES ...GAINED OR LOST 


1956-vs.-1957 
i besed on actual pages) 


American Builder 


‘““Let’s 
get 


we lead where 


: ~ you 
——_—ean sell the most.’’ 


When it’s sales you need, use the paper with selling speed! Now, the Cincinnati 
Times-Star has raced ahead of the Post to the number one evening position in vital 
Hamilton County ... the important City Zone 


Chicago Emmy Group Formed 

Chicago tv executives, perform- 
ers, technicians and tv specialists 
in allied fields are forming a Chi- 
cago chapter—the nation’s fourth 
—of the Academy of Television 
Arts & Sciences. Chapter directors 
have not yet been named, but the 
new group already has about 200 
members and expects to have 
about 500. For each 100 members 
the chapter rates one member on 
the national ATAS board. The oth- 
er three ATAS chapters are in Los 
Angeles, New York and Baltimore. 


Suit Hits Lewislor Films 

A suit has been filed in Los An- 
geles superior court seeking diso- 
lution of Lewislor Films Inc., pro- 
ducer of “Loretta Young Show” 
(NBC-TV), a Procter & Gamble 
vehicle. Tom Lewis, who owns the 
company jointly with his wife, 
Loretta Young, and Robert F. She- 
walter, charges that Miss Young 


; cy ’ » : Ms Ry eee. 
«. Rie, aa a pax oem as AS 


CINCINNATI TIMES-STAR 


and Mr. Shewalter have misman- 
aged the operation and have ex- 
cluded him from control of the 
company. Mr. Lewis is vp in charge 
of radio and tv of C. J. LaRoche & 
Co., New York. 


Magee Joins O’Grady-Payne 

Art Magee, former Chicago illus- 
trator who has recently been with 
Frank H. Koste, artists’ representa- 
tive, New York, has returned to 
Chicago to join O’Grady-Payne 
Inc., a commercial art studio. His 
previous work in Chicago was with 
the Whitaker Guernsey studio. 
| 


Ferm to Irwin, Neisler 

Max A. Ferm, formerly coordi- 
nator of Pharmacal division activi- 
ties in the ethical promotion of 
Silicare products for Revlon Inc., 
New York, has been named sales 
promotion manager of Irwin, Neis- 
ler & Co., Decatur, Ill., pharmaceu- 
ticals maker. 


.. and the golden Tri-County 


Metropolitan Area—where strength counts the most! That’s why in Cincinnati, the 


A. B. C. 9/30/57 


newspaper with the greatest number of display ads is the... 


TIMES-STAR 


Get the latest Cincinnati facts. Call Mike Burnes, General Advertising Manager, The Cincinnati Times-Star, 
Cincinnati, Ohio @ O’Mara & Ormsbee, Inc. New York, Chicago, Detroit, Los Angeles, San Francisco, 
McAskill & Herman & Daley, Miami Beach. 
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Philip Hyland, 65, 
Veteran Mactadden 


Ad Executive, Dies 


New York, March 18—Philip D. 
Hyland, 65, vp and national adver- 
tising manager of the Men’s Group 
magazines of Macfadden Publica- 
tions, was found dead yesterday in 
his apartment, apparently as the 
result of a heart attack. 

Born in Chicago, Mr. Hyland 
began his business career as an 
advertising salesman on the old 
Your Home magazine, published 
by Macfadden. He became western 
and national advertising manager; 
when the magazine was suspended, 
he joined The American Weekly. 
Later he returned to Macfadden 
as a salesman on True Story and 
Liberty. At one period he was as- 
sociated with Dell Publications for 
a short time, but again returned 
to Macfadden as an advertising 
salesman. In all, he was associated 
with Macfadden for 30 years, the 
last four as vp and national adver- 
tising manager of the Macfadden 
Men’s Group. 


LESLIE GILL 


New York, March 19—Leslie 
Gill, 49, artist, photographer and 


former advertising agency art di- 
rector, died yesterday at Roosevelt 


P | Hospital, following a heart attack. 


| Born in Valley Falls, R. L, he 
studied painting at the Moses 
Brown School and the Rhode Is- 


a |land School of Design. He came to 


New York in 1930 and joined Bat- 
jten, Barton, Durstine & Osborn 
as an art director. About 1934 he 
left the agency to become art di- 
rector of House Beautiful. In 1935 
he established his own photography 
|studio and became widely known 
|for his soft-focus work in color 
and b&w for fashion and art mag- 
azines. During World War II he 
served with the Office of War In- 
formation in Italy and the Middle 
| East. 


BELDEN MORGAN 


HARTFORD, March 19—Belden 
Morgan, 58, promotion director of 
the Hartford Courant, died last 
|night in Hartford Hospital after a 
brief illness. Mr. Morgan joined 
|\the Courant in 1936 as head of the 
copy department, after having 
been associated with other New 
England newspapers as an adver- 
tising copywriter. He was named 
promotion director in 1949. 

Mr. Morgan was a former pres- 
ident of the Advertising Club of 
Hartford and a former secretary 
of the National Newspaper Pro- 
motion Assn. He was also a mem- 
| ber of the retail trade board of the 
Hartford Chamber of Commerce. 


JAMES E. SAUTER 

New York, March 19—James E. 
| Sauter, 56, former radio production 
|executive and president of the USO 
‘camp shows during World War II, 
died yesterday of a cerebral hem- 
orrhage at Doctors Hospital. 
| In the early 1930s Mr. Sauter 
jsold his seat on the New York 
Stock Exchange, and from 1937 to 
|1951 he was president of Air Fea- 
tures Inc., which at one time cast 
the bulk of daytime radio serials. 
| He was active in New York politics 
|and was a former deputy commis- 
sioner of commerce of the city of 
New York. Since 1953 he had been 
in semi-retirement because of a 
heart ailment. 


(Sears Establishes Chair 
of Retailing at NYU 


The Sears-Roebuck Foundation 
| has established a chair of retailing 
at New York University, according 
|to James C. Worthy, foundation 
president. The foundation will sup- 
|port the chair with an annual gift 
|of $20,000 for an initial period of 
five years with provision to renew 
|the grant for additional years. 
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It takes a lot of careful choosing when it comes to picking 
diamonds—or advertising media. In the sportsmen’s field 
your choice is easy to make. Sports Afield delivers the 
higgest circulation in the field —997,039 — over 60,000 
more than the next closest publication. Proof: the ABC 


Prego jy Bs, 
é “4 


TOP VALUE 


Publisher’s Statement for the last six months of 1957. 
Sports Afield also has the biggest guaranteed circulation 
in the field — 950,000 — at the lowest rate per page per 


thousand. Remember — you're always on solid ground 


when you pick the leader—-Sports Afield. 


SPORTS AFIELD 


where you reach men best for everything they need 
A Hearst Key Magazine * 959 Eighth Avenue * New York 19, N. Y. 
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| Basford Adds Permatex; 
Names Fulton A.E. 


G. M. Basford Co., New York, has 
been named to handle advertising, 
|sales promotion and publicity for 
| Permatex Co., Huntington Station, 
N.Y., maker of automotive and in- 
dustrial chemical products. Don 
Row Associates formerly handled 
' the account. 


Sf 8y More THAN 82,000 LINES 
IN THE ELIZABETH-NEWARK AREA 


New Jersey's Most Concentrated Markets 
RETAIL DAILY GROCERY LINAGE 


ZABETH NA | Clifford Fulton has rejoined Bas- 
EL! DAILY JOURNAL 1,214,000 Ist Nine Months ford as an account executive. Since 
NEWARK NEWS 1,131,000 leaving Basford in 1953, he had 

F ‘ of 1957 been an account executive with 
NEWARK LEDGER 458,000 | Batten, Barton, Durstine & Osborn. 


| 
Peugeot Names NL&B 
Peugeot Inc., New York, maker 
of the French Peugeot car, has 
|named Needham, Louis & Brorby, 
| New York, to handle its advertis- 
| ing. Initial ad efforts, which will 


urinal 


UNION COUNTY 
UE DITION 


Baily Jou 


NEW JERSEY 


Our 4-color Feod Section 
attracts mere lineage and 
sells more products. 


Elizabeth 


= 


GROWING 


WEALTHY, | begin with the car’s debut at New 
“+. Ee DIUM IN : iat 
Make it First MAJOR = COUNTY York’s International Automobile | 

pa NION Weard-Griffith Ce., a Show April 5, will be concentrated 


National Represen 


on Your Schedule Too! 


}on the Peugeot “403,” 
| inder, four-door sedan. 


a four-cyl- 


Lin 4 bought better kitchens! _ 
Within the past three years, 


over $1 0,000 for several years, 
- they: are a choice market for everything! . 
iy And no rtedium matches SF influence 


Advertising Age, March 24, 1958 


EUROPE ~ 


att 4 
Cal he Gun, Gunny Pe 


especialy | yeu cain ian pleasun 
italian king. 
x ee _ 


AT EASE—Complete relaxation in the 

open is the theme of the Italian 

| LAme’s newest poster being distrib- 
uted to travel agencies. 


Liller, Neal & Battle, 
Lindsey & Co. Merge 
Effective April 30 


ATLANTA, March 18—Two major 
southern agencies will merge ef- 
fective April 30. 

Liller, Neal & Battle, with offices 
in Atlanta and New York, and 
Lindsey & Co., Richmond, will be- 
come Liller, Neal, Battle & Lind- 
sey. 

The new agency will have 49 
accounts—30 of which are brought 
into the agency by Liller, Neal and 
19 by Lindsey. The staffs of the 
two agencies will be kept intact. 
Liller, Neal has 50 employes and 
Lindsey 20. 


|@ Among the leading accounts of 
the new agency are Armour Ferti- 
lizer Works; the Bank of Georgia; 
the Bank of Virginia; Barwick 
Mills; Brock Candy Co.; Carling 
Brewing Co. (Southeast); Colonial 
Stores Inc.; Craddock-Terry Shoe 
Corp.; James G. Gill Co.; Hard- 
wick Stove Co.; Ingalls Shipbuild- 
ing Corp.; Kingan Division (South- 
east); Hygrade Food Products 
Corp.; Knox Corp.; H. W. Lay & 
Co.; Life Insurance Co. of Georgia; 
Piedmont Aviation; Seward Lug- 
gage Mfg. Southern Co.; Titmus 


Optical Co. and Trust Co. of 
Georgia. 
Officers of the new agency 


os 
— 


|haven’t been elected yet. 


General Mills Offers 
Spray Flour Dispenser 

A flour dispenser with spraying 
action will be offered to consumers 
by General Mills for 25¢ and the 
certificate which appears in spe- 
cially marked sacks of Gold Medal 
flour. 

The dispenser sprays flour at 
light or heavy volume to make the 
flouring of pastry foods, the 
thickening of gravies and sauces 
and the coating of foods for frying 
| easier, General Mills says. An ad 
|} campaign will support the Flour- 
ette introduction in conjunction 
with a Golden Fry Recipe cam- 
paign sponsored by Gold Medal 

| flour and Mazola oil in newspapers 
“| supplements. 


|Matthews Joins Bozell & Jacobs 

Charles D. Matthews, formerly 
assistant manager, department of 
}manufacture and industrial devel- 
|}opment, Chamber of Commerce of 
| the U.S., has joined Bozell & Ja- 
cobs, New York, to handle public 
relations in the nuclear energy 
|field. He succeeds Ned Trapnell, 
|who has been granted a two-year 
| leave of absence to serve as assist- 
jant to W. Sterling Cole, director of 
|the International Atomic Energy 


| Agency in Vienna. 
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The Best Way to Reach MORE Houstonians... 


THE HOUSTON CHRONICLE 


16,206 


MORE THAN THE POST DAILY 
IN CITY HOME DELIVERED CIRCULATION 


66,699 


MORE THAN THE PRESS DAILY 
IN CITY HOME DELIVERED CIRCULATION 


28,041 


MORE THAN HOUSTON’S 
OTHER SUNDAY NEWSPAPER 


IN TOTAL CITY CIRCULATION 
a eo 


LARGEST CITY HOME ~— 
|} DELIVERED CIRCULATION IN TEXAS... 
((), DAILY AND SUNDAY 


Cf 


Source: Publishers’ 
Statements to the ABC 
for period ending 
Sept. 30, 1957. 


THE HOUSTON CHRONICLE 


JOHN T. JONES, IJR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 
THE BRANHAM COMPANY — National Representatives 
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Towers above 
all advertising 
markets! 


First to spend $1 billion in consumer media (1956), food and grocery advertisers invested 
almost $1% billion in 1957, twice more than any other industry. This year, food advertising 
is soaring even higher — at the same time that automotive, hard goods and fashion ex- 

penditures are expected to dip. Here is your target for bigger profits in 1958! Sell it with 
strength in the one great publication that delivers mile-deep executive penetration in 

95% of the industry's advertising firms. Sell it with results in Food Field Reporter. 


The marketing newspaper for food and grocery manufacturers 
Food Field Reporter 708 Third Avenue + New York, N. Y. 


Grain Elevator, Wichita Falls, Texas 


Nucoa Uses New 
Subliminal Twist: 
T's ‘Contrapuntal’ 


(Continued fram Page 2) 


scious ear will not recognize, but 
|which will reach listeners below 
the conscious threshold,” said Mr. 
Hurlburt. 


|@ The agency music _ director, 
| whose job calls for him to ponder 
|problems of creative applications 
of music in advertising, continued: 

“Once I had arrived at a for- 
mula which I was certain would 
| work, I began to recognize sublim- 
inal persuaders that have acci- 
|dentally occurred in a number of 
commercials in the past. For ex- 
| ample, the original Pepsi-Cola 
| Jingle makes repetitive use of the 
word ‘trickle’ which, though not 


IT TOOK $438,500,000 
TO FEED US LAST YEAR 


That's just one of many important parts of our 
2!/2-billion dollar Mid-South market. 


THE OMMERCIAL 


PPEAL — 


too! 


*SM Survey of Buying Power 
May 10, 1957 Issue 


MEMPHIS RESS 


CIMITAR 


This two and a half billion dollar market—the 
Mid-South market—is effectively covered by just 
two great newspapers. By effective, we mean that 
CAPS* reaches 100% plus of Memphis families 
and 60.5%, of all the families that live in the 62 
buying centers throughout the Tri-State area 
making up this great and growing market. That's 
effective coverage in our book—and in yours, 


Advertising Age, March 24, 1958 


pertinent to the sales message, is 
certainly a reminder of thirst. More 
recently, the Pepsodent song pro- 
duction techniques leave a listener 
with the impression that only a re- 
freshing, pleasant result can come 
from using the product. 

“But the Nucoa commercials are 
the first which deliberately use 
such ideas. 


= “The conscious ear,” he said, 


“hears in the Nucoa spots an un- 
usual treatment of the principle of 
product identification while the 
/hidden persuader is revealed in a 
contrapuntal fashion. This is the 
| diversion technique at work. That 
|is, the conscious ear is engrossed 
| with the obvious, while the sub- 
conscious is aware of the secondary 
musical line. 

“Diversion is not the only tech- 
/ nique that can be employed in this 
type of thing. As a visual projec- 
| tion, secondary persuasion can be 
| achieved by means of intensity and 
imagery. In future production,” he 
|concluded, “I’m planning to use 
|other variances.” 

Any questions? If so, don’t call 
AA; Mr. Hurlburt’s phone number 
in San Francisco is Yukon 2-6040. 


N. Y. STATE SENATE 
OKAYS SUBLIMINAL BAN 

ALBANY, March 18—A bill which 
would bar subliminal advertising 
in New York was passed by the 
state senate without discussion last 
week. The measure now goes to 
the assembly for action. 

The controversial technique of 
flashing commercials on tv or mov- 
ie screens so fast that spectators 
can’t consciously see them already 
had been refused by the three na- 
tional tv networks and the National 
Assn. of Broadcasters. 

The California state senate last 
month voted unanimously to ask 
Congress to prohibit the use of 
subliminal advertising on tv. # 


Searle Buys Gordon Gray; 
Now Special Events Inc. 

| Don Searle, owner of three mid- 
western radio stations, has pur- 
chased Gordon Gray, Los Angeles, 
and will rename it Special Events 
Inc. The Gray company has been 
|active since 1929 in special event 
‘advertising, such as movie and 
|store openings. 

Roger (Jet) Hamilton has been 
named general manager of Special 
Events Inc. The company will have 
offices at 3833 Sepulveda, Culver 
[cy Cal. 


| 


A&C Resigns Waring 

Anderson & Cairns, New York, 
|has resigned as advertising agericy 
for Waring Products Corp., New 
/York, a subsidiary of Dynamics 
\Corp. of America. W. J. Newman 
\Jr., marketing and advertising 
|manager, said that no decision on 
|a new agency will be made for at 
least two weeks. 


Mapel Retires from Assn. 

William Mapel will retire March 
31 as president of the Publishers 
Assn. of New York City, after 16 
years with the association, an or- 
ganization of the city’s major daily 
/newspapers. Before joining the as- 
| sociation, Mr. Mapel was general 
manager of Newsday. 


Zenith Adds Gotham-Vladimir 

| Zenith Radio Corp., Chicago, has 
/appointed Gotham-Vladimir Ad- 
vertising, New York, to handle 
international advertising for its 
hearing aid division. J. G. Sullivan 
|& Co., South Bend, Ind., is the 
| agency of record for Zenith over- 
seas advertising. 


Carroll Joins ‘Life’ 

Derek J. Carroll, formerly ad- 
| vertising director of Everywoman’s 
Magazine, which merges with 
Family Circle as of June, has 
joined the sales staff of Life, New 
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The postmarks are actual reproductions 


our plans 
must include a 


or balanced 


national coverage 


The over 4 million Grit readers are 
concentrated in nonsuburban small 
towns of 2500 and fewer . . . the 
big, important market in which other 
national publications lag. Go Grit for 
small-town dominance! 


eta t at atatatatat a tat 
= " ee 


xy LX NEWSE 


Grit Publishing Co., Williamsport, Pa. ¢ Represented nationally 
by Scolaro, Meeker & Scott in New York, Chicago, Detroit, Phila- 
delphia; and by Doyle & Hawley in Los Angeles and San Francisco 
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THE SEVEN 
$100,000,000 
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50 Leading U. S. Advertisers \ 


This story, accompanied by supporting 
charts and tables, on the 50 leading Amer- 
ican advertisers in the international field 
will be an important, exclusive report pro- 
vided by Advertising Age. AA’s exclusive 
tabulation will be based on direct reports 
from U.S. publications with circulations 
overseas, and will include names, agencies 
and dollar expenditures of leading American 
advertisers for 1957. 
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HOW HE’S GROWN! 


Yes — International Advertising is shooting up right 
while you’re watching it these days — and watching it 
everyone is, since international ad volume by U.S. com- 
panies alone is beginning to nudge the half-billion-dollar- 
a-year mark. What a fabulous and fertile field it’s open- 
ing up for advertisers, agencies, suppliers! 


ADVERTISING AGE has been training editorial eyes on 
the international scene for some time. With correspond- 
ents in more than half a dozen countries, its columns have 
been constantly filled with news of international adver- 
tising developments at home and on-the-spot coverage 
abroad. Ad Age has been publishing International Ad- 
vertising sections and special issues at intervals for two 
years. 


Now, in its issue of May 12, Ad Age takes another con- 
centrated editorial look at what’s what with International 
Advertising. With so much growing so fast, with new 
areas being explored, new projects undertaken, new mar- 
keting methods introduced, new volume appearing week 


Be represented in this important 


issue...fake advantage of its exceptional 


interest by reserving space now! 


by week, the great Ad Age audience of advertisers and 
agency men want the current facts the way Ad Age 
gives them. 


The forthcoming International Advertising Issue will get 
the most careful, the most thorough, the most interested 
reading from every individual who has a stake in over- 
seas advertising, or is eyeing its potentials. The box at 
the left gives a few highlights of the issue’s contents; 
there will be additional news, analyses and comments 
about the whole international scene — material which 
can’t be found elsewhere, and of the very greatest inter- 
est and importance to all concerned. 


If you have space, time, services or materials which are 
used (or which should be used) in international adver- 
tising, you have sales information which top executives 
with important budgets to spend will be looking for in 
this issue. You can bank on it that leading advertisers and 
agencies will be right there—in front of an open copy of 
AA’s International Advertising Issue. 


AD 
CLOSING 
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30 


Leading Werld Advertisers 


The Seven $100,000,000 
Advertising Countries 
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With perhaps 10 or more companies in the 
world now spending more than ten million 
dollars annually in advertising outside the 
United States, Advertising Age in this issue 
will develop data on expenditures of each 
advertiser, where they operate, and which 
agencies they employ. These blue chip inter- 
national advertisers include such companies 
as Nestle, Colgate, Lever, Procter & Gamble, 
Philips, Takeda, Ford and Standard Oil of 
New Jersey. 


f impottiuit people 
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Advertising Age 


There are seven countries — Britain, Ger- 
many, Japan, France, Australia, Sweden and 
Brazil— where total advertising expendi- 
tures exceed $100,000,000 annually. These 
seven countries account for the bulk of ad- 
vertising done outside of the United States. 
In this issue, Advertising Age will cover the 
expenditures in these countries during 1957, 
providing breakdowns by media and adver- 
tiser for each country, plus reports on the 
major advertising developments during 1957. 


200 EAST HLLINOIS STREET * CHICAGO 11, tLEINOIS 
400 LEXINGTON AVENUE * NEW YORK 17, NEW YoRK 
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' SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H§&M engraving always does. 
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Hutchings & Melville, inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Nargus- Post’ Plan 
to Repeat ‘57 Food 


Store ‘Spectacular’ 


Cuicaco, March 18—Spurred on 
by the success of their 1957 Food 
Store Spectacular promotion of in- 
dependent food retail sales, the 
National Assn. of Retail Grocers 


of the U. S. and The Saturday | 


Evening Post are planning a repeat 
this fall built around the theme 
“Fall Festival of Famous Brands.” 

Announcement of the 1958 plans 


were made by Nargus and SEP| 


at the 52nd annual convention of 
the National-American Wholesale 
Grocers Assn., one of several food 
trade organizations that cooperated 
in the Nargus-SEP program. 

SEP will put out a special Food 
Store Spectacular section in its is- 


sue of Sept. 20 highlighting the| 


event and Nargus will put out 
100,000 point of sale kits each con- 
taining upwards of 70 display 
pieces and ad mats. “Festival time” 


Your industrial customers are on a searching spree 


Here’s why: 
When you put your product story in a vehicle that meets 
these information needs... you have a headstart in your 


today. They're looking for better ways to improve 
product performance .. . hunting for new ways to 
make their products more salable, seeking better 
tools and equipment to offset rising production costs. 
“Getting Your Product Seen and Sold, Now’... 
a new booklet just off the press . . . tells exactly how 


to put your products across in today’s selling climate. 


Write today for your free copy of ‘Getting Your New 
Product SEEN and SOLD Now’! ery . QUIPMENT 


new booklet... 


tells you how to get 
NEW ORDERS, NOW! 


campaign for new orders. This new booklet details how and 
why NEW EQUIPMENT DIGEST is the one magazine that 
gets your product seen and sold in today’s economy. 


Result: no other magazine delivers such intensive readership 
;.. produces such fast returns on a low-cost investment. 


A | PENTON | Publication, Penton Bidg., Cleveland 13, Ohio 


&> 


NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 


Advertising Age, March 24, 1958 


will be from Sept. 18 to Sept. 27. 


Among the national advertisers 
already signed up to participate in 
this year’s program, with tie-in ad- 
vertising and promotion, are Ar- 
mour & Co. (Dial soap) , Campbell’s 
(minestrone soup); General Mills 
(Bisquick and Betty Crocker pro- 
ducts); Green Giant (peas and 
corn); Libby, McNeill & Libby; 
National Biscuit Co.; Pepsi-Cola; 
Personal Products Corp.; Quaker 
Oats, and Seven-Up. 

The 1957 Food Store Spectacular 
saw 26 national food advertisers, 
400 wholesalers and more than 87,- 
000 retailers throughout the coun- 
try join in a two-week selling spree 
that racked up “more than $50,- 
000,000” in extra sales volume, ac- 


|ecording to Don White Inc., auditor 


and specialist in food distribution. 
Specific increases in product 


|sales during the period noted by 


White Inc. include Birdseye frozen 
meat pies, 222%; Armour’s Star 
franks and Treet, 133% and 197% 
respectively; Betty Crocker cake 
mix, 357%; Seven-Up, 141%; Miss 


| Wisconsin cheese, 106%, and Ritz 


crackers 449%. White Inc.’s figures 
are based on projections of the aud- 
ited sales of 24 stores. 


® The advertising that went into 
the promotion by the various par- 
ticipating industry segments in- 
cluded 500,000,000 radio and tv 
messages, more than 1,500,000 lines 
of newspaper ads, plus point of 
sale in more than 115,000 stores, 
according to Nargus. 

Summarizing the results of the 
1957 push, Marie Kiefer, secretary- 
manager of Nargus, termed the 
effort “the biggest merchandising 
event in food store history.” 


® The 1958 drive, according to Jay 
S. Riddle, food merchandising 
manager of SEP, “promises to ex- 
ceed the sales achievements and 
industry-wide participation of the 
history-making 1957 event.” 

In a talk at the NAWGA meet- 
ing, J. Sidney Johnson, marketing 
and tirade relations counsel of the 
association, predicted that price 
competition and buyer resistance 
to convenience foods will loom as 
the food wholesalers’ major pro- 
blems in 1958. 

Two good omens for wholesalers, 
he noted, are the increasing num- 
ber of successful low-cost whole- 
salers who are willing to share 
their “know-how” with other 
wholesalers, plus the increased 
value manufacturers are putting on 
the services of wholesalers. 

At the same time, he warned, 
“there are entirely too few modern 
low-cost wholesalers” and, in addi- 
tion, there were ominously fewer 
new supermarket openings among 
independents last year than among 
chain stores. 

For purposes of business plan- 
ning, Mr. Johnson advised the 
| wholesalers that “we may be smart 
to assume the recession will con- 
tinue during the balance of this 
year ... [it] may last well into 
1959.” 

New officers installed at the 
NAWGA meeting are Julian P. 
Ragland, C. B. Ragland Co., Nash- 
ville, president; Robcrt L. Mont- 
gomery Jr., William Montgomery 
Co., Philadelphia, board chairman, 
and Walter F. Whittier, Hannaford 
| Bros. Co., Portland, Me., treasurer. 
Rudolph L. Treuenfels, secretary 
and exec vp, retains his post. + 


Glass-Tite Names Metcalf 

Glass-Tite Industries Inc., John- 
ston, R. I., specialist in glass-to- 
metal insulation, has named George 
T. Metcalf Co., Providence, to han- 
dle its advertising. Metcalf is the 
company’s first agency. 


‘Malloy Joins McCann, Chicago 

John A. Malloy has joined Mc- 
Cann-Erickson, Chicago, as a sen- 
ior writer. He formerly was crea- 
tive vp of Caldwell Advertising, 
Chicago. 
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| A man’s guide to women: No. 19 a 


Jean Kerr explains... 


How to answer your wife’s questions 


Jean Kerr, author of the current best-seller, “Please Don’t Eat the 
Daisies” offers a unique approach toward understanding and an- 
swering a woman’s questions...such as, “Why all this excitement 
over Brigitte Bardot?”... How should a man deal with this leading 
question? 


ANSWER: He should not whistle. 


QUESTION: When a woman asks a simple question like, “Do you 
think this hat is too silly?” —What would a husband 
like to say? 


ANSWER: “Yes, dear, it does look a little silly.” 


QuESTION: What should he say? 
ANSWER: “I think it’s absolutely perfect, honey.” 


QUESTION: What would a husband like to say when his wife asks, 
“What would you like for dinner?” 


ANSWER: “Why don’t you try that marvelous veal curry that 
Emmy makes with the sour cream and cherries?” 


QUESTION: What should he say? 


ANSWER: “Oh, let’s have something easy. We haven’t had canned 
chile con carne in years.” 


Women have a world of their own... 


Question: What should a husband do when his wife remarks, 
“Isn't it ridiculous? That fitter in Saks said that I 
should take off 15 pounds.” 


ANSWER: He should pray for guidance. 


QUESTION: What should hedowhen she remarks,“I hope you can 
see how that child is taking up all your little tricks’’? 


ANSWER: He should continue his reading... 


J ean Kerr goes on to say, “It’s too bad men don’t read Ladies’ Home 
Journal because, while it may not have all the answers, the Journal 
does know what makes women think the way they do.” 


Which explains why each issue of the Journal covers a wide range 
of women’s interests—from great paintings of Monet, Renoir, Van 
Gogh and Picasso to new suits, hats and accessories exclusively 
created by Chanel...pages and pages of homemaking ideas from the 
Journal’s Extra-Dividend House...stories by Margery Sharp, 
Rumer Godden —all featured in the March issue. 


And businessmen are finding the answer to the big question of 
the moment — how to influence women to buy —by advertising to 
women in Ladies’ Home Journal. 


Jedi 
“JOURNAL 
and a magazine of their own... 


A CURTIS PUBLICATION 


THE NO. [} MAGAZINE FOR WOMEN * NO. JJ IN CIRCULATION * NO. FJ IN NEeWssTAND Sales % NO. ff IN ADVERTISING 
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Che Sporting News 


Nationa! Baseball Weekly —St. Louis, Mo. 


280,000 Copies Weekly 
With 98% Male Readership 


Largest Newsstand Sale of Any Sports Weekly 
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} That’s What Advertisers Reach in 


Published Weekly Since 1886—70 Continuous Yeors 
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Magee Sets New Campaign 
Magee Carpet Co., New York, 
will begin a campaign in the April 
issue of Floor Covering Profits 
built around the theme “what's go- 
ing on,” based on national business 
and economic trends. Other page 
b&w advertisements have been 
scheduled for Floor Covering 


National Furniture Review and 
Western Floors. The campaign, 
which will run through the fall, is 
being prepared by Grey Advertis- 


ing Agency, New York. 


Barclay Names Gore Smith 


Barclay Mfg. Co., New York, McVoy, and has moved to 422 


Colle Becomes Colle & McVoy 
Alfred Colle Co., Minneapolis, 
has changed its name to Colle & 


maker of corrugated fiber glass, American Hardware Mutual Bldg. 
plastic tile and wood grain panel- Kirk McVoy has been with the 
ing, has switched advertising from a8ency since 1936. 


S. R. Leon. Co. to Gore Smith 


$150,000 of the company’s $400,000 


Greenland Inc., New York. Some Torobin Opens Agency 
Weekly, Home Furnishings Daily, | 


Sy Torobin, formerly vp and ac- 


budget for this year will be used count executive with Schneider, 
for an introductory campaign in Cardon Ltd., Montreal, has formed 


newspapers, consumer magazines 
and business publications. 


| 


his own agency, Torobin Adver- 


tising, in Montreal. 


————- 


These GIANTS move mountains! 


Use the giant Bucyrus-Erie “River Queen” 
power shovel to scoop up over 80 tons of earth in a 
single bite... but if you want to move products and 
services sold to men, get results with TRUE, 
the giant man’s magazine. 


TRUE delivers America’s largest all-male audience. 
TRUE puts your products on the move to 24 
million men (guar. net paid circulation) on the move. 


Your story reaches the men who reach for the 
brands and services they want. These action- 
minded customers look to TRUE for what’s new in 
man-to-man editing, look in TRUE for what's 
news in men’s products. A 244 million mass market 
for you—without the big mixed mass weekly price 
ticket. You sell for less to your best brand 
prospects: MEN. (But don’t forget TRUE’s big 
bonus of 1,200,000 women readers who cost you 
nothing ... but never miss an issue of their men’s 
favorite reading). 


TRUE is on-the-grow...rocketing up in circulation 
(February issue gave advertisers a whopping 
bonus circulation of 400,000) and ad dollar rev- 
enue (up 33% first quarter of ’58 over a year ago). 
There is only one young giant in the magazine 
field... that’s TRUE. 


MALE vs. FEMALE BUYING POWER 


From automobiles to television sets—just 
name your product—the big brand decision 
is made by MEN. Just check the facts in 
TRUE’s new reports made by Daniel Starch 
& Staff in consultation with the Advertising 
Research Foundation. 


Find out who is really buying your product. 
Ask for the report on your category. 

Air Conditioners - Air Travel - Auitomobiles 
Beer - Business Shirts - Electric Shavers 
Life Insurance - Liquor - Outboard Motors 
Shaving Cream - Television Sets - Tires 


AMERICA’S LARGEST SELLING MAN’S MAGAZINE 
A FAWCETT PUBLICATION — Fawcett Bldg., New York 


NATIONAL—Rayco Mfg. Co. breaks 
its first national advertising in 


| May, with this b&w page slated for 


| Life, Look and The Saturday Eve- 
ning Post. Emil Mogul Co., New 
York, handles the account. 


| Frozen Foods Ad 
Volume in ‘57 Hits 
$63,000,000: Survey 


New York, March 18—Frozen 
|food advertisers spent some $63,- 
000,000 in 1957, a57% increase over 
1956, according to an analysis by 
Quick Frozen Foods. 

Newspapers got 35% of the total 
budget, radio and television 25%, 
magazines and supplements 15% 
and 15% went to cooperative ad- 
vertising. The most advertising in 
relation to dollar volume came 
from the prepared foods end of the 
business, according to Quick Froz- 
}en Foods analysis. There, compa- 
nies averaged 6% of their gross 
income for advertising, with some 
ranging to 10% and over. 

National food corporations which 
entered or bought into the frozen 
foods industry in the last two years 
are credited for the big increase in 
ad budgets. 


® The publication estimates that 
14 leading packers last year did a 
combined business of between 
$580,000,000 and $644,000,000 in 
frozen foods. The Birds Eye divi- 
sion of General Foods Corp. led, 
with volume reported between 
$160,000,000 and $170,000,000. Min- 
ute Maid Corp. was second with 
$102,000,000, followed by Camp- 


| bell-Swanson with an estimated 


$65-$70,000,000. 

Frozen food sales in 16 leading 
chains totaled $802,000,000, close to 
50% of the country’s retail frozen 
food sales, according to the publi- 
cation. The Great Atlantic & Pa- 
cific Tea Co. was estimated first 
with $290,000,000, followed by 
Safeway Stores with $1'06,000,000 
and Kroger Co. with $82,000,000. + 


Libby Promotes Gibson 

Libby, McNeill & Libby, Chicago, 
has appointed Robert L. Gibson Jr. 
assistant general manager of the 
California fruits division, San 
Francisco. He has been with the 
company since 1940, and previous- 
ly was administrative assistant to 
the vp in charge of marketing. 


ARF Names Directors 

Harold J. Graham, assistant sec- 
retary of the Hartford Accident & 
Indemnity Co., and Harry Schroe- 
ter, director of advertising of Na- 
tional Biscuit Co., have been ap- 
pointed directors of the Advertis- 
ing Research Foundation. 


MacDonald Names Barndollar 

John W. Barndollar, a vp in the 
New York office of E. F. MacDon- 
ald Co., sales incentive company, 
has been appointed regional man- 
| ager in charge of the Dayton region. 


Audits & Surveys Moves 

Audits & Surveys Co., New York, 
|has moved to new quarters at 640 
| Fifth Ave. 
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SOMETHING BIG 


has been added in the Milwaukee Metropolitan Area 
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A WHOLE NEW CITY 


of 194,700 population gained since 1950 


The Milwaukee metropolitan area now has a population of 1,151,600 
compared to 956,900 in 1950. The gain of 194,700 is equivalent to 
adding a city such as Des Moines, Iowa, or Mobile, Alabama. Or far 
more than Madison, the second largest city in Wisconsin. 


Retail sales of $1‘ billion in 1957 were one-third of Wisconsin’s total 
—and up 40% since 1950. For comparable sales gains in this big market, 
you need “A” schedules in the newspaper read regularly in 9 out of 
10 homes in the metropolitan area. 


THE MILWAUKEE JOURNAL 


National Representatives, O’Mara & Ormsbee, Inc. 
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Brattleboro Re 
* St. Johnsbury 


SWEET 
MARKET 
OF 


NEW 
ENGLAND 


Purchasing 
Power: 


OVER $550 
MILLION 


ONE ORDER— 
ONE Bili— 

ONE BUY FOR 
VERMONT! 
Address: Rm. 516, 
Statler Office Bidg., 
Boston 16, Mass., 
for information on 
the Key Vermont 
Daily Newspapers. 


VERMONT ALLIED DAILIES 
Bore eae Soiesten ones 
former * Rutland Herald 


Caledonian-Record 


Owens-Corning Boosts Two 
William M. Keller, formerly vp- 
sales, textile products division, 
Owens-Corning Fiberglas Corp., 
New York, has been named vp 


; 4 and general manager of the com- 
# pany’s new Fiberglas reinforced 


plastics division. William J. Clark, 
formerly manager, industrial tex- 
tile sales division, has been named 
sales manager of the textile pro- 
ducts division. In his new capacity, 
Mr. Clark will be responsible for 
{| the advertising and marketing of 


\y| the company’s Fiberglas products. 


} Calkins Elected President 
Howard W. Calkins, board chair- 


Law, New York, has been elected 
president of the agency to succeed 
|the late Frank J. Reynolds. Mr. 
| Calkins will also continue as board 
|chairman. 


Cities Service Sets Spot Drive 
| Cities Service Co., New York, 
| will launch a spot radio campaign 


RATIONAL ASEUCI ALIS Ss -BRUARS As 


(00D PRACTICES 


STATION 


EMBLEM—This symbol is to be dis- 
played by radio members of the 


4{ man of Albert Frank-Guenther national Assn. of Broadcasters who 


subscribe to the assuciation’s stand- 
ards of good practice for programs 
and advertising. 


April 1 in 30 midwestern markets, | 


| using minutes, 20’s and 30 seconds. 
The drive, through Ellington & Co., 
is set to run 40 weeks. 


Coming 
Conventions 


*Indicates first listing in this diene] 


March 27. Associated Business Publica- 
tions, annual eastern conference, Hotel 
Roosevelt, New York. 

April 2-3. Art Directors Club of New 
York, 3rd annual communications confer- 


ence on creativity, Waldorf-Astoria Hotel. | 


April 6-11. National Federation of Ad- 
vertising Agencies, annual convention, 
Del Monte Lodge, Pebble Beach, Cal. 

April 14. Ohio Valley Industrial Adver- 
tising Conference, Cincinnati. 

April 15-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 

April 17. University of Michigan, 5th 


|annual advertising conference, sponsored 
by the departments of journalism and art | 


and the school of business administra- 
tion, in Ann Arbor. 

April 18-19. Advertising Federation of 
America, 9th District, Advertising 
Sales Club, Kansas City, Mo. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-25. Assn. of National Adver- 
tisers, 5th national workshop on adver- 


bi 


IN TOTAL DAILY 


- 
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New leader among Houston newspapers is The Houston Post. Total 
daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198.* The best newspaper buy in the South’s 
Number One market is The Houston Post-first in total daily circulation. 
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| tising budget and cost control, 
chester Country Club, Rye, N. Y. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, 
Tampa. 

April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 
Greenbrier, White Sulpher Springs, W. 
Va. 

April 24-27. American Women in Radio 

| and Television, national convention, Fair- 
|} mont Hotel, San Francisco. 
*April 25-26. International Assn. of Sales 
jand Advertising Clubs, annual confer- 
ence, Prudhomme’s Hotel, Vineland, Ont., 
Can. 

April 25-26. Mutual Advertising Agen- 
cy Network, Bismark Hotel, Chicago. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
| Los Angeles. 
| April 30-May 2. Sales Promotion Exec- 


West- 


utives Assn., first national convention, 
| Hotel Roosevelt, New York. 

May 1-3. Advertising Federation of 
America, 5th District convention, Mans- 
field, O. 

May 4-7. National Newspaper Promo- 
tion Assn., national convention, Penn- 
Sheraton Hotel, Pittsburgh. 
| May 5-6. Magazine Publishers’ Assn., 


| spring meeting, The Greenbrier, White 
| Sulphur Springs, W. Va. 

May 5-7. Assn. of Canadian Adver- 
tisers, annual meeting, Royal York Hotel, 
Toronto 

May 8. Agricultural Press Assn. 
Canada, Royal York Hotel, Toronto 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. 
of Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

May 13-14. Chicago Tribune Forum on 
Distribution and Advertising, ninth an- 


of 


nual, WGN Studio, Chicago. 
May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 


| velt, New York. 

| May 19-21. Sales promotion division of 
National Retail Merchants Assn. (former- 
|ly National Retail Dry Goods Assn.), an- 
|nual convention, Palmer House, Chicago. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
| tions, annual spring meeting, Grove Park 
| Inn, Asheville, N. C. 
| May 26-30. American Management Assn., 
| national packaging exposition, New York 
| Coliseum. 

June 3-6. National Industrial Advertis- 
| ers Assn., annual convention, Chase-Park 
| Plaza Hotel, St. Louis. 

June 8-11. Advertising Federation of 
| America, 54th annual convention, Hilton- 
| Statler Hotel, Dallas. 
| June 9-11. Assn. of National Advertis- 
| ers, spring meeting, Drake Hotel, Chicago. 
. June 15-18. Poster Advertising Assn. of 
| Canada, Minaki Lodge, Minaki, Ont. 

June 22-26. Advertising Assn. of the 
| West, 55th annual convention, Vancouver, 
|B. C. 
| June 24-26. American Marketing Assn., 
j}annual convention, Harvard School of © 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
| Executives Assn., summer meeting, The 
| Broadmoor, Colorado Springs, Colo 
Aug. 13-14. 3rd Annual Circulation Sem- 
| inar for Business Publications, Edgewater 
| Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore 


| Sept 5-8. Mail Advertising Service 
| Assn., 37th annual convention, Chase- 
| Park Plaza, St. Louis. 
| Sept 10-12. Direct Mail Advertising 
|Assn., 4lst annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 


R.O.P. Color Conference, Waldorf-Astoria 
| Hotel, New York. 
| Sept. 22-23. National Business Publica- 
| tions, New York regional conference, Am- 
| bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
| America, Hotel Sherman, Chicago 

| Oct. 20-21. Agricultural Publishers 
| Assn., annual meeting, Chicago Athletic 
| Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
| Montreal, Can. 
| Oct. 23-24. Audit Bureau of Circula- 
| tions, 44th annual meeting, Drake Hotel, 
| Chicago. 
| Nov. 3-4. National Business Publica- 
| tions, Chicago regional conference, Drake 
| Hotel. 
| Nov. 17-19. Southern Newspaper Pub- 
|lishers Assn., annual convention, Boca 
| Raton Hotel and Club, Boca Raton, Fla. 
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Detroiter... 


L. Detroit, you can almost always tell a 
Detroit News reader by the amount he 
spends for food, for clothes, for the home 
. . . for recreation. 


Every survey shows that News’ readers earn 
more, spend more, live better. They’re above 
average in their occupation and their educa- 
tion. They don’t just read, they react. They 
buy more of everything from candy bars 
to Continentals. 


Undoubtedly, this accounts for the fact that 
advertisers place more linage in THE NEWS 
than in both other Detroit newspapers combined. 


@ The News reaches more 
homes in the 6-county Detroit 
Trading Area than any other 
Detroit newspaper! 


Detroit News 


Total Circulation: 468,167 weekdays, 579,068 Sundays ABC 9-30-57 


Eastern Office ...260 Madison Ave., New York 
Pacific Office. «+ +785 Market St., San Francisco 


Chicago Office ... 435 N. Michigan Ave., Tribune Tower 
Miami Beach... + The Leonard Co., 311 Lincoln Road 
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Business Papers 
Improving, Gaining 
Stature, Beard Says 


SAN FRANcIsco, March 18—Busi- 
ness paper publishers are investing 
approximately $1,000,000 a year in| 
readership research as part of an | 

i over-all improvement effort, Wil- 
; liam K. Beard, president of As- 
sociated Business Publications, told 
the Northern California chapter of 
National Industrial Advertisers | 
Assn. here last night. 

Readership research, particularly 
as it applies to reader wants and 
needs, Mr. Beard said, enables the | 
progressive publisher to meet read- 
ers’ requirements with balanced | 
editorial contents and improved, 
easier-to-read formats “which get 
the story off the page.” 

Pointing out that ABP has spon- | 
sored more than two-dozen all-day 
seminars on this subject alone in 
the past few years, Mr. Beard sug- 
gested, “If you want to see a physi- 
cal, tangible, almost dramatic dem- 


PRE TESTED 


BRAND-NEW! 


FIRST- RUN! 


Saturday Evening Post 
Over 650,000,000 readers of | 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


Motion Picture Feature 
Box-office record-breaker in the 


top motion picture theatres. 
N. Y. Times—“‘story superior” 
—“‘a box-office natural.” 


Chicago Audience Test 
92% of Lake Theatre audience 
rated “The Adventures of Tug- 
boat Annie” a TV favorite— 
certified by Haskins & Sells, 
C. P. A. 


CBC TV Network 


R.B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience” — 
“general public, through mail | 
and telephone calls, indicates 
strong appeal for every mem- 
ber of the family.” Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, | 
Disneyland and many, many | 
others in Canada network | 
markets. 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON « N.Y. 22 + PLaza 5-2100 


e akte 
6 Oe 2 a oe il 


onstration of progressiveness, just | business press, Mr. Beard said that 
compare the current issue of a good|the number of business papers 


five, ten or 15 years ago. Begin 2,000 since 1940; that total distri- 
with the front cover, look at the) bution has climbed from 13,700,000 
contents page, study the functional | to 38,000,000; and that advertising 
use of illustrations, compare to-| pages have increased from 415,000 
day’s heads with the static ones|to 1,250,000. 

of old, observe the style of writing. 


said, has increased from $64,000,- 


®# “We hold seminars, clinics and 000 in 1940 to $530,000,000 in 1957. | ing-air conditioning department of | 


workshops till they ooze out of our | 


While business paper advertis- 
pores,” he said. 


“We know better|ing does not compete with con- 


|number of today’s large national 
advertisers were born in the busi- 


|business paper with an issue of | published has leaped from 1,500 to|ness press.” # 


_Knudtzon to Fulton, Morrissey 
Fulton, Morrissey Co., Chicago, 

has named Kenneth E. Knudtzon 

|assistant to the vp in charge of 


Advertising dollar volume, he | marketing and research. He for- 


merly was ad manager of the heat- 


| Crane Co. 


Advertising Age, March 24, 1958 


Associates, New York, marketing 
and public relations counsel. 


Wittleder to Stern, Walters 
Kenneth W. Wittleder has been 
named vp and director of public re- 
lations of Stern, Walters & Sim- 
mons, Chicago. He formerly was 
an account executive with Ken- 
cliffe, Breslich & Co., Chicago. 


Haverback Joins Kudner 


Robert Haverback, formerly sales 


than anyone that the complexities |sumer advertising, Mr. Beard said, | Marshall-Farley Adds Account promotion manager of Norge kitch- 


and competitive aspects of modern 
publishing demand good people— 
well trained, well equipped.” 


“it complements it. 


| Commercial Plastics & Supply | 
“The business press is the incu-|Corp. and its fabricating facility,|Corp., has joined the Dayton office 
|bator for many national advertis- Comco Plastics, both of New York, | of Kudner Agency, working on the 


en appliances for Borg-Warner 


In reporting on the growth of the |ing accounts,” he said. “A goodly| have appointed Marshall-Farley | Frigidaire account. 


Local in management... 


The Corinthian stations are first and foremost local in character... for great stations must 
be responsive to the needs and tastes of their individual communities. 


Each Corinthian station has its own independent Jocal management team ... experienced 


men at the helm and in the key operating areas of programming, sales, engineering and 
promotion. The strength of each of the Corinthian stations attests to the abilities of these 
men and the role they play in Tulsa, Galveston & Houston, Fort Wayne and Indianapolis. 
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Advertising Age, March 24, 1958 53 


; dle hypothetical national account and schedule. agencies and graphic arts suppliers | Francisco, has handled the account 
Students Given  eoahialie, Mr. Jones asked 30, Commenting on the use of actual in the — mee. A oy of |for the past 18 months. 
; newspapers and 30 consumer mag- media data in the course, Mr. Jones seven Judges will review the ex-| 
Actual Media Data saienn ‘obese 30 radio, television,|said: “In recent years there has — — April 3 = winners | Rival Uses Coupons, Contest 
i urse outdoor and transit advertising been developed an entirely new set will — announced at a dinner) Riyal Packing Co., Chicago, is 
in College Co companies, to send information of yardsticks for media evaluation, meeting of the two groups on May | running a 10¢-off coupon promo- 
San FRANcIScO, March 18—Rep-| kits to individual class members.|as well as innovations in units of 1. tion tied in with a $36,600 contest. 
resentatives of major media are| Each kit contains a solicitation let- | space, colors and program partici- 17,000,000 newspaper coupons will 
pitching in to help give a realistic | ter, copy of the publication or other pation which render obsolete Compton Gets IXL Foods ‘allow consumers 10¢ off on pur- 
atmosphere to an _ advertising| basic material, survey reports, etc.,; many ‘rules of thumb’ formerly Compton Advertising, San Fran-|chases of Rival and will double 
course in media selection at Gold-| with particular reference to the used in media buying.” + cisco, has been named to handle|as an entry blank in a jingle com- 
en Gate College, San Francisco, hypothetical products. advertising for IXL Food Co., San | pletion contest. The contest is actu- 
this semester. \Dayton Ad Exhibition Set Leandro, Cal., and its subsidiary,|ally 10 separate weekly contests 
Allen Jones, media director at|# All media contacted agreed to| The Dayton Advertising Club | Brett Sales Co., San Francisco. IXL | with the prize list for each topped 
McCann-Erickson in San Francis-| cooperate with the project, Mr.|and Art Center Dayton are co- produces Spanish and Italian style |by a year’s free groceries. McCann- 
co, is the instructor. Jones said. Students will be asked | sponsoring the first annual Exhi-| prepared foods, and will soon in- | Erickson, Chicago, is the agency. 
30 students in the class have to evaluate the material, answer | bition of Advertising and Advertis- | troduce canned beef ravioli in to- | 
formed media plans groups to han- | questions and prepare a media list|ing Art prepared by advertisers, mato beef sauce. Heintz & Co., San Bolan Adds Adam Electric 
| Effective July 1, Charles W. Bo- 
\lan Inc., St. Louis, will handle 
‘marketing, advertising and sales 
i | promotion for Frank Adam Electric 
'Co., St. Louis maker of lighting 
_panelboards, switchboards, electric 
| heaters and service equipment. 
|George A. Marklin & Associates, 
| St. Louis, is the present agency of 
record. 


Interrelated in Serv ice Walter Barber Knows 


He’s Seen the 
The Corinthian stations have more than this. They benefit from each other's experience. | Lon B ed ce 
And have at their disposal the full-time staff services of specialists in the basic areas of | § 
broadcasting ...each outstandingly qualified in his field...Corinthian’s Director of Program- Ma rket 
ming, Robert H. Salk; Director of Sales, Don L. Kearney; Director of Engineering, George G. 
Jacobs; and Director of Research, Charles H. Smith. These men provide facts, judgment and 
the exchange of ideas upon which local management can base sound decisions. | 


A Se 


Clearly, you get something extra when you buy a Corinthian station. 


Associate Medio Director, 
Compton Advertising, inc., New York 


{| 


= | Walter Barber is another media man 
eg ene = & » who has studied the Long Beach 
market as a visitor. He knows the 
< ; facts concerning its importance as 
a part of the nation's 3rd largest 
= market . . . the Los Angeles-Long 
Beach Metropolitan Area. 
— i" 


it is important for the media buyer 
to know that per capita retail sales 
| in Long Beach rank highest among 
|| these Southern California cities. 


City Per capita retail soles 
LONG BEACH $1,791 
los Angeles 1,641 
San Diego 1,328 


The Independent, Press-Telegram 
reaches more than 7 out of 10 Long 
| | Beach homes. No other daily news- 
paper reaches even 1 out of 10. 


Sources: Sales Management Survey of 
Buying Power, 1957. Audit Bureav of 
Circulations, Morch 31, 1957. 
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Morning Evening Sundoy 


LONG BEACH, CALIFORNIA 
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Academy to Foot 
Its Own Bills for 
‘58 ‘Oscar’ Shows 


NEw YorK, March 19—For the 
past four years, Hollywood’s ven- 
erable “Oscar” has been presented 


1000 IDEAS 


from successful companies 


on $10. 


SALES, MERCHANDISING, 


,to award-winners on the Motion|total were unable to comply. 


Picture Academy’s tv and radio! Local and national sponsors had 
broadcasts of the annual ceremony, to be pre-empted and offered suit- 
sponsored by Oldsmobile. This able make-goods. This was expect- 
year, on March 26, on NBC-TV and |ed to prove a major difficulty, but 
NBC Radio, the sponsor will be|most stations and sponsors were 
the motion picture industry itself. | fully cooperative. 

The Academy of Motion Picture | Donahue & Coe bought the spots | 
Arts & Sciences will sponsor the|for the association; the academy’s | 


30th annual awards ceremony for! network time buy was made direct. | 


the first time—with an estimated | 
$850,000 budget—in a move to Si-| — here has been no financial con- 
lence criticiom stemming from in- |tribution from the theater owners 
dustry feeling that Hollywood | themselves toward defraying the 
should sponsor its own affair. broadcast cost, but individual the- 
, | ater chains have been promoting | 
® So strong is the urge to make | the show via trailers, lobby posters, 


the telecast entirely an industry | marquee banners and newspaper | 
event that the Motion Picture Assn. advertising as well as direct mail. 


CEU 


Advertising Age, March 24, 1958 


of America, comprised of major 
film producers and distributors, has 
purchased the one station break in 


ADVERTISING, PROMOTION 


experiences sent you each month fora 
year...just as they happened...show 


Some theaters also will schedule 
their programs so that the last 
| screening will be concluded in time 


ing the results produced. .as reported 
in the nation’s leading business and 
trade publications. Adapt them to your 
own profitable use. Worth much much 
more than the $10.00 check you send 


BRIEFED 
400 Madisen Ave., (Dept. A), N. Y. 17 


|awards ceremonies are being pre-|Will have six masters of cere- 


the middle of the show on as many 

tv stations as possible. This time | for patrons to watch the telecast 
will be used for an institutional | lobby tv sets. 
message to the effect that the | This year the academy telecast 
sented by the motion picture in- | monies: Bob Hope, James Stewart, 
dustry. Jack Lemmon, Rosalind Russell, 


Only three tv stations out of the | David Niven and “Donald Duck.” # 


Katzenbach Riddle 
FULL HOUSE—Against a backdrop depicting the success of last year’s 
Saturday Evening Post-Nargus-sponsored Food Store Spectacular 
selling promotion (see Page 74) 


Kieta Kiefer Alyson 


WHEN SHOULD A STUFFER LOSE WEIGHT ? 


are Marie Kiefer, Nargus secre- 
7 | tary~manager; Jay S. Riddle, the 
| Post’s food merchandising man- 
lager, and Dick Katzenbach of 
William Montgomery Co., Phil- 
adelphia food wholesaler. The 
models are Arlene Kieta and 
Ginger Alyson, 


King Versatol Cleanser Bows 
in Baltimore, Washington 

King Versatol Cleanser, newest 
|product developed by Mangels, 
‘Herold Co., Baltimore, is being in- 
troduced to its primary markets of 
Baltimore and Washington through 
a full-scale saturation ad drive 
which includes newspapers, tele- 
| vision, radio and outdoor. 

A special introductory offer al- 
j\lowing 15¢ off on the purchase 
price is being used for the all- 
purpose cleanser for household, 
‘laundry and automotive chores. H. 
|W. Buddemeier Co. is the agency. 


Houston Adds Two Accounts 

Houston Advertising Agency, 
with offices in Houston, New York 
and a new one in Beverly Hills, 
has added two new accounts to be 
serviced by its new office: Mid- 
America Corp., distributor of im- 
ported motor cars in 11 states, and 
Beverage Coolers Inc., designer 
and maker of commercial refriger- 
jation coolers. Radio, television, 
newspapers, trade publications, di- 
rect mail and outdoor posters will 
be used. 


Philco Appoints Harper 
| Phileco Corp., Philadelphia, has 
named Hugh P. Harper to the new 
position of writer in its sales de- 
|velopment department. He will 
write and direct films and record- 
ings for Philco’s photographic, re- 
|cording and motion picture unit 
and prepare sales training litera- 
‘ture and manuals. Previously, he 


Reducing the weight of an envelope stuffer 
may result in lower postage costs. But it 
may result in lower readership, too. Many 
times a heavier paper can give your mes- 
sage a much more impressive appearance. 
Your printer, lithographer or silk screen 
representative can help you pick the proper 
paper. He’s studied all kinds of stock. He’s 
an experienced weight-watcher as well. And 
with his broad, practical knowledge he can 


any job. 


Dayton 2, Ohio. 


wo 


Sales Offices 


save you time and money in many ways. 
So talk with him before you start work on 


- You'll like working closely with your 
printer, lithographer or silk screener. We 
know because we've done it for years in 
bringing printers the quality papers they a of Forjoe & Co. 
need to serve you best—the most complete 
line in the world! The Mead Corporation, 


= /owned Harper Public Relations, 
| Westport, Conn., and before that 
was with Hutchins Advertising Co. 


Cinquina Joins Blair 

| Thomas V. Cinquina has been 
named an account executive in the 
Chicago office of John Blair & Co. 
He formerly was midwest area 


— 


Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio « New York ¢ Chicago « Boston « Philadelphia + Atlanta 


Alban 
does 
at! 


See page 102 
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To sell more where more is sold 
occ it’s FIRST 3 FIRST! 


Maer of the nation’s land area is populated by widely scattered 
families living on marginal farms which rarely can produce enough 
customers to achieve satisfactory sales levels. Maintaining and in- 
creasing your most profitable sales volume generally depends on 
successfully cultivating millions of heavy spending consumers, con- 
centrated in the most compact market areas—consumers that are 
pre-sold by adequate advertising in the most powerful local media. 

The three top markets of New York, Chicago and Philadelphia— 
where 18%, of all U. S. Retail Sales are made—should serve as the 
main advertising target upon which to concentrate your heaviest 


The group with the Sunday Punch 


Rotogravure « Colorgravure 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SU perior 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-355 


advertising effort. In these three huge markets, where the family 
coverage of General Magazines, Syndicated Sunday Supplements, 
Radio and TV thins out, there is no substitute for FIRST 3 MAR- 
KETS’ solid 62°7, COVERAGE of all families. 

In addition, First 3’s ‘Sunday Punch” circulation of more than 
6,000,000 reaches over half the families in 1,195 cities and towns, 
which produce 27%, of total U. S. Retail Sales. 


To make your advertising sell more where more is sold... it’s 
FIRST 3 FIRST! 


New York Sunday News Colorolo Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer ‘Today’ Magazine 


7-004! 
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Alpha Cement to Beaumont 
Alpha Portland Cement Co., 

Easton, Pa., has named Beaumont, 

Heller & Sperling, Reading, Pa., 


to handle its advertising. The pre- | 


vious agency is Hughes-Philips, 
Easton. 
Maco Names Benjamin 

Maco Magazine Corp., New York, 
publisher of specialized annuals 
and quarterlies, has named Benja- 
min Co, its ad representative. 


The most 


LOOKED AT 


tv station 
in 


Carter McCollum 
THREE-CITY WINNER—Pacific Gas & Electric, San Fran- 
cisco-based utility company, managed to walk away 
with outdoor awards from art directors clubs in 
three cities: Los Angeles, Chicago and New York. 
Holding the posters chosen are Nick Carter, BBDO 


Burton 
art director; Jim McCollum, PG&E ad manager, 
and Harry Burton, BBDO account supervisor. New 
Yorkers chose the “duck” and “electric range’’; Chi- 
cagoans the “duck” and “Indian”; Angelenos, the 
“duck.” 


The Dates 


Tue: April 15: 11 AM to 7 PM 
Wed: April 16: 10 AM to 8 PM 
Thu: April 17: 10 AM to 6 PM 


ADMISSION FREE 


_FOR THE MAN WHO HAS 
BeeANYTHING...10 SELL 


ar’ 


’ Merchandising Moves Your Product! 


Ae eee 


Nowhere but at point-of-purchase is there so per- 
fectly synchronized a meeting of product, consumer 
...and shopping money. This is the place and the 
moment of Imminent Decision: to buy or not to buy. 


This is your place, your moment to sell. 


Come to the biggest, finest POPAI show ever and 
see...new concepts and techniques from leading 
creators of point-of-purchase display material... 
material that catches the eye, captures the interest, 
sells the product. See the display material that has 
moved millions of dollars in merchandise from store- 
shelving to consumer. See how it can be adapted 
to sell your product. 


POINT-OF-PURCHASE 


ADVERTISING INSTITUTE’S 


12th ANNUAL SYMPOSIUM AND EXHIBIT 


April 15-16-17, 1958 


SHERATON-ASTOR HOTEL, NEW YORK CITY 


- —_ 4 


consumers 


Advertising Age, March 24, 1958 


\Vending Machine 


Sales Pass $2 Billion 
Mark, ‘Vend’ Reports 


Cuicaco, March 18—The auto- 
matic vending machinery industry 
topped the $2 billion mark in sales 
for the first time last year, with 
putting $2,052,000,000 
into some 3,000,000 machines. Sales 
for 1956 were $1.9 billion. 

The largest chunk of the $2 bil- 
lion, 37%, went for vended ciga- 
rets, which did a $761,881,000 busi- 
ness last year. Next highest in 
dollar volume in machine sales 
was bottled soft drinks (12.6%), 
with $258,055,000. Packaged con- 
fections accounted for 11.9% of the 
sales volume, with $244,000,000. 
Other categories listed were bulk 
confections, cigars, soft drinks 
(cups), coffee, ice cream, milk and 
hot canned foods. The survey, con- 
ducted by Vend magazine, shows 
that cigaret vending machines ac- 
counted for 14.2% of total domestic 
cigaret sales and that filter brands 
accounted for some 47% of the to- 
tal machine sales. 


® Most categories showed gains in 
total volume last year. Total vol- 
ume of cigaret sales was up, though 
the average weekly sale of ma- 
chines dropped from 98 to 90 packs, 
probably as the result of an in- 
crease in the number of machines. 
Vend noted that more big console 
cigaret machines, which can dis- 
pense more brands, are moving in- 
to the market. New competitors in 
the cigaret field cut total volume 
of the four most popular brands, 
though the four leaders (Camel, 
Pall Mall, Lucky Strike and Win- 
ston in that order) kept their 
respective leading positions. + 


Stilwell to Chambers, Wiswell 
William Stilwell, for the past 10 
years an account executive with 
Benton & Bowles, New York, has 
joined Chambers, Wiswell, Shat- 
tuck, Clifford & McMillan, Boston, 
as senior account executive in the 
agency’s consumer division. 


Bradley Joins Goshen 

James E. Bradley, formerly a 
buyer for Milway Inc., Milwaukee, 
has joined Goshen Mfg. Co., Gosh- 
en, Ind., maker of ladders, outdoor 
furniture, playground equipment 
and toys, as advertising and sales 
promotion manager. 


Kroger Boosts Oliver 

William W. Oliver, radio and tv 
advertising manager of Kroger Co., 
Cincinnati, has been promoted to 
the new position of associate man- 
ager of advertising and sales pro- 
motion. Mr. Oliver joined Kroger 
in 1956. 


‘Package Engineering’ Grows 
Package Engineering, Chicago, 
has opened offices at 299 Madison 
Ave., New York. Arnold R. Giese- 
ler, formerly a publisher’s repre- 
sentative with Billingslea & Ficke, 
will head the New York office. 


Cabell Eanes Gains One 

Virginia Glass Products Corp., 
Martinsville, Va., has appointed 
Cabell Eanes Inc., Richmond, Va., 
to handle its advertising. The com- 
pany makes Temper-Glas_ tem- 
pered glass. 


Libby 
does 
at! 


See page 102 
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BIG EARNINGS 
by 


BIG SPENDERS 


ina 


BIG MARKET’ 


offer you a 


BIG OPPORTUNITY 


blanketed by ONE NEWSPAPER... 
St. Paul Dispatch-Pioneer Press 


Here is a giant market, rich in spending power 
which you will miss unless your advertising 
message appears in the only newspapers offer- 


ing SATURATION COVERAGE-—the St. Paul 


Dispatch-Pioneer Press. 


*Ramsey, Dakota & Washington Counties. May 10, 1957 Sales Management Survey of Buying Power. 


FAMILY COVERAGE 
Ramsey, Dakota and Washington Counties 


3, 
73.7% ere 


44.9% 


MORNING EVENING SUNDAY 


2° CS£E Siw stra ras 


PIONEER PRESS 


— Twin ey newspapers — XT 
3.9%, evening 6.5%, Sunday 16.7% 
Sources: ABC 3-31-57, S.M. Survey of Buy. 

ing Power 5-10-57. 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO .- DETROIT 
SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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Otto, Toronte, Adds Two 


Robert Otto & Co., Toronto, has 
acquired two new accounts— 


Hankscraft (Canada) Ltd., Toron-| 


to, maker of baby bottle warmers, 
vaporizers, sterilizers and auto- 
matic egg cookers, and George W. 
Endress Co., Toronto, maker of 
Soloray electric blankets and heat- 
ing pads. Hankscraf was previous- 
ly a direct advertiser. John Mc- 
Kenney, Bingham Ltd., Toronto, 


formerly handled Endress. 


‘Redbook’ Names Two 


| Robert L. Neary, formerly an 
account executive with Batten, 
Barton, Durstine & Osborn, and 
Frederick E. Geraci, formerly New 
York district manager of the di- 


rectory advertising division of Reu-| 


ben H. Donnelley Corp., have 
joined the New York sales staff of 
Redbook. 


Only the Lubbock 


AVALANCHE-JOURNAL 
SELLS the Lubbock market! 


SEE YOUR NEAREST TEXAS 


196560—101,000 


1960-—-189,600 
SM, Nov. 10, 1957 


TEXAS’ FASTEST GROWING 
STANDARD METROPOLITAN AREA! 


CIRCULATION OVER 63,000 


DAILY PRESS LEAGUE OFFICE 


Advertising Age, March 24, 1958 


Stiffer Competition 
Brings FTC More 
False Ad Complaints 


NEw YorkK, March 18—The Fed- | 
eral Trade Commission set a post- | 
war record last year in issuing com- | 
plaints and orders against compa- 
nies and expects to exceed the fig- 
ures in 1958. And the rate of com- 
plaints by the public is also steadily 
increasing. 

Seymour F. Stowe, director of) 
|public information for the FTC, 

made these points in the course of 
a luncheon talk to the New York 
chapter of the American Public Re- 
lations Assn. on how the commis- 
sion—and particularly its press 
department—functions. 

“In moving against deceptive 
practices, the FTC set a postwar 
record last year, issuing 255 com- 
plaints and 180 orders . . . prin- 
cipally for false advertising,” Mr. 
Stowe reported, “and this year 
| promises to see an increase in these 
| figures. Our investigative staff was 


WSBT-T 


_ SOUTH BEND, INDIANA'S 
| DOMINANT STATION 
PRIMARY COVERAGE— ae 


650,000 TV VIEWERS IN 


A LANDSLIDE! 


You can reach only one conclusion when 
you study A.R.B., Pulse, Hooper and other 
rating reports: People here have an over- 
whelming preference for WSBT-TV! No 
other area station comes close to WSBT-TV 
in the number of top-rated shows carried. 
Chicago and Michigan stations aren’t even 


in the 


running. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


For admen, it’s a gold mine. No where else can you find the 
multitude of useful market data issued by advertising media, 
trade associations and other sources throughout the country listed 
all in one place—in the annual Market Data section of ADVERTIS- 
ING AGE, which will be published for the 11th consecutive year in 
the May 5 issue. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

More than 1,500 separate pieces of market data were listed in 
the section last year, and readers of ADVERTISING AGE sent in re- 
quests for 62,000 individual pieces. 

Advertising media, associations, trade groups and others are 
urged to submit their market studies and compilations for inclu- 
sion in this master list. There is no charge for such listings, but 
the material must measure up to the following standards: 

1, It must be current. Nothing published prior to June, 1957, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other con- 
ditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 10, 1958. 

Market data material scheduled for publication before Sept. 1. 
1958, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
Ace before April 10. The description must include probable date 


Chicago 11, with any necessary 


of publication and any conditions attached to distribution. 
Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ApVERTISING AGE, 200 E. Illinois St., 


explanatory notes. 


enlarged last year, and the new 
men have completed their training 
and are on the job.” 


@ In 1957, there were 3,400 re- 
quests from business and the pub- 
lic for the FTC to investigate spe- 
cific companies, he went on, and at 
the current rate of requests, the 
number “is certain to be exceeded 
with the total increasing perhaps 
to 3,800.” 

Mr. Stowe speculated that there 
are several factors responsible for 


| the increase. 


“Undoubtedly one is that, with 


‘the rise of a buyer’s market, busi- 
|mess men are engaged in tougher 


competition, and some are tempted 
to stretch their sales message into 
illegal territory. Another reason 
may be that consumers are less in- 
clined to shrug away the loss of a 
few dollars. A third may be that 
more people are finding out that 
the FTC is a source of protection,” 
he said. 

“Whatever the reasons,” he con- 
tinued, “it looks like a busy year 


/ahead, not cnly in the issuance of 


There’s more to this market than meets the 
eye. The 14 counties in WSBT-TV’s pri- 
mary coverage area account for annual 
sales of $974,611,000—.5063% of the Na- 
tion’s total! 
Ask your Raymer man for the details or 
write to this station. 


*14 counties in Northern Indiana 
and Southern Michigan. Set count, 
180,570— 3.6 persons per family. 


ASK PAUL H. RAYMER COMPANY « NATI 


+ 


“STATION 


¥ 


ONAL REPRESENTATIVE 


complaints and orders, but in the 
commission’s informal procedures 
|for preventing law violations.” + 


Book Tells Story of 

Gerard Swope and GE 

| “Swope of G. E.,” by David Loth, 
has been published by Simon & 
| Schuster, New York. This biogra- 
phy is based on the author’s long 
acquaintance with Gerard Swope, 
interviews with his friends and 
associates, and research in Mr. 
Swope’s letters and papers and 
in the files of General Electric 
Co. 

Mr. Swope took a summer job 
| in the repair shop of GE in Chicago 
in 1893, within a few years rose 
to the managerial ranks, and by 
1922 was president of the company. 
| Price is $5. 
| Bailey to ‘House Beautiful’ 
| Frederick S. Bailey, formerly 
general manager of WTAO and 
WTAO-TV, Boston, has joined the 
Boston advertising sales staff of 
|House Beautiful. 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 


ey Seago en? a ee oo oS ee cee: Se i ae ee 
tr eS aces ig = i be, ee eee Ben + *~ F eae $52 roe ecespig wo eae BY Pe ice ae eee Br pe Fgh an 3 2 ane hc, eS oe Me 
‘ pce ts i Gib "- Pe Sey eae a > een oo ac as Pee ee ae ee & SE EER a Ge Tih 9's a RoR arae : ay as a oe 
ert he ae § ee es re AS ps eae i aie oe kee Mey as itt Ber oS, Seen eS : . bee . [ae me gree lie B has ras eee 
NE Serger glee is ee a ae ir Cha Gres ae 
ya Een ie ee hae eos ee ee p> pci ioc i al eal i) Gs Roe) ES ake er Sore pl ae ee il I ia ag eee MTR Sale eh BORE Oh ene oe Ne Sl Ay a eg A I 2) 
2 es aye Spivaiet ‘ a * oe “ = « ee * be Bre tay 
= : + . . —— 
‘- = ee 
EEE 337. F —F 
e . 
© LUDDOCK S I 
‘s 
ee | 
we 
=, 
f a a a : re Be 
ae eer 
% 
en litte oo 
A My par i as 
Po Pie eee 
aye i Slat AS 
= PROSPEROUS MICHIANA* 
= 3 . 
"er 
a 
a : 
ae q a: 
af = m3 
aa A 
oe / e Sy 
2 TE 
ees ’ f 
— a Tk te / 
ae o as 
ie = 
a iE 
eo # Bs 
te ll € < 
sia 0 3 
= 
+ go | 
hs 
a 
oe 
eee, ‘ 
ee : 
, DLN, 
or _ ea Lee 
2 a = — . 
en | “a ; ; 
Bsa ee Re otto Bias has 
vee ’ ae ere % Pa 
;, tee . eee be , , . 
bet : P . ae. "are 
a oe - : + . 
pis A 
" eo peed. 
oe , ; 
ae : ' ‘ s 
ae | j — 
Zs " 2 ey _- * 
ow \ : 
z Pie rr - - ‘ 
5 Pua : /  ) 
i rae al 4 Y : y 
' 
=m 4 . by DAY 
*. ' $4 SI Paes ie 
4 es , - th NIGHT 
pe seh e.. : 4 - =< 
asics ace : : i¢ @ mh = y z " 
ws Aptss : : ; % Re s . 
ony , Mena 
‘ ; Z ie aS ee : : | ge 4 ne vl ' 
ee ; Baas og Se: Oa ng E: Bri . * 3 Een ate sy weal, 
: : : : : il (America’s First Engraver) 
ag Oe nee ae ita a a Fi oN mel: tn 
| | | = 
SOUTH _— — 
; 7. BEND, 
ek | 
: . I N D. | 
. | iy a s n i 
ieee, eae epee pacie ap an ere: | 
: . 
Jit 
we 
mf 
a a AY : - ; . ee a - oo ue & ee i, Px =; ds . i # cane - : hs ‘ é i : eae ary et 
a aoe. Pak - eee i pts sa Fr ‘ pee am = me sh Base das ta" 7 a ie ; * . ips: See ait s : | i ea ee ee 
Ete ei 6 nag ees I Canis a ee a ae en ee poe Pg ae: Se ag ae Lee ee aes es ee een genet ea. or amen ea 7 DR te mepae aottne ee Ee = inal 
uns re ae esi see: x Besa s oy Ea hae at NS 3 aa See re ps <OFS ioe aceaasth eat en ak, our ia, ge AP xt : smth Fie ig een ca 8 oe ries a ae ee sie Rr ee ae pee Rts niu Pere 5 
BONS 785 REM ce MR a ee aoe a SE gis Sy ae : ona Aes Er : fh tee in by apne es oe Roc ee co eS eee tie sa et 2 a a ge a a Tein 


eR CP ter er ae wees 
Th Fe? f 


A Dynamic New Marketing Plan 


ML aNPowER 


MERCHANDISING 


MAGNIFIES field force manpower strength... 
BASSURES product acceptance at dealer level... 
BREALIZES full in-store display potential... 
SINTENSIFIES selling momentum at point-of-purchase! 


1 Sells products at dealer level 


ANPOWER MERCHANDISING is an exclu- 
M sive new store detailing service that 
builds added sales stimulation and impact at 
the jobber and retail levels . . . a plan of 
sales reinforcement that gives greater dollar 
returns on your advertising schedule in 
Popular Science. 


Manpower Merchandising gives you an 
added field force of up to 33 professional 
merchandising specialists to actively repre- 
sent your product... and your product 
alone. This flexible sales force can be custom 
tailored to any advertiser's marketing needs 
and requirements, with personal store calls 
in depth, in your key markets. 


HERE’S WHAT MANPOWER MERCHAN 


a Obtains product display space 


t Ky 


In essence, the Popular Science Manpower 
Plan can accomplish these services: 


e Sell products at dealer level 

e Obtain product display space 

e Check movement of stock—and distribution 

e Familiarize dealer with promotional programs 
e Erect point-of-sale materials 


POPULAR 


SCIENCE 


“AMERICA'S FIRST-TO-TRY sy 
FIRST-TO-BUY AUDIENCE © * 


DISING CAN DO 


3 Assures use of display material 4 Ties-in retailers with your promotions 


Advertisers and their agencies will find in 
Manpower Merchandising an imaginative 
new way to plan advertising and sales strat- 
egy in depth! Advertisers using space sched- 
ules in excess of one page, starting in 1958, 
can participate in this store detailing plan. 


No matter what product or 
service you are interested in, 
you will want to investigate 
the potent possibilities of 
Manpower Merchandising. 
Get all the facts . . . send now 
for new booklet ‘Manpower 
Merchandising” or contact 
your Popular Science repre- 
sentative immediately! 


NEW YORK MUrray Hill 6-56400 - CHICAGO CEntral 6-5915 - CLEVELAND MAin 1-7473 - DETROIT WOodward 2-2863 - PORTLAND, Ore. CApital 6-2561 - LOS ANGELES DUnkirk 1-1111 - SAN FRANCISCO GArfield 1-3846 
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British Cigaret 
Makers Fighting 
Cost, Competition 


Imperial Moves From 
Wood to Fergusson; 
Churchman Names Y&R 


Lonpon, March 18—Increasing | 
competition in the booming cigaret | 
market was highlighted last month | 
by Imperial Tobacco Co. Ltd. with- 
drawing its advertising of Capstan 
and Churchman brands—billing 
around $1,400,000—from F. C. Prit- 
chard Wood & Partners Ltd. 

The Capstan account has been 
moved into the Masius & Fergus- 
son Ltd. shop, while advertising 
for all Churchman cigarets and 


Get a big hand of pieasure.... 


ae 


ive tar the cw peetented fiver hate chean-cmohing 
gives you af the nich teteceo flawour 


aan ot core | A TURD FANG CRN A OOS TW WAYS OAMAMLE 11 FOR 


VIRILE—A masculine illustration is 
is used by Carreras Ltd. to get 
away from the image Craven A| 
once had as “a woman’s cigaret.” 


tobacco will be handled by Young 
& Rubicam Ltd. The switches will 
be effective April 1. 

A spokesman for Pritchard Wood 
& Partners told ADVERTISING AGE 
they had no idea why the two ac- 
counts were being moved out of the 
agency. 

But recent company reports by 
cigaret manufacturers have told 
shareholders of higher costs, in- 
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THE BIG, GOLDEN... 


Orland o Sentinel-Star 
has more than 5 times the 
combined circulation of 
Tampa, Miami and Jack- 
sonville papers in the Cen- 
tral Florida 5-County area. 
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creased expenditures for advertis- | 738,400,000, compared with $2,626,-| leaf, which accounts for about 25% | of their products by little over 1¢ 


ing to meet stiffer competition, and | 
reduced profits. This line was tak- | 
;en recently at the annual meeting 
of the Carreras Co., whose! 
Dunhill, Craven A, Turf, Piccadilly, 
Barons and Black Cat brands are 
all advertised by McCann-Erick- 
| son Advertising Ltd. 


s More than one billion cigarets 
were sold in Britain last year—the 
highest figure in 12 years. Total 
expenditure on cigarets was $2,- 


400,000 in 1956. But despite the 
increased sales, the big manufac- 
turers are finding their profits 
clipped by rising costs and meeting 


of Britain’s supply of tobacco. 


on a package of 20. At the same 


The cost of cigaret papers, pack-| time they increased retailers’ mar- 
ing and transport also increased! gins by 15¢ on 1,000 standard cig- 


and as a result of strong pressure 


arets and 35¢ on 1,000 filter tipped 


competition from the smaller man-| by retailers some manufacturers, | cigarets. 


ufacturers. 

Among the higher costs that 
manufacturers had to contend with 
during the past year were a 10% 
rise in the price of U. S. leaf, which 
constitutes about 50% to 60% of 
Britain’s supply, and a 20% in- 
crease in the price of Rhodesian 


including Imperial Tobacco, Galla- 


her and Carreras, boosted the dis- | creased 


play bonus paid to retailers who 
devote window displays to their 
products. 


# In September nearly all manu- 
facturers increased the retail prices 


Against this background of in- 
costs, competition has 
sharpened, resulting in increased 
expenditure on advertising. Num- 
erous new brands have come on to 
the market, offering the blandish- 
ments of coupon gift schemes, flip- 
top boxes and other inducements 


where your SALES STORY 
reaches the whole. 


Today, most major advertising decisions are shaped by team effort. Chances are, 
in the companies and agencies you want to reach, at least three, four or more 


executives will influence the choice of your market, media or service. 


Industrial Marketing’s monthly penetration of industrial companies and agencies 
is a vital selling factor for IM advertisers. Because IM is the only publication 
serving the specialized interests of those concerned with selling and advertising 
to business and industry, most of the men who call the shots in industrial market- 
ing are enthusiastic IM readers. For example, the Allis-Chalmers Manufacturing 
Company, which ranks among the top three business-paper advertisers*, has five 
key advertising and promotion executives in its Industries Group alone. Here’s 
what Industrial Marketing means to the men who head the Advertising and 


Industrial Press Department of the A-C Industries Group. 


A. R. TOFTE 


J. W. MURPHY 


Manager, Advertising and 
Industrial Press Department 


“When a magazine dedicates 
itself solely to helping solve 
the many new and complex 
problems connected with being 
an ‘industrial marketer,’ it is 
unthinkable not to read it 
thoroughly from cover to cover, 
every issue. Industrial Marketing 
is exactly that type of book to 
those of us who are trying to raise 
the standards and the standing 
of industrial marketing.” 


Assistant Manager 


“Because of the wide variety of 
helpful articles in Industrial 
Marketing, I find something of 
interest for almost every section 
of our department in each issue. 
I generally point out specific 
articles to our supervisors, and 
in order not to delay the routing 
of IM, I also carry a subscription 
which I receive at home.” 


Allis-Chalmers is not an unusual case. Rather, it’s typical of Industrial 
Marketing’s following among the executives you want and need to reach. 


*According to 1956 estimates by The Associated Business Publications. 
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in an attempt to woo smokers | Son Ltd., and advertised by Mather 
away from the major brands|& Crowther Ltd.; and Black Cat, 


which dominate the market. 


marketed by Carreras and adver- have ruled for decades. 


The trade-imposed ban on gift | tised by McCann-Erickson. | The 


schemes was abandoned in Sep-' 


tember, 1956. Since then three new |® In addition to these, at least five 
brands have been put on the mar-|new brands of filter cigarets were 
ket backed by gift schemes to pro- | introduced on the British market 
mote their sales. These are Exclu-|last year: Amalgamated’s Green- 
sive, marketed by George Jackson wich, Carreras’ Craven A filter, 
& Co., a subsidiary of Amalgamat-| John Cotton’s Edinburgh, Philip 
ed Tobacco Corp., and advertised Morris’ Marlboro and Rothman’s|cigaret market is largely due to|ular with women. 


novation on the British market, | facturers to the market. 

| where shell and slide packages! Advertising of some brands em- 
phasizes the womanly angles, such 
Manufacturers’ | as the daintiness or elegance of fil- 
| Standing Committee, in a recent|ter-tipped cigarets. But as Harry 
64-page report, noted that although | Henry, director of research at Mc- 
men in Britain are smoking about | Cann-Erickson, 
the same number of cigarets as' out in a speech, the fact that a 
they did in 1939, smoking among | brand of cigaret develops a brand | “for your throat’s sake, smoke Cra- 
|women has trebled. This trend,| image of being a woman’s cigaret | ven A,” developed a brand image 
showing that the expansion in the | does not, in England, make it pop- of being a woman's cigaret. But 


by Don Earl Publicity; Kensitas|King Size. The last three were women smokers, has been reflected 


Extra Size, marketed by J. Wix & | marketed in flip-top boxes, an in- in the approach of some manu-,® British women tend to regard 


recently pointed | A reflects this thinking. Craven A, 


63 


| smoking as something of a mascu- 
|line habit, he reported, and want 


a product which they unconscious- 

ly feel is appropriate to their mas- 

culine method of behavior. 
McCann’s advertising of Craven 


with its filter tip and its theme of 


| recent advertising by the new 
|agency has shown the cigaret being 


smoked in “masculine” situations, 


such as by airline pilots. 


L. C. DOELGER 

Promotion Supervisor, 

Power Equipment and Nuclear 
Power Divisions 


“Important Message — that’s 
what IM means to me. Never has 
an issue crossed my desk that 
did not contain at least one or 
two articles with an important 
message relative to my job in 
advertising. I also enjoy agree- 
ing and disagreeing with the 
‘Copy Chasers’ and never miss 
the opportunity to read this 
stimulating series.” 


E. J. SMITH 


Promotion Supervisor, 
Industrial Equipment Division 


“I have never seen an issue of 
Industrial Marketing that did 
not contain a wealth of useful 
information. Several years ago 
I started cutting articles and 
smaller bits from IM for future 
reference. These clippings now 
serve as a valuable idea file.” 


.Decision-Making 
Team 


D. A. LEROY 
Promotion Supervisor, 
General Products Division 


“With the products of the 
General Products Division being 
applied in so many industrial 
markets, we naturally have a 
broad interest in all marketing 
functions. Industrial Marketing 
receives thorough readership 
here because almost every 
issue contains an article paral- 
leling a current program of one 
of our products.” 


(he magazine of selling and adveilising lo business and andubly 
INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET * CHICAGO 11, 
480 LEXINGTON AVENUE * NEW YORK 17, 


@® ® fo 1 Year (13 issues) $3 


HLLINOTS 
NEW YORK 


Several other brands have di- 
rected their advertising toward 
building a “masculine” brand 
image and the result has been a 
breaking away from the usual 
plain slogan and package type of 
advertising which ruled in the cig- 
aret field here for many years. 


® The Statistical Review of Press “« 
Advertising says that close to ie 
$5,600,000 was spent on cigaret ad- 


vertising in the magazines and 
newspapers last year. + 


WHEELING 
371m TV 
MARKET 


*Television Magazine 8/1/57 


One Station Sells Big 
_ Booming Ohio Valley 


#3 OF A SERIES 
MINING 


“T'm outside 

foreman here; 

this job keeps the 
misssus, our child and 
me livin’ well in 

_ our Wheeling home. 
» Watch TV? Sure do, 
> our own station, 


\ » WTRF-TV!” 


Wheeling Division 
THE VALLEY CAMP COAL COMPANY 


| No. 3 Mine—Triadelphic, W. Va. 


Mining rich coal resources, 
Valley Camp operates three 
area mines, employs around 
600 men, pays approximately 
four million dollars annually. 
Mined raw coal is washed, 
screened and thermally dried 
before it is shipped by rail, 

truck and water to America’s 
industrial and commercial 
coal consumers. Valley 
| Camp—with expansion 


underway, another impressive 
picture of this super market 
where 2 million people spend 
2" billion dollars annually, 
where 425,196 TV homes 
| react to the influence of 
WTRFE-TV. 
For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-777. 


| National Rep., George P. Hollingbery Company 
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TWO Separate Newspapers ...33c Line BUYS BOTH! 


Will you go for 
“A HUNDRED GRAND?” 

An all time high in circulation— 
over 100,000 copies daily for the 
SAME OLD RATE 
33¢ line—Buys BOTH! 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNINO AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 


troit area accounts. 


Coy Opens New Detroit Agency | 

Coy & Associates, a new public 
relations and advertising agency, 
jhas been established in the Fox 
Bidg., Detroit. William H. Coy, 
president of the new agency, has 
operated William H. Coy Associ- 
ates for the past seven years, serv- 
ing as management consultant, and 
advertising and pr counselor on De- 


GE Boosts Lewellen 


William H. Lewellen has been 


EVENING 


appointed an advertising and pro- 
motional specialist in General Elec- 
tric’s laminated products depart- 
ment, Coshocton, O. He previously 
was a copywriter in GE’s apparatus 


Vicary Davis Hoban Howell 
TV CouRSE—Exchanging views at the 1958 Tele-Sell Tele-Manage, 
closed-circuit business training program on tv to 55 U.S. and Cana- 
dian cities, are participants James M. Vicary, motivation and market 


sales division. 


researcher; James H. Davis, professor of business organization, Ohio 


NBC Radio’s new SALESVERTISING 
plan solves an important problem 
for national advertisers with mod- 
erate budgets. That is, how to acti- 
vate all units of the distribution 
pipe-line in a marketing program. 


SALESVERTISING magnifies the value 
and impact of an advertiser’s net- 
work radio campaign, by getting 
greater action from his sales forces, 
wholesalers and retailers—to the 
point of stimulating local dealer tie- 
ins at local dealer expense! 


PROOF For Waverly Fabric’s first 
campaign, 2,376 stores bought 13,000 
spots on NBC Radio affiliates. Waverly 
had never used network radio before... 
now slates 80% of its budget to NBC. 


PROOF 5,000 local tie-in spots were 
placed by Evinrude dealers on NBC 
Radio’s affiliated stations. ‘‘This 
year’s NBC Radio schedule will be 
40% higher,” says Evinrude. 


PROOF Prior to 1957, only 8% of 
North American Van Line agents 
used local radio. Due to NBC Radio’s 
SALESVERTSING action, 81% of NAVL’s 
key agents now tie-in locally. 


Retail tie-ins are just one phase of 
the activation generated by SALEs- 
VERTISING. Everyone —right down 
the line —shares the excitement of 
a close-knit SELLING campaign 
planned to achieve benefits for all. 


SALESVERTISING plans are custom- 
designed for each advertiser. Your 
inquiry is invited for details and 
success stories in other industries. 
SALESVERTISING is an innovation in 
efficient marketing, developed by 
the NBC RADIO NETWORK. 


SALESVERTISING 


SETS MARKETING IN MOTION FOR YOU! 


NBC RADIO 
NETWORK 


State University; Joseph A. Ho- 

ban, vp of marketing, B. F. Good- 

\rich Co., and Dudley Howell, 

exec vp, New York Life Insur- 
ance Co. 


| 
“Houston Chronicle’ 


Plans Special Study 
‘of R.O.P. in May 


| Houston, March 18—A study of 
reader response to r.o.p. color news- 
paper ads will be made in May by 
the Houston Chronicle. 

Included in the study will be a 
“retentive” survey to determine 
\“how much longer” readers re- 
member color ads than b&w ads. 

The survey will be made for the 
|issues of May 7, 8 and 11 by Pub- 
|lications Research Service, the 
|same research group which did a 
|similar study, “ColoROPtics,” for 

the Milwaukee Journal. 

Readers will receive newspapers 
/printed on a split run basis and 
distributed by selected block sam- 
|plings. Interviewers will know ex- 
actly which readers get color ads 
and which get b&w. The study will 
be made among members of a pan- 
el ot 600 different people each day. 
Later, a separate study for reten- 
tion will be made. 


s Advertisers participating in the 
study will be able, at no extra cost, 
to run the following combinations 
of color and b&w ads in these is- 
/sues: full-color and b&w ads, same 
size, in same issue; full color and 
spot color, same size, same issue; 
spot color and b&w, same size, 
same issue; different copy head- 
lines for same ad, same size, same 
date or different date; same ad, 
|different sizes, different dates. 

If enough requests justify it, the 
Chronicle will consider a three- 
way split run to test full color vs. 
b&w vs. spot color. 

Further information may be ob- 
tained from M. J. Gibbons, Houston 
Chronicle, or any Branham repre- 
sentative. = 


‘BH&G’ Promotes Goodenough 

Philip C. Goodenough, special 
projects coordinator for Meredith 
Publishing Co., Des Moines, has 
been named manager of the new 
Better Homes & Gardens retail 
merchandising section. The new 
section will be responsible for 
BH&G promotion and merchandis- 
ing projects at the retail, builder 
and utility level. 


Knox Reeves Names Two 

Knox Reeves Advertising, Min- 
neapolis, has named William C. 
Manske assistant television art di- 
rector, and Roy Newquist copy su- 
pervisor. Mr. Manske formerly 
was a free-lance artist. Mr. New- 
| qaiet was with Cole & Weber, Se- 
jattle. 


Poorman, Butler Gets One 

Bacon American Corp., Muncie, 
‘Ind., manufacturer of tire recap- 
| ping machinery and other equip- 
ment, has named Poorman, Butler 
& Associates Inc., Muncie, to han- 
die its advertising, effective June 
3. 
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LILLIAN WIECZERZAK is a bona-fide lady steelworker. She’s employed in the 
Tin Mill Division of STELCO’s mighty Hamilton Works. Lillian represents 
82,900 prosperous industrial workers in Metropolitan Hamilton, where 
industry is booming as never before. 

Look at the facts: 

e The Steel Company of Canada, this country’s primary steel producer, will 
this year, complete a new $28 million Bloom Mill, as part of a continuing 
expansion program. 

e The Hamilton Harbour Commission and private industry have jointly 
launched a $20 million harbour expansion program scheduled for completion 
by 1961. 

e The Ontario Hydro Commission is currently undertaking the erection of a 
$250 million Steam Generating Station on the eastern shores of Hamilton 
Harbour. 


e The gigantic new $20 million “Skyway Bridge” is now nearing completion. 


OTTAWA Citizen 
MEDICINE HAT News 


HAMILTON Spectator 
CALGARY /tera/d 


NORTH BAY Nugget 
EDMONTON Journa/ 


WINNIPEG Tribune 
VANCOUVER Province* 


*Published tor Pacific Press Ltd. 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL—The Southam Newspapers, 1070 Bleury St., J.C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 
UNITED STATES—Cresmer & Woodward inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


e Canada’s first university nuclear research reactor is now being built at a cost 
of $1,900,000 on McMaster University’s campus. 


Industrial expansion proposed in Hamilton is forecast at over $200 millions... 
with future government and municipal expansion programs totalling nearly 
$100 millions in addition. 

These are just a few of the many good reasons why Canada’s fifth largest 
city*, according to latest Sales Management figures, boasts a retail sales 
figure of $285,157,000. 


The city of Hamilton proper has a population of more than 239,000. To 
cover Hamilton you must use the SPECTATOR. Out of more than 100,000 
circulation, over 84,000 papers are bought daily in the Hamilton City Zone, 
compared with 83,000 plus families. 


FREE MARKET INFORMATION 


Ask your Southam representative for a free booklet featuring complete, up- 
to-date market information on Hamilton. 


*D.B.S.— 1956 


THE SOUTHAM NEWSPAPERS 
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Seagram Denies Plan 
for Straight Whisky 
Unit; Brand May Bow 


New YorK, March 18—The 
House of Seagram, long an expon- 
ent of blended whiskies, denied 
last week that it plans to set up a 


Baquie could not be reached for | 246%. In 1957, for the ninth con- | 
comment. |secutive year, straight whisky | 

Whether or not Seagram will in- | registered an annual sales gain.) 
troduce a_ straight whisky this Straight bourbon sales, prelimi- 
year, it was said, will depend on a nary and incomplete figures indi- 
number of factors. These include cate, are up about 20% as com- 
whether a sufficient inventory of pared with a gain of only about 
mature whisky can be made avail- 1% for blends. 

Another factor that may have a 


able for the introduction of a new | 
brand; whether market conditions | bearing on Seagram’s interest in 


straight whisky division (AA,| will warrant the promotion of a/| straights is that for the past few 
March 10). new brand in the face of the cur- months the price of blends has 
It may introduce a straight rent business recession; and to|been slashed sharply in an effort | 


whisky this year. But the matter 
is still under discussion, and no 
decision has been made, a com- 
pany spokesman told ADVERTISING 
AGE. 

He also confirmed that Seagram 
executives have talked with J. 
Gordon Baquie, who resigned in 
December as vp and director of 
sales of Brown-Forman Distillers 
Corp. but said no arrangements 
have been made for Mr. Baquie to 


what extent the introduction of| to get volume. So far, apparently, 
such a brand would affect sales| volume has not increased as ex-| 
of other Seagram products. | ected. = 
| 
« For Seagram to even consider Designware Names Revere 
entering the straight whisky mar-— Revere Advertising, Minne-| 
ket indicates a drastic policy| apolis-Chicago, has been named to 
change. Seagram has advocated | handle advertising and sales pro- 
since Repeal that Americans pre-| motion for Designware Industries 
ferred blended whisky. But the/ Inc., Minneapolis maker of a om! 
trend since the war, when blends plete line of hardware for rolling) 
accounted for about 88% of total| glass doors, medicine cabinets, | 
join the Seagram organization. The whisky consumption, has turned| mirrors and other glass applica-| 
Seagram spokesman said it seemed |increasingly to straights. From|tions. David C. Cook Publishing 
highly improbable now that Mr./1948 to 1956, bottling of bonded | Co., Elgin, Ill., has also appointed | 
Baquie would join Seagram. Mr.|and straight whisky increased| the agency. 


BUSINESS IS 


| General Mills Markets 


BANK DEBITS 


Advertising Age, March 24, 1958 


Advertising We Can Do Without... No. 43 


2 TRIUMPH, 


Mey 


DELIVERED... 
ANYWHERE IN THE WORLD 


m™” $1995°° 


TRIUMPH 


ANYWHERE?—Claude Nesselrode nominated this New York newspaper 
ad for the advertising we can do without series. It purports, he says, 
to offer Triumph TR 3a—which in this country sells for over $2,600— 
“*for $1995.00*.’ But when we chase down the asterisk we find, in 
the smallest type appearing in the ad, ‘*London, England’.” 


THE NEW 
BRITISH 


1746 BROADWAY 
NEW YORK, N.Y. 


ited district plan in Hartford, Phil- 
|\3 New Dessert Mixes adelphia, Cleveland, Omaha and 
General Mills Inc., Minneapolis, Oklahoma City. Batten, Barton, 
‘is introducing three new dessert Durstine & Osborn is the agency. 
mixes: black walunt cake mix, 
meringue mix and Boston cream Noxzema Adds DCS&S 
pie mix. Color pages and spreads| Noxzema Chemical Co. has ap- 
for the black walnut cake mix are pointed Doherty, Clifford, Steers & 
currently running in American Shenfield, New York, to handle ad- 
| Home, Everywoman’s Magazine, vertising for Noxzema shaving 
Family Circle, Look, Progressive creams and instant shaving lather, 
Farmer, Successful Farming, The | effective April 1. MacManus, John 
Saturday Evening Post, Western's Adams is the present agency. 
Family and Woman's Day, plus sujlivan, Stauffer, Colwell & Bay- 


Sunday supplements, including | jes’ New York, will continue with 
Parade, This Week Magazine and) the rest of the Noxzema line. 


independents. 
The meringue mix is currentl 

being isteatened in American | Reach. McClinton Adds Bank 

Home, Better Homes & Gardens| U. S. Savings Bank, Newark, 
and McCall’s, plus Parade, This|N. J., formed in January through 
Week Magazine and independent a merger of three mutual savings 
supplements. Boston cream pie banks, has appointed Reach, Mc- 
mix is being introduced in b&w Clinton & Co., Newark, to handle 
and color newspaper ads on a lim-| its advertising and public relations. 


ADVERTISEMENT 


Glenda the beautiful secretary 


Sees Pe ce os a etal lle 


«Be 


Jan. & Feb. 1958 
Jan. & Feb. 1957 352,353,248 


Up $ 4,490,000 


RETAIL ADVERTISING LINEAGE | 
Jan. & Feb. 1958 — 3,831,023 | 
Jan. & Feb. 1957 3,533,152 | 
297,871 


$366,696,635 


Up 


Morning and Sunday 


T ona Dailn Star 


8 y ‘ et 
SON N APERS INC. 
Sirs Age Bee oar ne 1 ee aE en Cot eee ee 


lees 


“You know, my boss handles responsibility very well. 
passes it along to me.” 


He 


Secretaries are responsible people. And they’re responsive, 
too — to ideas in Today’s Secretary. 5,000 subscribers replied 
to an offer to our readers, made at the end of an article in a 
recent issue. If you advertise office products or fashions, you’ll 
reach a receptive audience of 145,000 career women through ... 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 
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g Years of Le 


Now in its 73rd year, The Progressive Farmer—the South’s 
favorite magazine—is young, healthy, vigorous, and growing fast! 


For example, during the last 10 years, The Progressive Farmer... 
| 3 ... increased circulation from 1,036,690 to 1,383,000 

| é ... Increased advertising linage from 545,155 to 712,125 

{ i : ... Increased advertising revenue from $2,887,594 to $6,925,510 


3 | There are many sound reasons for this dynamic progress. The 
/ 4 : great post-war upsurge of the rural South found The Progressive 
: Farmer strongly established in this 16-state market. 


Advertisers, seeking media to tap the new prosperity of the 
South, quickly discovered The Progressive Farmer far out in 
front of all others in readership, preference and influence. 


Building strength in the South since 1885, The Progressive 
Farmer now serves its 5,500,000 readers with the quality of a big 


magazine and the “neighborly touch” of five separate localized 
editions. 


The result is a reader loyalty unique in the magazine field. The 
result for advertisers is dominant influence in a huge, fast- 


growing market. You cannot adequately cultivate the rural South 
without The Progressive Farmer. 


% | The Progressive Farmer 


Advertising Offices: BIRMINGHAM e RALEIGH « MEMPHIS « DALLAS 
NEW YORK « CHICAGO « LOS ANGELES « SAN FRANCISCO 
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- be displayed in showrooms, also in- 


Goodman Forms Company l 

Stanley L. Goodman, formerly 
director of marketing of Harshe- 
Rotman, New York, public rela- 
tions company, has formed a mer- 
chandising organization, with of- 
fices at 951 Second Ave., New 
York, designed to service small 
companies “which cannot maintain 
highly specialized personnel and 
facilities.” Mr. Goodman said his 
aim was to use his staff as a “mer- 
chandising service department” 
for his clients. 


Chicago Chevy Dealers 
Get Price Posters 

Chicago area Chevrolet dealers 
have been supplied with posters | 
listing factory suggested retail de- 
livered list prices of models. The 
posters, which are large enough to) 


clude Chicago delivered list prices 
for optional equipment and acces- 
sories. The prices include every- 
thing except the 3% sales tax. 


NOTICE! 


DON'T BUY A NEW 
hugh fedelety phomwgraih arte 


on maven whPFSUER 


don't buy an obsolete cartridge 
compatible Electro-Voiwe sterea 


SPLIT SPREAD—Electro-Voice Inc., Buchanan, Mich., says that this is 

the first time an inside front and inside back cover “spread” has been 

used in advertising. The ad runs in the April Hi-Fi & Music Review. 
Herbert Baker Advertising, Chicago, is the agency. 


Farmers’ Favorite 


Starring Earl Hostetler, beloved and authentic 
agricultural consultant. For more than 40 
years professor of Animal Husbandry at North 
Carolina State College... 
followed by college-trained and dirt farmers, 
alike. He swapped academic honors for Pulse 
kudos to push WPTF’s 31-year-old Farm Hour 
to greatest popularity ever. 


lf you want to sell farmers... 


respected and 


Carolina is the fourth ranking crop state in 
the nation .. . place a reservation now on the 
WPTF FARM HOUR. Limited availabilities at 
the moment but seasonable expirations will 
soon provide more avails. 


PETERS, GRIFFIN, WOODWARD, INC. 


National Representatives 


in the 
nation’s 28th 
radio market. 


NATION'S 
28th RADIO 
MARKET 


NIELSEN #2 


WPTF 


50,000 WATTS. 680 KC 
NBC Affiliate for Raleigh-Durham 


Advertising Age, March 24, 1958 


Sales of Chain Stores 


February % Gain 2 Months % Gain 
1957 or Loss 1958 1957 or Loss 

Food Chains 
Colonial Stores ..... $ 34,298,805 $ 32,795,867 + 4.6 $ 68,047,457 $ 65,056,710 + 4.6 
“Grand Union ..... 43,119,566 37,196,355 +15.9 427,876,672 374,155,488 +14.4 


iar 32,811,694 31,492,144 + 4.2 65,720,984 63,161,727 + 4.1 
ee Me dsadeece 136,253,958 123,052,713 +10.7 271,436,328 243,088,628 +11.7 
National Tea ...... 58,921,717 48,227,912 +22.2 116,685,919 95,002,847 +22.8 
rer 163,085,062 157,403,314 + 3.6 324,586,878 310,499,769 + 4.5 
Group Total ..... $ 468,490,802 $ 430,168,245 ; 8.9 $1,274,354,235 $1,150,965,169 +10.7 
Mail Order 
“Montgomery Ward . 55,098,021 55,582,527 — 0.9 a 
"Sears, Roebuck .... 208,771,182 223,749,785 — 6.7 — 
ee 7,225,973 6,637,211 + 89 13,138,076 12,140,683 + 8.2 
Group Total ..... $ 271,095,176 $ 285,969,523 — 5.2 13,138,076 $ 12,140,683 + 8.2 
Drug Chains 
a Fee 5,256,553 4,909,065 + 7.1 10,796,513 10,075,562 + 7.2 
ER wsccewise 18,976,048 17,273,221 + 9.9 38,781,087 34,333,575 +13.0 
Group Total ..... $ 24,232,601 $ 22,202,286 + 9.1 49,577,600 $ 44,409,137 +11.6 
Variety and Miscellaneous 
‘American Stores .. 65,606,445 60,977,151 + 7.6 745,295,877 691,706,099 + 7.7 
A. S. Beck Stores .. 3,903,286 4,182,889 — 6.7 7,363,604 7,581,800 — 2.9 
“Bond Stores ...... 3,701,988 4,664,413 —20.6 52,505,962 56,716,965 — 7.4 
Butler Bros. ....... 11,346,527 9,495,431 +19.5 22,992,636 19,361,192 418.8 
“Diana Stores ..... 1,642,871 1,942,025 —15.4 21,048,204 21,223,144 — 0.8 
Edison Bros. ...... 5,185,056 5,412,594 — 4.2 10,930,595 10,748,789 + 1.7 
«Franklin Stores ... 2,241,254 2,150,352 + 4.2 26,723,172 25,255,972 + 5.8 
Gamble-Skogmo Inc. 6,972,553 6,652,310 + 4.3 14,942,894 13,900,534 + 7.5 
oe eer 20,061,836 22,073,099 — 9.1 40,676,884 41,586,536 — 2.2 
“Grayson-Robinson .. 1,828,518 1,997,575 — 8.5 24,686,905 24,293,001 + 1.6 
*Green, H. L. ..... 5,752,754 6 405,283 —10.2 a 
Hartfield Stores .... 1,068,053 1,156,151 — 7.6 ae 
Howard Stores ..... 1,257,523 1,506,661 —16.5 3,128,439 3,545,496 —11.8 
Kinney, G. R. .... 2,884,000 2,703,000 + 6.7 6,117,000 5,116,000 +19.6 
a eee 21,584,803 22,483,840 — 4.0 43,609,727 43,306,461 + 0.7 
_ i aaa 8,784,113 10,233,321 —14.2 18,326,057 20,597,529 —11.0 
Lane Bryant Inc. .. 4,596,862 5,013,309 — 8.3 9,177,279 9,445,315 — 2.8 
Lerner Stores ..... 8,199,546 8,927,531 — 8.2 ee 
*Mangle Stores .... 1,651,597 1,798,594 — 8.2 aaa 
DE  seasseaene 6,260,269 7,115,601 —12.0 12,953,203 13,883,027 — 6.7 
McLellan Stores ... 3,183,099 3,463,284 — 8.0 —- 
Melville Shoe ...... 6,004,803 6,515,242 — 7.8 13,184,157 13,796,437 — 4.4 
*Mercantile Stores Inc. 8,095,000 8,689,000 — 6.8 — 
4Miller-Wohl Co. .... 1,764,264 2,036,411 —13.4 22,934,498 23,114,729 — 0.8 
Murphy, G. C. .... 10,871,232 11,980,822 — 9.3 22,398,470 23,447,481 — 4.5 
National Shirt Shops 981,438 1,191,893 —17.7 1,993,029 2,312,423 —13.8 
Neisner Bros. ...... 3,604,927 4,154,783 —13.2 7,400,169 7,942,540 — 6.8 
| J. J. Newberry 12,021,777 12,348,330 — 2.6 23,857,842 23,552,905 + 1.3 
Penney, J. C. ..... 65,878,901 69,233,775 — 4.9 146,071,718 145,819,077 +..17 
Rose’s Stores ...... 1,487,442 1,663,417 —10.6 2,782,239 3,063,687 — 9.2 
| Shoe Corp. of America 4,324,596 4,457,504 — 3.0 10,095,589 9,734,903 + 3.7 
| #Sterchi Bros. 853,341 1,291,777 —33.9 17,959,449 18,852,219 — 4.7 
Western Auto ..... 14,547,000 15,457,000 — 5.9 27,629,000 27,445,000 + 0.7 
Winn-Dixie ...... 47,692,156 41,601,317 +14.6 350,904,947 307,573,119 +14.1 
Woolworth, F. W. 50,597,598 52,009,411 — 2.7 102,194,141 102,547,817 — 0.3 
Group Total ..... $ 350,555,527 $ 422,965,096 —17.1 $1,748,562,781 $1,717,470,277 + 1.8 
Combined Total . .$1,114,374,106 $1,161,305,150 — 4.0 $3,085,632,692 $2,924,985,266 + 5.5 
“52 weeks March 1. °One month period. “47 weeks February 22. 447 weeks February 22. «Eight month 


period. ‘Nine weeks March 2. #12 month period. *32 weeks February 8. 


‘Call or write 


gusta (Ga.) market in our new 


It Pays You 


To Get The 
Full Story! 


! misplaced 
sales 
credits 


1 STUDY OF 
IVGUST A, GA. 
WHOLFSALING 


» Southeastern Research Asst, 
tue 


rt? 


Get the full story on the Au- 


presentation, 
Credits.” 
Quite frankly, it gets to the 
point on the right marketing 
support for the right market. 
I'll pay to see this special 
study now! Discover where your 


“Misplaced Sales 


Our Representative “real” 


The Augusta Chronicle 


AUGUSTA HERALD e' 


consumer sales are! 


AUGUSTA, GEORGIA 


REPRESENTED NATIONALLY BY THE 


BRANHAM COMPANY 


NEW YORK—CHICAGO—DETROIT—ATLANTA—CHARLOTTE 
DALLAS—ST. LOUIS—MEMPHIS—SAN FRANCISCO 


LOS ANGELES—MIAMI 
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A CURTIS MAGAZINE 
rr — ae 


HOLIDAY 


Some people have a natural flair for living... 


They go places and do things, see new sights, meet new people, enjoy new 
pleasures. They enrich their leisure hours at home with entertaining, 
sports, music, hobbies. 


It is spirited people like these who read Holiday. For Holiday’s colorful pages 
bring them a wealth of stimulating ideas to satisfy their thirst for 
experience, for more enjoyable living ... a rewarding new look at today’s 
exciting world. 


And happily, with incomes nearly triple the national average, these Holiday 
families can afford the things they want to buy. More and more advertisers 


are reaching this rewarding market in Holiday. Are you? 
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Shun ‘Stupendous’ TV 


Ads; Big Promise, 


Common Touch Sell Best, Says Bea Adams 


Sr. Louis, March 18—Beatrice;keeps packing em in; when the strate dramatically. Sometimes it’s|forms the commercial from in- 


Adams, vp and television creative age-old Americana—the lonely |something 
director of Gardner Advertising | westerner who moves in and cleans |demonstrate with feeling rather | 
Louis Women’s|up the town and moves on—con-|than fact. 


Co., warned St. 
Advertising Club members last 
week against being “frightened in- 
to creating television commercials 
so stupendous they'll go out into 
space without ever making contact 
with the coveted consumer. 

“Some,” she said, “won’t even 
get into orbit. 

“Okay, so in this era of tougher 
selling, the tv commercial is sup- 
posed to perform greater miracles 
than before,” she said. “But does 
it follow that this must then be 
the age of the elaborate production, 
the commercial spectacular? That’s 
the impression I get from some big 
tv spenders. 

“When a supposedly unstupen- 
dous fellow like Lawrence Welk 


oa ; 
|tinue to corral viewers, I wonder 


if there isn’t some way to court 
the customer without making so 
|much whoop-de-do. We all know 
\but sometimes forget that a tv com- 
| mevelal, more than any other ad- 
|vertising communique except door 
to door selling, is a very personal 
thing. 


s “Isn’t there a danger, in this 
tighter economy, of getting so fran- 
tic to achieve the terrific that we 
lose sight of the target? Isn’t there 
a danger of getting so panicky 
that we forget the two basic in- 
|gredients that give a tv commer- 
'cial its power to persuade? I think 
so. The two ingredients I refer to 


| “The big promise—the basic|means the common touch. You 
|selling proposition—is the core of|can’t really separate the two. The 


your commercial. Maybe it’s some- | big promise is the specific benefit. 
thing tangible that you can demon- |The common touch is what trans- 
intangible you must )|truder to friend. 

“For both, you need human un- 
|derstanding. And this is for sure: 
“The current Zest commercials | You can know your product from 
are good examples. Here’s a brand | here to hereafter, but you'll never 
new soap product, with no product |create great commercials until you 
demonstration in the commercials.|know your customer at least as 
And yet you see these people| well. 

swimming, and you get a clean, “For this understanding, you go 
fresh, wide-awake impression—the|to research primarily—qualitative 
word ‘Zest’ personified. What you| research that digs into the reasons 
get out of the commercials isn’t|}why people do what they do. And 
fact, but feeling. And a big promise|don’t get the wrong idea from 
of something pretty wonderful,| Vance Packard’s book. It’s an in- 
even if you can’t put it in words. complete statement to say that ad- 


vertising manipulates people with 
s “But in any case, the big prom-|hidden persuaders. Advertising 
ise should begin and end with the |makes contact with hidden desires. 
consumer—with what the consum- | Knowing something of the hidden 
er wants and why, and how your/desires of your consumer, you'll 
|product satisfies those wants, and|find all sorts of ways to put the 
why,” she said. “Be sure your com- | common touch into tv commercials. 


can rate a terrific listenership; are (1) the Big Promise, and (2)|mercial presents the big promise | 


when an easy-going guy like Como 


the Common Touch. 


laced with persuasion. And that|# “One way is your choice of 


“Outstanding—and that's 
putting it mildly!"’ 


Bomer L 


Los Angeles, San F 


“Sure, | buy time 

for PALL MALL Famous 
Cigarettes on the Crosley 
Stations because their 
greater length of 
audience filters 
commercials farther 

into smooth pleasure 

for advertisers.” 


Interview: lack 


Sullivan, Stauffer, Colwell & Bayles, Inc. Timebuyer, Jack Canning, 
tells why he selects WLW TV-Radio Stations for PALL MALL Cigarettes. 


“Yes, WLW Television and Radio 

Stations really pack in a full house of 
viewers across the Midwest and into the 
South for sponsor's sure-fire sales success."’ 


Call your WLW Stations Representative . . . you'll be glad you did! 


Network Affiliations: NBC; ABC; MBS « Sales Offices: New York , Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Sales: Detroit, 
& Associates, Inc., Atlanta, Dallas... . 


Television 
Indianapolis 


. «+. Crosley Broadcasting Corporation, a division of Avco 


Advertising Age, March 24, 1958 


words. Not the crunchy kind you’d 
feel silly using face to face, but the 
warm pungent kind. Words that 
by their very shape and sound and 
association and use dig in and stir 
up the emotions. Having the right 
words for your commercial, you'll 
see that they’re delivered right, too. 

“The common touch isn’t 
achieved by fist pounding and fast 
talking. It calls for more heart, less 
hammer...The right words, the 
right delivery, and then, the right 
person to make the delivery; some- 
one who can project the common 
touch. 

“You can’t dream up this vital 
video sitting staring at a typewrit- 
er. You have to hash it out, act it 
out, with art director, producer, 
other writers. Because one thing 
you learn pretty fast in this busi- 
ness is: There are no solo parts. 
Writer, art director, producer— 
everyone’s in the act; everyone 
works together from start to finish. 

“Sometimes you shoot the film 
without a script—but with the big 
promise firmly in mind. This is 
particularly desirable when you're 
| working with babies or with dogs 

. . you can’t predict what won- 
derful thing the camera will catch, 
so it’s best to shoot first—then 
write copy to fit. 


. “Who comes up with the big 
jidea? Who injects the common 
touch? Who knows? Most of the 
time it’s the result of a lot of cross 
fertilization, with no one quite 
knowing who did what, but with 
|everyone getting his big kick from 
seeing the finished commercial on 
the screen and knowing it’s solid. 
Solid enough to hold its own even 
|in these days of stringent economy. 
Solid enough to pull its own weight 
even in these days of sudden rec- 
ognition of the commercial’s worth. 
| “And I predict—in this year of 
|1958, which promises quite a crop 
of commercial spectaculars—that 
the simple slice-of-life commercial 
with the big promise and the com- 
mon touch will win by more than 
\a whisker.” # 


Lentheric Increases Push 
for Tweed, Adam’s Rib 

Lentheric division of Helene 
Curtis Inc. has stepped up its 
campaigns for Tweed and Adam’s 
Rib fragrances. Beginning in April, 
a monthly b&w campaign for 
Tweed will appear in Charm, 
Glamour, Ladies’ Home Journal. 
Mademoiselle, McCall’s, Seventeen 
and The New Yorker. The theme 
is “There’s something about 
Tweed.” 

The Adam’s Rib ad has a black 
background with illustrations and 
copy in white. lt shows a sketch of 
an apple with a bite out of it, next 
to the headline: “Ever since Eve.” 
The media list includes Esquire, 
Harper’s Bazaar, Holiday, The New 
Yorker, Playbill and Vogue. Gor- 
don Best Co., Chicago, is the agen- 
cy. 


Prescriptions Up 16%, 
Bulk to Independents 


An alltime record of $1,693,340,- 
000 was paid for prescriptions last 
year, according to the 19th annual 
|prescription study made by Drug 
Topics, New York, which will be 
published March 31. This is an in- 
crease of 16% over the 1956 expen- 
diture and represents 641,330,000 
prescriptions issued by doctors. 
The average price for a prescrip- 
tion rose from $2.49 in 1956 to $2.64 
last year, a 6% increase. 

Independent drug stores did the 
bulk of prescription volume, $1,- 
535,000,000 compared to $158,240,- 
| 000 by chain drug stores. 


— Modern Merchandising 


Augusta Knitting Corp. has ap- 
|pointed Modern Merchandising 
Bureau, New York, to handle its 
Jones line of underwear, sleepwear 
and sportswear. Seklemian & 
|North, New York, is the previous 
| agency. 
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DO YOU WANT 
37,000,000 CONSUMERS 
LOOKING FOR YOUR ADS? 
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“The continuing suspense comic 

strip sells next Sunday’s paper. 

This is the secret of Milt Caniff’s 
success with ‘Steve Canyon’ and one 
of the reasons for the loyalty of 

the comics audience. | see no 

reason why an advertiser can’t 
enjoy the same loyal following.” 


William P. Steven 
Executive Editor, Minneapolis Star and Tribune 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


260 MADISON AVENUE NEW YORK 16, N.Y. MURRAY HILL 9-8200 
CHICAGO + DETROIT: LOS ANGELES * SAN FRANCISCO 


“The reader’s dynamic interest 
in the suspense and conflict 
involving the almost real people 
of comics explains the effective 
appeal of the continuity 

strip, whether it be editorial 

or advertising.” 


Dr. Daniel Starch 
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Ethical Drug Field 
Goes Booming Along 


(Continued from Page 3) 

its page at the one-time rate, car- 
ried 1,034 pages in January and 
February, compared to 828 in the 
same period last year. Medical 
Economics, which switched this 
year from monthly to bi-weekly 
publication, carried 544 advertis- 
ing pages in the first two months 
of 1958, as against 456 in the same 
period last year. 


@ MD, a slick-paper Time-like 
newsmagazine launched in Jan- 
uary, 1957, has scored a phenome- 
nal success. A monthly mailed free 
to every doctor in the country, MD 
now has the highest page rate in 
the field—$1,260 at the one-time 
rate—and has attracted so much 
advertising that the publisher an- 
nounced in the March issue that 
advertising henceforth will be lim- 
ited to 100 pages an issue. 

MD already is carrying this 100- 
page limit and is turning down 
$10,000 worth of advertising every 
month. The book grossed $800,000 
in ad volume in 1957 and expects to 
hit $1,500,000 this year. 

The New England Journal of 
Medicine, official organ of the| 
Massachusetts Medical Society, al- 
so limits advertising, and the Phar- 
maceutical Advertising Club of 
New York, concerned over what 
has been called a “glut” of medi- 
cal promotion, is now polling its 
members on whether they think 
journals should limit advertising. 


® Behind this tremendous surge is 
a flood of new products. In 1957, 
for the third year in a row, more 
than 400 new ethical drugs were 
put on the market. New antibiotics, 
new tranquilizers, new steroids, 
the polio vaccine, the Asian flu 
vaccine, new antihistamines, an 
oral penicillin, an oral diabetic 
treatment and new analgesics all 
contributed to the stepped-up mar- 
keting programs. 

American Druggist, in its annual 
survey of prescription trends, to 
be released in its March 24 issue, 
found that prescription dollar sales 
in 1957 mounted to $1.64 billion— 
a 12.1% increase over 1956. Even 
more impressive is the 10-year 
comparison. American Druggist 
points out that prescription drug 
sales in 1957 were 173% above) 
those of 1948. 


Ad Investments Up 


Who are the major ethical drug | 
advertisers? According to Medical 
Promotion Records Inc., Darien, 
Conn., the following were the 14 
leading advertisers in medical 
journals and direct mail during 
1957: 


s Abbott Laboratories; Ciba Phar- 
maceutical Products; Lederle Lab- 
oratories division of American 
Cyanamid Co.; Eli Lilly & Co.; 
Merck-Sharp & Dohme division of 
Merck & Co.; Parke, Davis & Co.; 
Chas. Pfizer & Co.; A. H. Robins 
Co.; Roche Laboratories division of 
Hoffman-LaRoche; Schering Corp.; 
Smith, Kline & French Laborato- 
ries; Wallace Laboratories division 
of Carter Products; Warner-Chil- 
cott division of Warner-Lambert; 
and Wyeth Laboratories division of 
American Home Products. 

Each of these companies is a 
$2,000,000-plus advertiser. Two) 
others that also may rank in this | 
class are Upjohn Co., which spends | 
about $1,500,000 annually to pro- | 
duce “Scope,” a weekly newspaper | 
for doctors, and Bristol Laborato- 
ries division of Bristol-Myers, 
which mounted a major advertis- 
ing attack in the latter half of 1957 
for Tetrex, a broad-spectrum anti- 
biotic. bs 

Ad budgets of most companies | 


are up sharply this year, ADVERTIS- 
ING AGE found in a survey of com- 
panies and agencies. 


e Lederle Laboratories, kingpin of 
the antibiotic market with Aureo- 
mycin and Achromycin, is one of 
the top five advertisers in the field. 
In January, 1958, the company 
spent $186,000 in medical journal 
space alone, a reflection of the lav- 
ish introduction of a new steroid, 
Aristocort (AA, March 10). 

Austin Daly, Lederle ad man- 
ager, told AA the company’s 1958 
budget is in the neighborhood of 
$4,000,000. “The total budget has 
not been increased,” he said, “but 
the direction has been changed 
with greater emphasis on medical 
journals.” Last year Lederle split 
its budget 50-50 between journals 
and direct mail; this year two- 
thirds of the budget will go to the 
journals. The reason: “Lower cost 
per 1,000.” 


e Abbott Laboratories, one of the 


tack fromm the brink with 


Pacatal 
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THE HAPPY PILLS—Tranquilizers continue to get heavy 
play in the ethical drug field. Here are 1958 ads for 


“Prank! We really nviesed you! 


| oldest and largest companies in the | 
field, also is cutting down on direct | 
imail. William D. Pratt, ad man-| 


ager, said direct mail was cut 642% 
in 1957, with a similar cut planned 
for this year. Abbott currently is 
putting about 25% of its advertis- 
ing into direct mail, 40% into med- 


ical journals. Sales helps are being | 


increased. 

Abbott has about 600 products, 
of which 32 to 36 are promoted 
during a year. It continues to place 
its ethical drug advertising direct- 
ly, maintaining, in effect, a com- 
plete advertising agency at its 
North Chicago headquarters. There 
are 35 to 40 people employed in 
the creative department alone. 

Harmonyl, a _ tranquilizer, got 


considerable introductory advertis- 


ing from Abbott in 1957. 


e Eli Lilly, the industry’s volume 
leader, with sales of $199,800,000 in 
1957 (Lilly’s inherent conservatism 
kept the company from keeping its 
| books open long enough to claim a 
$200,000,000 volume), is another 
producer that maintains an exten- 
sive advertising department of its 
own. It does use Fuller & Smith 
& Ross, Cleveland, for billing pur- 
poses, but A. J. W. LeBien, vp- 
marketing, says the company pro- 


relaxes 


both 


muscle 


without 
impairing 
mental 

or physical 
ellicieney 
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ONE-STOP PRESCRIPTION—Bristol Laboratories division of Bristol-Myers 

is using spreads like this to introduce a new product, Tetrex-APC 

(with Bristamin), an ingenious combination of an antibiotic with an 

aspirin compound and an antihistamine. Result: When doctors are 

confronted by patients who have colds, they can prescribe a single 

package product instead of the old routine of an antibiotic and 
aspirin. 


duces “more than 80%” of its|and does about one-sixth of the 

advertising materials. jindustry’s business. Polio vaccine 

Lilly has about 1,100 products sales accounted for 15% of the ’57 

volume; Mr. LeBien notes, some- 

me what sadly, that there is still a 

“Ss % huge untapped market for the vac- 

cine. Mr. LeBien stresses the “sat- 

|isfaction”’ one gets from working 

|in an industry “where ail your ef- 

i forts are devoted to making life 
more pleasant.” 

Lilly advertising runs in every 
medical publication in the nation 
and is amply supported by a sci- 
lentifically organized direct mail 
|effort and a field force of 1,000 de- 
|tail men. The Lilly trademark is 
a sales powerhouse among doctors. 
In 1957, the company introduced 
Darvon, a non-narcotic pain-killer, 
jand before the year was out the 
/new analgesic had racked up more 
than 1,000,000 prescription sales. 

e Warner-Lambert’s ethical divi- 
sions, Warner-Chilcott and Nepara 
_ |Laboratories, report that “business 
|is up, so budgets will be up.” Here 
lthe industry’s traditional ratio of 


a a 


Thorazine* Spansule’ =,” 


Wallace’s Miltown, SKF’s Thorazine and Warner-|79% direct mail and 30% journals 
Chilcott’s Pacatal. | 


“remains quite constant.” One new 


SAN FRANCISCO GOLDEN GAIT 
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product will 
toothbrush. 


e Bristol Labs reports it has in- 
creased its budget “approximately 
15% without allowing for any new 
product introductions.” New prod- 
ucts will get new money. The ad- 
vertising mix is currently 574% 


journals and 424% direct mail, | 


compared to 374%% journals and 
624%2% direct mail in ’57. 

Bristol explains that last year’s 
heavy use of direct mail was due 


to the introductory campaign for | 


Tetrex, where the “quick impact 
of direct mail was needed.” 


eChemway Corp.’s division of 
Crookes-Barnes, one of the small- 
er units in the industry, has in- 
creased its budget by 60%. Its sales 
were up 50% last year. The com- 
pany has just acquired L-Gluta- 
vite, a bio-chemical brain stimu- 
lant, from Gray Pharmaceutical 


| 


New York, March 
| Pfizer & Co. sent its annual report 
| to stockholders today and will pub- 
lish it March 23 as a 16-page sup- 
plernent in the Sunday New York 
| Times. 

Pfizer, ethical drug and chemical 
producer, issued its annual report 
as a newspaper supplement last 
year also. 

This year the report features a 
seven-page illustrated commen- 
tary, “Inside Pfizer,” written by 
John Gunther. Mr. Gunther’s 5,000- 
word article is based on visits to 
Pfizer plants, offices and labora- 
tories and interviews with com- 
| pany officials. 


s Pfizer says Mr. Gunther’s article 
| “is believed to be the first by a top- 


be a prophylactic Gunther Writes Novel ‘Inside’ Report as 
Pfizer's Net Shows 25% Increase in 1957 


18—Chas. story to tell stockholders in the non- | Pfizer products and the newly-or- 


Gunther part of the report. Total 
sales went over the $200,000,000 
|mark for the first time, reaching 
| $207,151,269, compared to $178,- 
362,196 in 1956. 


® Net profits also were up sharply, 
\from $18,253,979 to $22,908,544. 
Mr. McKeen attributed the sales 
| gains to new products and use of 
Pfizer antibiotics and other phar- 
|maceuticals in treatment of the 
worldwide Asian flu epidemic. 

He reported that Pfizer spent 
$10,000,000 in 1957 on research— 
about 5% of sales. 

The annual report sent to stock- 

| holders today is identical with the 
supplement to appear in the Times. 
Editorial Projects Inc., New York, 


Co. About 85% of the budget will ranking author to appear as part of |helped to prepare the report for 


go into direct mail. 
e Purdue, Frederick & Co., which 


a corporate annual report.” 
John E. McKeen, president of 


| Pfizer. The advertising supplement 
)was placed by MacManus, John & 


promotional materials for its five) 


laxative products, has increased its | 


73 


jits billing to be up a cool 100% 
jthis year. The agency now has 28 
employes and plans to add more. 
|It will be introducing two new 


Achromycin, Sung 
by Lederle, Leads 
Ethical Hit Parade 


New York, March 18—Achromy- 
cin, Lederle’s broad-spectrum anti- 
ABBOTT CAMPAIGN BOOSTS | bictic, led the prescription hit pa- 
LOEWY-DESIGNED BOTTLES rade in 1957 for the third year in 

il a row, according to figures devel- 
na’ Gel catan tar Sapanee oped by the Medimetric Institute. 
Loewy, are being introduced by| !!,118,000 prescriptions for Ach- 
Abbott Laboratories for its Sucaryl |"omycin were filled during the 
and nutritional products. year. Another 7,184,000 prescrip- 

The tapered Sucaryl and wide-| tions were filled for its sister prod- 
mouthed, wasp-waisted vitamin|¥Ct, Achromycin V. _ 
bottles are being promoted as din-| 1m second place again was Wy- 
ner table accessories. The liquid i B fag ccnmr dl —— ms 

; _ | 12,994, prescriptions. - 
Sucaryl bottle has a functionally cdiinn to Gene that Wallace Lakes 
atories’ Miltown, which is identical 
with Equanil, ranked only 14th 
(4,963,000 prescriptions) . 

Parke, Davis’ antibiotic, Chlor- 
omycetin, which was hurt by ad- 
verse publicity several years ago, 
made a startling comeback in 1957, 
rising from 15th to 8th place, with 


ganized professional products divi- 
sion of Johnson & Johnson. 


5,932,000 prescriptions. Schering’s 


budget by 50%, the bulk of it go- 
ing into direct mail. At least three 
new products will be introduced 
this year. 


e L. W. Frohlich & Co. (Parke,|e Robert E. Wilson, president of 


Davis, Johnson & Johnson, Scher- | the agency (Bristol, Lehn & Fink,}] 


ing) is another agency that has | Eaton, Roche) bearing his name 
expanded tremendously with the|said he could think of only two 


Chlor-Trimenton, an antihistamine, 
moved up from 13th to 7th place. 


s Of the 14 top prescription sell- 


|ethical drug industry. It has added 
e Roche Laboratories says its some 60 people to its staff in the 
budget is “basically the same,”|past two years and now employs 
with direct mail getting slightly |about 300. L. W. Frohlich, president 
more this year than journals. The and founder of the agency, reports 
company has come back strong in|that “because of new product in- 
direct mail after experimenting |troductions clients are now invest- 
with a greater emphasis on jour-|ing more money than before and 
nal space. lare providing more true service 
items for doctors.” The company 
also has expanded internationally 
through a subsidiary, International 
Marketing Services, which operates 


Agencies Prosper 


= Among the agencies specializing | agencies under that name in Mex- | 


in ethical drug advertising, the | ico, Great Britain and Germany. 


story is the same: Budgets oe UP, |» Paul Kliemtner & Co. (Pfizer, 
and staffs have been increased. 


|Ayerst, Bristol) expects its 1958 
e William Douglas McAdams Ince. billings to be up between 20 and 
(Ciba, Pfizer, Upjohn, Warner-|25%. The agency now employs 
Chilcott), perennial leader of the | 44 persons, up 10% over last year, 
field, has expanded by nine times |and plans to hire more in the next 


\“small” accounts which were not] 


increasing budgets this year. He 
|reported that the agency now has 
26 employes, compared to 11 at 
this time last year, and will soon 
need additional personnel in the 
art and clerical departments. 


e Cortez F. Enloe Inc. 
Roche, Squibb, Winthrop) reports 
that clients have increased budgets 
“without an exception.” James M. 
McKibbin, vp and general man- 
ager, estimated the total increase 
at between 20 and 25%. He said 
the agency now has 46 employes. 


e Noyes & Sproul (Baxter, Rob- 
ins, Organon, Revlon), according to 
|Dorothy Noyes, vp, secretary and 
treasurer, finds most clients’ budg- 
ets are up, with the increases rang- 
ing from 15% to 3344 %. 


(Ayerst, | «= 


New table bottles tor Sucary! 


Make weight watching even more pleasant 


Sucaryl 


SLEEK—Abbott Laboratories’ new 

Sucaryl bottle will be introduced 

with this color page in the April 
Ladies’ Home Journal. 


curved top, tapering to a _ point, 
which will mean added ease in 
pouring the solution, Abbott says. 
The wide neck of the vitamin bot- 
tle enables the user to pick up his 


ers, six were tranquilizers or prod- 
ucts for mental well-being. Smith, 
Kline & French placed three in 
this group—Dexedrine, Thorazine 
and Dexamy]l. 

The Medimetric Institute found 
115 products with more than 1,- 
000,000 prescriptions in 1957, com- 
pared to 107 in 1956. + 


jand minerals when they’re on the 


table at mealtime.” 

The vitamin bottles are capped 
and banded in gold. Each bottle 
bears only the name of the tablet. 
All necessary data, required by the 
government, are presented on the 
sleeve that wraps around the top, 
bottom and two sides of the bottle. 


® Promotion of the new designs 
kicked off with a six-page, gate- 


in the past 10 years, now bills more 
than $10,000,000. Dr. DeForest Ely, 
president, reports that clients’ 
budgets are now running from 10 


few months. Dr. August Fink, for- 
merly assistant professor of psy- 
chology at Columbia University, 


e Burdick, Becker & Fitzsimmons 
(Squibb, Lederle, Johnson & John- 


tablets one at a time rather than 
pour and perhaps spill them, ac- 
cording to Abbott. “But, most im-| 


fold insert in March and April in 
four national drug trade publica- 


FORT WAYNE. WOWO, CHICAGO, WIND: PORTLAND. KEX 


has been brought in to direct mar- 


to 15% ahead of last year. ket research activities. 


|son, Pfizer), which went into busi- 
ness in November, 1956, expects 


portant, of course, you’re more | 
likely to remember your vitamins 


Bay Area shoppers busy buying products advertised 


Me 
-_ 


on KPIX's “This Morning" For announcements soon 


/ 


available on San Francisco's only local, live morning j 


Sk 


television program, call Lou Simon or your Katz man. 


aa Brisk, pre-sold stride adopted by thousands of 


a 


no selling campaign is complete without KPI X K CBS in SAN FRANCISCO, CHANNEL 5 


. TELEVISION — BOSTON, WSZ-TV: PITTSBURGH, KDOKA-TV; CLEVELAND, KYW-TV; BALTIMORE, WJZ-TV; GAN FRANCISCO, KPIx 
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UNLIKE ANY YOU'VE EVER SEEN 


FOR NUTRITIONAL PRODUCTS 


WASP-WAISTED—Gold capped and 

ringed bottles for its nutritional 

products are being promoted by 
Abbott Laboratories. 


tions. A color page for Sucaryl 
(Abbott’s only consumer-adver- 
tised product) is scheduled for the 
April Ladies’ Home Journal and 
April and May issues of Today’s 
Health. The new packages also will 
be promoted to the trade with 
pages in 42 regional and state drug 
publications. 

Tatham-Laird, Chicago, is the 
agency for Sucaryl; Abbott handles 
the remainder of its advertising 
direct. + 


Porter-Cable Moves to Mathes 

Porter-Cable Machine Co., Syra- 
cuse, N. Y., manufacturer of elec- 
tric woodworking tools for home 
and industry, will move its account 
April 1 from Lawrence C. Gumbin- 
ner Advertising Agency to J. M. 
| Mathes Inc., New York. 
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Atherton Clark 


GREETINGS—Alfred A. Atherton, Atherton Mogge Privett Inc., Los An- 

geles, chairman of the Southern California council of the American 

Assn. of Advertising Agencies, and August A. Nelson, Four A’s vp, wel- 

come a new member, Darwin H. Clark, Darwin H. Clark Co. The Clark 

agency became a Four A’s member through its purchase of Brennan, 
McGary, Robinson, Houston (AA, Nov. 18). 


Robertson Brown 


tv MAW—“Joy of Feeding the Monster,” a symbolic work depicting 
the creation of a tv commercial idea, has been adopted as the cor- 
porate emblem of Adver/Sonic Productions Inc., Chicago. “The vari- 
ous emanations from brain (upper right), ear, heart and eye repre- 
sent the tv writer’s ‘total experience as an individual’,” Adver/ Sonic 
insists. “Drawing from this experience ...the writer transmits ideas 
into words via typewriter keys. Then... music is added, resulting in 
the final picture seen on the tv screen.” 


i 
Aren't you glad...\y she remembered beer! 
7 


Beene ye tet Beer Me meet betes nme 


° we Oe exe limo 
2 Qrornes 
Black 


TOTAL COMFORT—This color spread will be used by Owens-Illinois 

Glass Co. in the Memorial Day issue of Look as part of its 1958 pro- 

motion to increase the sale of beer—in non-returnable glass bottles. 
J. Walter Thompson Co., New York, is the agency. 
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GOLDEN SPpikE—Carlton T. Sills, ad and publicity manager, Denver & 
Rio Grande Western Railroad Co. and president of the Assn. of 
Railroad Advertising Managers, points to the Hyatt Bearing division 
ad which won this year’s Golden Spike award for the advertiser 
outside the railroad business who makes the outstanding contribu- f 
tion to better understanding of railroads. Looking on are Alex Rob- } 
ertson, ad manager, Missouri Pacific Lines, and new association 

president; Shelburne C. Brown, account exec for D. P. Brother & } 
Co., Hyatt agency; Charles C. Wardwell, ad manager of Hyatt; John 

R. Gilmartin, Hyatt general sales manager. 


Chase 


FASHION & FRIENDS—Posed in Roaring ’20s style, girls 
from Gardner Advertising Co., St. Louis, show off 
their new-style dresses despite static from the side 
lines. Modeling their own versions of the “sack” 


CHAMPAGNE PARTY—In celebration of 

the 100th anniversary of the Mer- ) 
cier Champagne Co., M. Jacques 
Mercier, third generation scion of 

the champagne family, and his 
wife, the former Marquise Claude 

de Hillerin de la Touche de Boitis- 
sandau, are making a coast-to- 
coast tour of the U. S., arranged by i 
Grant Advertising, Chicago. Here 
Mme. Mercier and Will C. Grant 
demonstrate the product at a press 
reception in Chicago. Grant ac- 
quired the account when it bought 
Abbott Kimball Co., agency for | 
Dennis & Huppert, New York dis- 
tributor of the champagne (AA, 

Feb. 17). 


Wardell Sills 


Gilmartin 


= . 


Mann Petersen Boeker Leopold Burns 


are Harvey Burns and Bernie Leopold. The girls in 
the lineup are Beverly Black, Becky Chase, Maxey 
Lou Mann, Jackie Petersen and Marlene Boeker. 
(Story on Page 77.) 


Davis Fagan Brenner Schuckle Duffy levy 


REGIONAL AAAN MEETING—The reception closing the all-day session in New York of the 
Northeastern region of the Affiliated Advertising Agencies Network attracted these 
people: Burton F. Davis and Herbert C. Schuckle, Emery Advertising Corp., Baltimore; 
Barbara Fagan, W. Craig Chambers Inc., Pittsburgh; Leslye Duffy and David Levy, 


Stokes Brenner 


Davis Eastwood Rahel Mrs. Emery Mrs. Rahel 
John Mather Lupton Co., New York; Kenneth A. Brenner and Malcolm T. Stokes, 
Foltz-Wessinger, Lancaster, Pa.; Myron L. Eastwood, Hoag & Provandie, Boston; Al- 
bert W. Emery Jr. and Walter E. Rahel, Harris D. McKinney Inc., Philadelphia, and 
Mrs. Emery and Mrs. Rahel. 


Emery 
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they ask Walter Karch or mwaurce, wis 
who reads MECHANIX ILLUSTRATED 


Neighbors naturally look to Milwau- 
kee’s Walter Karch for advice on hi-fi. 
He designed and built the handsome 
cabinet pictured above, and assembled 
the units from component parts. The 
tape recorder can be removed and used 
as a portable. The infinite baffle-type 
speaker is built into a decorative 
shadow box on another wall of the living room. The entire Karch 
home is wired with speaker jacks that can be centrally controlled 
from the living room. A built-in timing device is another feature 
of this outstanding set. 


High fidelity is just one of the many interests that occupy the 
leisure hours of this MECHANIX ILLUSTRATED reader. A 
Design Engineer for the Square D Company, he is also an avid 
camera enthusiast, a hobby he shares with his wife. His fully- 


equipped dark room includes an electronic print timer that he 
built himself. 


Of course, Mr. Karch has a complete home workshop. In the 
smaller illustration he is shown working on an elaborate self- 
designed gun cabinet. Another recent project was a hunting skiff. 


Sources: Starch Consumer Magazine Report, June, 1957 
1957 MECHANIX ILLUSTRATED ‘‘Do-it-Yourself”’ Survey 


Over a million and a half men turn to MECHANIX ILLUS- 
TRATED every month to find ideas and inspiration for projects 
to make, the latest information on cars and car upkeep, hunting, 
fishing, photography—all things of interest to men. 


Like Mr. Karch, most of these men readers are more than casual 
“do-it-yourself” amateurs. They have the skill and determination 
to start a job and see it through. They know the personal satisfac- 
tion of doing things for themselves. Their neighbors and friends 
are aware of this, and turn to them for help and advice which these 
M.I. readers supply. In addition, these neighborhood advisers 
recommend tools and materials, all kinds of brand name products 
—products they buy and use themselves. Isn't it logical that many 
of these products are advertised in MECHANIX 
ILLUSTRATED? 


ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 


CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO + MIAMI 
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STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-sponning Army 
Times service publications are 
the mass circulation media read 
most by the militory. Write or 
call for full information. 


ARMY TIMES + AIR FORCE TIMES + NAVY TIMES 


The American WEEKEND * MILITARY MARKET Magazine 


The ARMY-NAVY-AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Boston, Chicago, Charleston, 
S. C., Dallas, Detroit, Honolulu, Los Angeles, 


JWT ‘TV Manual’ 
Helps Clear Air 
on Ratings Role 


New York, March 18—The ABCs 
of television—from its early back- 
ground and growth through color 
—are covered in J. Walter Thomp- 
son Co.’s new “Basic Tv Manual.” 

The manual, half of which has 
been distributed to clients and 
agency personnel, was prepared as 


a working reference source. It was | 


portance of audience characteris- 
tics. 

The manual says that “much of 
the confusion that exists about rat- 


commercials. 

This is the rating formula as set 
forth in the booklet: 

Coverage area homes + per cent 


Advertising Age, March 24, 1958 


|sized. The agency feels that meal- 
time, bedtime and habits have a 
|stronger influence on tv viewing 
patterns than do the big “hit” 


ings—particularly in the minds of of sets-in-use + program share of shows that come along with much 


|;columnists and performers who 
criticize the inconsistency and lack 
of logic in their use—springs from 
their own efforts to compare spe- 
cial purpose ratings that measure 
entirely different aspects of a pro- 
gram audience.” 

It then poses the question— 
“What, therefore, is a rating?” The 
answer: “It is a measure of the 
size of the audience reached by a 
program. It can be stated in terms 
of: 

“1. Homes or people. 


audience — 
homes rating. 

For convenience the average au- 
dience rating is a simplified index 
version of this formula: 

Per cent of sets-in-use + pro- 
gram share of audience — average 
audience rating. 


average audience 


s The coverage factor is defined as 
| “the total number of tv homes that 
are able to receive an acceptable 
quality sound and picture signal 
from any of the stations that broad- 


|put together in loose-leaf form so | “2. Per broadcast or cumulative cast a program.” It is not necessary 


| that subject matter can be kept cur- 
|rent. This tv tool now goes on to 


‘the agency’s reference shelf along- 


|rial covering newspapers, maga- 
zines, comics, outdoor and radio. 

Chapter titles of the “Tv Man- 
jual” indicate the ground covered: 
|background and growth, tv audi- 
ence, networks, programming, pro- 
grams as commercial carriers, how 
‘tv is bought, and color. 


| 


|/@ A great deal of attention is de- 


audience achieved during one week 


| or four weeks. 


| cast. 

“4. Per cent of all U. S. homes or 
per cent of homes in a specific 
area.” 


|@ The average audience measure- 
ment—that is the measure of the 


audience during the average min- | 


ute of the program—is singled out 
as the “heart of the entire rating 


“3. The average minute, 15-min- | 
side similar basic reference mate-_| ute periods or total period of broad- | 


for a home to actually spend time 


tuned to a station in order to be in- | 


cluded in a coverage area. 

“It is actually possible to choose 
| 60 stations for a network program 
, that would have the same total cov- 

erage factor as another list of 90 
| stations. Similarly, a carefully se- 
|lected lineup of 90-100 stations on 
| any of the networks can have a cov- 
| erage factor embracing 90% of all 
| U.S. tv homes. Increasing the line- 
|up to the entire list of 180 or more 
network affiliated stations would 


voted to clarifying such subjects as | system.” It also was said to provide | only increase the coverage factor to 


Miomi, New York, Philadelphia, San Francisco. |Tatings, what they are and how to the closest approximation now pos- 
FOREIGN OFFICES: Frankfurt, London, Paris, |USe them, cost per thousand terms sible to the number of homes ex- 


Rome, Tokyo. 


and what they mean and the im-! posed to a sponsor’s individual | 
| ping fringes between stations that 


“We've been 
raidec 


again, J. B.!” 


NEW EMPLOYEE INCENTIVE PLAN 


makes productive people stay 


Many a plan has never gone into action because an 
apparently contented productive person suddenly left 
the company. Apart from contributing to already high 
operating costs and loss of training investments, em- 
ployee turnover sets back the clock of your growth 


program. 


The new Selective Incentive Plan has been designed 
to provide you with a cumulative security program 
for your selected employees. It is so simple and inex- 
pensive that it will not be felt on your ledger. Yet its 
effect on your productive people, their families and 


your business are far-reaching. 


S.LP. offers “large company benefits” to the smaller 


“Productive People are your most important Asset” 


r--= 


organization. It is tailored to fit each selected employee 
and your budget. 
grow better ... more speedily. 


It is a tool to make your business 


Write today for information on S.1.P. 
Mutual Benefit Life Insurance Co., Dept. AD. 
Newark 2, New Jersey 


Please send me your free booklet 
“Green Light to Business Growth”. 


7 


Zone___ State. 


MUTUAL BENEFIT LIFE 


The Insurance Company for TRUE SECURITY 


about 96% of all the U.S. tv homes,” 
the manual says. 
Longer lineups mean overlap- 


| cover the same territory. However, 

overlapping means that the adver- 
|tiser may pick up more regular 
viewers in those areas. 

Intensity of coverage, as well as 
| potential coverage, should be con- 
| sidered when setting up a station 
lineup for a program, it was sug- 
| gested. 


s As to sets-in-use, an analysis of 
Nielsen data shows a “consistent 
seasonal pattern” for the past sev- 
eral years, with a mid-winter peak 
jand a July-August low. But the 
warm weather decline goes from 
|51% in the 6 to 7 p.m. period to 
practically nothing for the late eve- 
| ning Monday through Friday hours. 

The importance of the family’s 
daily living habits in determining 
the audience’s potential is empha- 


fanfare each season. The initial ex- 
| citement of such tv shows may tem- 
porarily raise the sets-in-use level, 
but the effect of the publicity- 
inspired spurt “washes out” in the 
12 months average. 

| Share of audience has become a 
|more important factor now that 
there are more tv stations compet- 
ing for the available tv viewers. A 
strong program facing a weak com- 
petitor may get a higher rating in 
a low sets-in-use period than does 
an equally good show programmed 
in a high sets-in-use period against 
strong competition. 


= The agency notes that the Tren- 
dex multi-city ratings are used to 
provide a fast indication as to 
how the creative and production 
changes in a telecast are working 
out. They are quite effective for 
this, but should never be mis-used 
| as a national rating, which they are 
| not. 
| The reasons for the widespread 
|use of the average audience rating 
are spelled out in detail. Among 
them: 
| 1. They provide the best indica- 
|tion of exposure to an individual 
| commercial. 

2. They provide a base for the 
measurement of the different com- 
mercial impressions delivered in a 
single program. 
| 3. They provide a basis of com- 

parison for shows and commercials 
| of varying length. 

| What ratings show about cumu- 
\lative and duplicated audiences 
|also is set forth in detail, and def- 
\initions are given to simplify the 
| subject. + 


| 

|Broquet Named to New Post 

| Meldrum & Fewsmith Inc., 
/\Cleveland, has named Charles J. 
| Broquet account executive on sales 
|promotion for the tractor and im- 
|plement division of the Ford Mo- 
tor Co. account. Mr. Broquet, with 
the agency since 1955, will work 
from the agency’s office in Bir- 
mington, Mich. 


Savings in time and money 
offered by “central” printing 


facilities 


201 E..16TH AVE 


location with complete production 


Shipping or mailing your publica- 
tion, catalog, broadside or similar 
printed material is often faster and 
more economical when you use a 


centrally located source such as 
ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 5 editions 
of TV Guwe Macazing, typical of 
the quality printing and handling 
facilities we offer. 


ECONOMY? 


Si rth r ; 


Ph oe 


Sees eeeeeeeeeeeeeee 
TIME AVAILABLE ON THIS 
WEB-FED OFFSET PRESS! 


Newly installed for high speed 
production—one to four colors 
—page size 84” x 11” and 
multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 
COMPLETE SERVICE 
®@ From Art to Mailing 
@ Intelligent Production 
Counseling 
© Web-fed Offset and 
Letterpress 
LPR RE RRERE RE REESE SE FS 


HENRY WURST, Inc. 


e NORTH-KANSAS CITY, MO 
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|Hupp Names Spurgeon, Walter 
Hupp Aviation Co., Chicago sub- 
sidiary of Hupp Corp., maker of 
aircraft and missile components, 
has named Kenneth M. Spurgeon 
advertising manager. He formerly 
*\was midwestern advertising and 
merchandising manager of the 
Washington State Apple Commis- 
sion. Hupp’s Huppower division, 
Detroit, maker of automotive heat- 
ers and electric regulators, 
named William H. Walter manager 
of its new market research depart- 
ment. Mr. Walter previously did 
|research work for Chrysler Corp. 
EASY TEAR—No overwrap and a new and Electric Storage Battery Co. 
tear-strip opening device—both 


has | 
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i i ld be, firm; Alvin Weinstein, author of 
Don't Be Creative be decided. A firmer case could be firm 


established if it was a second set or “Everyone’s Income Tax”; and Mr. 
Schraer. + 


| 


Filling Tax Forms, 
Copywriters Warned 


(Continued fram Page 2) 


|a color set. = i 

Other items held deductible were 
professional club dues, trade pub- Catholic Press Council Elects 
‘lication costs, Christmas cards to| Robert J. McAndrews, vp of 
| business associates, and business | KBIG, Catalina, has been elected 
j|home can be deducted, the group | lunches. president of the Catholic Press 
said. Council of Southern California. 

Legal fees in divorce cases were ® Items held not deductible in-| Other new officers are Doug 
held not deductible, except in a | cluded taking a prospective em- Bridges, business manager, adver- 
case where the person is forced to| ployer to lunch and a trip to Brus-|tising and publicity department, 
defend his need for property in-|sels (“to see competitors’ items at Paramount Pictures, VP; Brad At- 
volved which is necessary to his| the world trade fair”). wood, assistant public relations 
business (typewriter, etc.). Panel members were Philip Cal- | manager, Southern Pacific Co., 

Purchase of a television set to oger, former member of the Rev- treasurer, and Cornelio Baca, ad- 
watch commercials might mean de- enue Service; Robert Maher, of Os- | vertising manager, Alhambra Post- 
| duction of part of the cost, the pan- | borne, Scheib, Hogan & Maher law | Advocate, secretary. 


firsts, the company says—are fea- | 
‘ tures of this new Gorton’s of| 
4 Gloucester package, being tested in 
Chicago. Container Corp. of Amer- 
ica designed and produced the 
! package. 


Gardner Advertising 
Girls (Men Too) Are 
Sacked in Rivalry 


(Picture on Page 74) 


St. Louris, March 18—Some 75 
girls at the Gardner Advertising 
Co. got “sacked” last week to con- 
vince the males of the agency that 
the fashions for women this spring 
aren’t really so weird. 

It all started when Phyllis Mc- 
Cullough got fed up wiih the wise 
cracks she received from the males 
whenever she wore her “sack,” or 
chemise as the fashion experts pre- 
fer to call it. She rallied the 75 
gals, and they established a Che- 
mise Day, when they all wore their 
“high-style sacks.” 

q It’s difficult to tell if any of 
1 the men were convinced that the 
chemise dress should be worn by 
all of the women, but the experi- 
ment did result in an avaianche of 
publicity. 
/ The St. Louis Globe-Democrat 
ran two feature stories on the 
event, while KSD-TV reported it 
on three newscasts and a KWK 
disc jockey had Gardnerites Janet 
Lane and Dan Rogers on a “no 
decision” panel discussion. 


s In an attempt to fight the Che- 
mise Day campaign, two men coun- 
tered with attire based on the lat- 
est in products of two Gardner 
clients. Bernie Leopold wore a cre- 
ation of Bemis Bros. Bag Co., and 
} Harvey Burns sported a Purina | 
Chows sack of the Ralston Purina | 
Co. 

The event also provoked plenty 
of comment from the males at 
Gardner: 


e Eric Lund said: “I don’t like the | 
chemise dresses or their style. I 
yearn for a return to the good old 
days of yesterday. I defend, how- 
ever, your right to wear them.” 


e Dick Donnelly’s comment was: 
“To arms, men. They’ll be making 
us wear our shirts on the outside— 
without belts.” 


e Jim Bridwell added, “The che- 
mise seems to defame, rather than 
proclaim.” 


e Gene Hahnel remarked, “I am| 

looking for the drawstring for the 

unveiling—from slick chicks to 
’ sick chicks in one easy chemise.” 


« Undismayed by the male com-| 
ment, the Gardner girls counted 
| their gains in their one-day cam. | 
paign: the admen were in a rout 
under the torrent of publicity; and 
converts for a strong new organ-| 
ization within the agency, 
SFTPOCTCW (Society for the Pre-| 


the | $1,002,462,000 total retail sales. More than Indian- 


vention of Cruelty to Chemise) 
Wearers), whose purpose is to 
make a C-B (Chemise-Believer) 
out of every male. + 


Eberhard Elects Horne to Beard 
John D. Horne, vp in charge of 
marketing, Eberhard Faber Pencil 


the company’s board of directors. 


Co., New York, has been elected to | 


apolis, New Orleans or Columbus, Ohio.* (Total Moose 
Head sales not available) 


In San Diego there are MORE people .. . buying MORE 
and watching Channel 8 MORE . . . than ever before! 


* Sales Management Survey of Buying Power 


WRATHER-ALVAREZ BROADCASTING.INC, 


SAN 


America’s 


Edward Petry & Co., Inc 


DIEGO 


more market 
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|house. The theme is a takeoff on 
|Kent advertising: “What a won- 
derful feeling...” All space was 


Tie-in Promotion Has Fashion Merchants 


* * ’ ’ ’ 
Singing Sam Chernow’s ‘Banana Boat Song csuuneanl tr hemes cntele, 


New York, March 18—Sam)and two copy lines per spread—at|ing, although the agency worked 
Chernow is an adman with a flair|the top, “Banana—new flavor in|in cooperation with Lennen & 


Advertising Age, March 24, 1958 
KCMO tower 


1,042 ft 


for spotting fashion trends and the 
ability to tie in non-fashion adver- 
tisers with these trends. 

Latest illustration of this suc- 
cessful melding is a tie-up be- 
tween United Fruit Co. and six 
fashion manufacturers, plus Best & 
Co. and at least 25 additional de- 
partment stores across the coun- 
try. The promotion debuts with a 
six-page ad in Vogue, April 1. 
Batten, Barton, Durstine & Osborn, 
agency for United Fruit, placed 
three pages and Chernow Adver- 
tising the remaining three. 


® Months ago, Mr. Chernow re- 
lates, he detected an interest in 
yellow as an important color in 
fashion and resort advertising and 
presented his idea for the United 
Fruit tie-in to BBDO. To help mat- 
ters along, Mr. Chernow was in- 


fashion,” and at the bottom, “Look | Newell, the Kent agency. 

your fashion best. Calorie low—)| Another cooperative endeavor 
vitality high. Bananas belong in| with Lennen & Newell is set for 
your daily diet.” the May 1 Mademoiselle, where 


: Newport cigarets, Franklin Simon | 
# Other projects on the agenda of | co and six manufacturers join up 


pe ppp cael freon go - for two “Newport blue” color pages 
clude a P | using a “refreshing” theme. 

April 15 Vogue, shared by Kent s . 
cigarets and the Jerry Gilden dress| # Sam Chernow has spent more 


|than 20 years in the fashion pro-| 
. ak Pea AN 
naw fashopeley NG g Nay 


motion business. Nine years ago} 
vy. he got the idea for coordinated 
\Z \, promotions involving advertisers | 
with seemingly unrelated inter- 
ests, starting with a fashion job for 
i Three Feathers whisky. 
Previously, Mr. Chernow worked 
S exclusively with advertisers in 
‘ i drawing up his promotions, but in 
f 


FASHIONABLE—Matti of Lynne-de- 
signed dresses get the banana treat- 
ment in this Best & Co. ad. 


the past two years he has gone in| 


iffel tower : 
984 ft. 


j | : | 
| for what he terms “cooperative ample, Pontiac recently was able 


coordinated fashion promotions,” to place its automobiles inside | 


strumental in getting a banana!| + 


ae | with attention also paid to the role 
diet into the Jan. 1 issue of Vogue, yan 


* Vi ‘ | of department stores. 


Franklin Simon and other depart- | 


ment stores around the country, | 


the cover of which, incidentally, 
was in yellow. 

BBDO sold United Fruit on the 
promotion, and the result is the 
six-page ad in the upcoming 
issue. Each of the six cooperating 
clothing manufacturers has a page 


ik. 44) In this manner, advertisers who|#"4 Bristol-Myers likewise was 
Soe "ae } | normally don’t find their products | able to get distribution for its new 
in department stores have | Ban deodorant in department store 
ye ty |opening wedge into that market |°Utlets. # 
ee canes ye \ § | because of the store tie-ins with 
— *S a the advertising, he feels. The|Maurice Evans Entering 
meena See SB Chernow package usually includes | Industrial Show Field 


for its promotion. United Fruit “ 
contents itself with the banana|FftAVORED—Sheffield watches are 


yellow shading of the pages, a few |shown against a banana-colored 
banana trees in the background | background in this Best & Co. ad. 


| window displays, hang tags and 
other merchandising devices. 


® Through such devices, for sash 


Maurice Evans, theater and tv 
producer, is going into the indus- | 
trial presentation business with a| 
new enterprise, Maurice Evans In- 
dustrials Inc., 1860 Broadway, New | 


Contest in ad 
alley speeding 
toward finale 


Attention, advertising lufluentials! 
The Saturday Evening Post Bonus 
Circulation Contest entries must 
be received by Monday, March 31! 


York. The company will create, | 
develop and stage live and closed 
circuit tv presentations for sales | 
meetings, dealer and distributor | 
showings, conventions and other 
special business functions. 

George Hoffman has been named | 
general manager, and Charles 
Scheuer has been named director 
of programming of the new com- 
+, ||pany, which Mr. Evans says is| 
. ||completely separate from Maurice 
Evans Productions. 


Kaiser, Sedlow Names Maitles 
| Sigmund S. Maitles, formerly an 
independent advertising and pro-| 
‘motion consultant to motion pic- | 


lst Prize is the sophisticated Stutz 
and raccoon coat at right. Other yj 
prizes: 50 happy-go-lucky sports- 
car coats, 560 devil-may-care straw 
boaters. If you're in an agency—or * TO 
the ad or sales department of any | a 

national advertiser — and haven't 2 6 } 

received your entry blank, hurry a apna: Bae 
post card to: Mr. Peter E. Schruth, a 
The Saturday Evening Post, Inde- 
pendence Square, Phila. 5, Pa. 


N ENTER 
DAY! 


‘ture makers, has been named to! 
\the new post of West Coast repre- | 
sentative of Kaiser, Sedlow & Tem- 
| ple, New York agency. Mr. Maitles 
will make his headquarters at! 
| 16231 Dickens St., Encino, Cal. 


‘Rothchild Offers Study 

| A color study, “The Modern 
Tag,” is available without charge | 
from the tag and label division of 
|Rothchild Printing Co., 52 E. 19th! 
|St.. New York. The study is the 
first in a series being prepared for 
Rothchild by Faber Birren, color 


| consultant. 


In Paris . .it’s the Eiffel tower 
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TALLEST SELF-SUPPOR 


‘in Kansas City it’s KCMO's “‘Eye-full’” tower 
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One of Meredith's All Family 
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a ss the situation, the higher rate will; Philco Sets ‘Philco Day’ are enjoying larger sales volume 
Ads Can Boost Sales Without Raising |»:°<v«« greater profit once the | An 1l-page ad, which Lopes ie in a comparable period last 


Profit, Consultant Gould Tells ANA 


PEBBLE BeEAcu, CAL., March 18— 
Douglas P. Gould, vp and man- 
ager of the marketing division of 
Trundle Consultants, Cleveland, 
told the Assn. of National Adver- 
tisers last week that failure to pro- 
duce a nice profit is not the fault 
of advertising, “but rather the in- 
ability to use advertising effective- 
ly.” 

He offered a checklist to help 
advertising managers make the 
best use of advertising as a profit 
improvement tool. Among the 
checklist items: 


e “He must know the rate of prof- 
it contribution by product or prod- 
uct group.” 


e “He must know the distribution 
of the sales potential by markets 
and in considerable detail.” 


e “He must have some good idea 
of his company’s planned partici- 
pation in those markets as ex- 
pressed by the buildup of the sales 
forecast.” 


e “He must know the type of prod- 
ucts purch 4, the number and 
location of 
of actual and potential customers, 
and the amount of profit contribu- 
tion produced by each such class, 
and at what rate.” 


e “He must appreciate the buying 
motives of each class of customer, 
so as to establish the direction and 
theme of the ad program.” 


e “He must have some idea of 
the desirable frequency of contact 
with customers and potential cus- 
tomers of each class.” 


e “He must intimately know ap- 
plicable media data (for example, 
raw coverage, circulation, effective 
coverage, cost).” 


e “He must know the relative im- 
portance of advertising in his com- | 
pany’s marketing strategy.” 


e “He must know how much he 
could effectively spend if adver- 
tising were not confined to any 
set budget.” 


e “He must know how much mon- 
ey is available for advertising un- 
der present methods of distribution 
at forecast volume levels.” 


s Mr. Gould said many advertis- 
ing men “still stick to the old myth 
that if advertising increases vol- 
ume, it necessarily increases profit. 

“Actually, misdirected advertis- 
ing can often lower profit,” he 
said. 

Every dollar spent on advertis- 
ing, he said, has to add $5 in sales 
just to break even on expenditure. 

“Another way of saying it is that 
if $100,000 were added to the ad- 
vertising budget and produced only 
another $500,000 in sales, 


marginal income dollars so gained 
would merely offset the cost of the 
advertising, and the break-even 
point would be higher.” 

He outlined two effective ways 
of using advertising to improve 
profit. 


s “One method,” he said, “is to 
promote products that have a high 
marginal income rate. In many 
companies, spare parts or service 
business is extremely attractive, 
and the marginal income rate may 
be two or three times as great as 
that on basic products. Yet the 
amount of advertising support 
given to such business is tradition- 
ally small. Promoting high mar- 
ginal-income products or services 
requires a good knowledge of the 
basic break-even structure of the 
company. 

“Another technique is where 
manufacturers representatives or 
commission men are used as pri- 
mary distribution, or where dis- 


tributors absorb a high percentage 
of the profit contribution available 
to the company. In this type of 
situation, extensive pre-selling 
through advertising may alter the 
character of the field-selling job 
required. 


= “Substitution of salaried direct 
salesmen, plus advertising support, 


can in some instances convert a 
variable cost into a fixed cost, fa- 
|vorably affecting the rate of profit 
jcontribution, albeit raising fixed 
costs in the process. Depending on 


ch individual class | 


additional fixed costs have been dealer listings, in Life, April 28, year,” according to Phillips Cata- 
| absorbed.” = 'will be the nucleus of a “Philco|logs Inc., New York, publisher of 
Day, U.S.A.” promotion by Philco|photographic industry catalogs. 
Staley Mfg. Wins Appeal '‘Corp., Philadelphia, for its appli-|““These dealers are expecting a 
| A U.S. court of appeals ruling | ances, tv receivers and high fidelity |12.4% increase in sales for the en- 
‘has upheld trademark rights of | sets. Philco hopes to sell $20,000,- | tire year 1958, based on their vol- 
|A. E. Staley Mfg. Co., Decatur, Ill.,|000 worth of products. The pro-|ume up to the beginning of March,” 
‘in sustaining a 1955 U.S. district|motion will also be backed on | according to the survey. 

court injunction against Staley |Don a ge Philco-sponsored 

|Milling Co., Kansas City, Mo. The | “Breakfast Club” (ABC Radio) | 

Kansas City company is enjoined | and by dealer-sponsored radio | Behlen Enters Radio Neb 

from using the trademarks “Sta-| spots, newspaper ads and mailings. | Behlen Mfg. Co., Columbus, eD., 
ley” or “Staley’s” on its products. | Batten, Barton, Durstine & Osborn @ newcomer to network radio, has 
A. E. Staley Mfg. brought suit|is the agency. taken over weekly sponsorship of 
against Staley Milling in July, 1951, | Sa, “This Farming Busi- 
charging trademark infringement|Camera Sales Gains Told ness” Saturday mornings at 8-8: 15, 
and unfair competition. An injunc-| “More than four out of five pro- |EST. Agency for the manufacturer 
tion against Staley Milling was | motional-minded camera retailers |of farm implements is Potts-Wood- 
brought in 1955 (AA, Feb. 7, 1955).|in a surveyed group [of nearly 400] | bury, Kansas City, Mo. 


TV GUIDE 
LANDS YOU A WHALE 
OF A 


FEMALE AUDIENCE 


The vital statistics: 72 million women read 
TV GUIDE five times a day seven days a week. 


te, 

“4ven*, , It adds up to an opportunity for 37 million 

Soe fo ta, asl ay" exposures a'day. The cost breaks down 
4% 4%", Heese to two cents per thousand exposures. 


there | 
would be no resultant profit. The | 


| WP oat” 


| ee e- The net result: TV GUIDE reaches more 
\ , 
i women ...more often... per dollar invested 
| 
“1 than any other magazine. It shapes up as 
a | 
ace the best way to reach today’s single most 
nev important sales figure—the woman who 
N 
tng +, buys what you sell. 
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SAG Contract with 

Agencies, Film Men 

Embodies Big Hikes 
(Continued from Page 3) 


mercials previously reaching the 
maximum when the spot was tele- 
vised in over 20 cities is being 
graduated sharply upward. Class 
A usage is now limited to 21 to 60 
cities with on-camera minimum 
for each 13-week use increased 
from $140 to $170; new Class AA 
is 61 to 125 cities with on-camera 


minimum of $220; new Class AAA} 


is over 125 cities with on-camera 
minimum $260. Even larger per- 


centage increases are set for off-| 


camera minimums; such as Class B 
(6 to 20 cities) raised from $52.50 
to $72.50; Class A (not over 60 
cities) up from $70 to $105; new 
Class AA, $150; new Class AAA 
$170. 


e New York, previously weighted 
at 7 cities in determining classi- 
fication for use payments, will be 
weighted as 11 cities, with Los 
Angeles and Chicago set as 7 cities 
each. Any two of these three con- 
stitute Class A usage and all three 
constitute Class AA usage. 


e Program commercial use rates 
also were substantially increased 
and the so-called cut off, which set 
maximum payment for a Class A 
program commercial, was elimin- 
ated. Under the new agreement, 
after $740 is paid on-camera or 
$565 is paid off-camera within a 
13-week period, the player con- 
tinues to be paid at the rate of 
17%% of the individual use rate 
for use of the commercial within 
the 13-week period. 


| Texas Co. Sets Spot Drive 
| Texas Co., New York, has sched- 
uled a four-week spot radio and tv 
| campaign in more than 80 markets 
starting March 31. Minutes and 30 
seconds will promote Texaco’s 
“safe-t check-up” drive to build 
service station traffic. Listeners 
will be urged to visit a Texaco sta- 
tion to pick up a discount coupon | 
for a Columbia Records Benny | 
Goodman album. The Columbia 
tie-in will promote the Texas Co.’s 
“Swing into Spring” spectacular on 
NBC-TV set for April 9 at 9 p.m., 
EST. The hour show will feature| 
Mr. Goodman and his orchestra. 


Sande, Greene Form Company 
| Robert L. Sande, president, and 
| Larry Greene, vp, have resigned 
|from Song Ads Inc., Hollywood, 
|}and formed their own company, 
|Creative Consultants, with offices 
at 8400 Sunset Blvd., Hollywood. 
Mr. Sande was founder of Song 
Ads in 1950, and Mr. Greene had 
been with the company since that 
time. 


Old friend 
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Rybutol Built by Accounts-Receivable 


Gay New Dress! Financing, Lender Tells Ad League 


r 
ty Anse 

. mee, 
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JS muitin 


Your tavorite ready to bake bineulis ino 


yo ns 
Spa King, nen Fat 


mow in your grocer's dniry case & 


(Continued from Page 2) 
vertising agency that a spot on Ga- 
briel Heatter’s radio program was 


weeks on a national hook-up for 
$60,000. 

“He was all for it. But his con- 
servative brother had his doubts. 
If the $60,000 were lost, their en- 


as ws ‘out. They could agree only on one 
y--montnane \ £ ay © thing—and that was to throw the 
ie ao-cerie .  * | problem in our company’s lap. 


Poflin Biscuits 


~ ee 


|rience with all kind of businesses, 


had great possibilities. After all, the 
: oduct was well received in the 
COLORFUL—The new Puffin package P™ Ices 
; . : OMe ‘ small market to which it had, up 
is being introduced via 600-line| +, that time, been exposed. We 
newspaper ads in 76 markets by 


. agreed to make the $60,000 avail- 
General Mills. Henri, Hurst & able, as they needed it. 


McDonald, Chicago, is the agency.| “Well, the results were phenom- 


| tire working capital would be wiped | 


| took over our receivables, 
| “From our many years of expe- 


it was clear to us that the project | 


enal. Inquiries poured in from dis- 
tributors all over the country— 


|from places that previously had 
open, which he could have for 13|shown no interest in the product. 


Sales rose from $1,000,000 to $12,- 
000,000. Within a period of 10 years, 


| the value of the company rose from 
| $10,000 to $1,000,000, but because of 


the potential and good will created 
by the advertising it was sold in 
1952 to the Rexall Drug Co. for 
$5,000,000. When the Rexall Co. 
they 
handed us their check for $1,200,- 
000.” 


s “We are firmly convinced that if 
a company has a good product, with 
consumer acceptance and proper 
distribution, then advertising is 
needed to increase and stimulate 
consumer demand. We certainly 
would not hesitate to finance the 


| 


| 


e Program openings and closings: 
On-camera is raised from $400 to. 
$500 for 13 uses in 13 weeks, and 
from $570 to $650 for 13 uses in 26) 


weeks; off-camera is raised from 
$280 to $400 and from $415 to $500. 


e Dealer commercials: One year 
use on-camera raised from $575 
to $700 and off-camera from $295 
to $425; six-month use on-camera 
goes from $295 to $375: off-camera 
from $155 to $250. + 


Dismeier Joins A/D Graphic 

Howard Dismeier, formerly ad- 
vertising manager of the chemical 
division of Armour & Co., has 
joined A/D Graphic Inc., Chicago 
art and design studio. He will be 
in charge of copy and plans. 


Slumber Sue Appoints 
Slumber Sue, New York, manu- 

facturer of ladies’ sleepwear, has 

appointed Lawrence Kane & Art- 


ley, New York, its first advertising | 


agency. 


Main line 
lo 
Editors 


feature 


SEND FOR a copy of FEATURE — 
America's only publicity medium. 


| 


| 
| 


It reaches leading U.S. editors with 


your publicity features. 


CENTRAL FEATURE NEWS INC 


1475 Broadway, New York 36, New York 


THESE NINE gentlemen whose by-lines have recently been seen 
over BROADCASTING’s well-read “Monday Memo” feature are per- 
haps best known for their ability to create productive buy lines. 
All are leading agency executives ; seven, in fact, are presidents of 
their agencies. They know whereof they speak — and they have 
spoken in BROADCASTING, voicing expert opinions about radio and 
television advertising, the nature of commercials, subliminal pro- 
jection, today’s agency services .. . and an authoritative roster of 


other relevant subjects. 


More than discussions . .. more than reviews of accepted facts . . . 
what these men have written exclusively for BROADCASTING is ar- 
ticulate and penetrating, reflecting the dynamism that has made 
them top figures in advertising. Small wonder that “Monday 
Memo”, in only a few months, has become one of the most-read, 
most-quoted and most-applauded features in radio-&-TV’s fore- 
most business publication. 


Yet “Monday Memo” is only one of many reasons why more peo- 
ple who count throughout the radio and television advertising field 
PAY to have BROADCASTING reach their desks every week. BROAD- 
CASTING has more PAID subscribers (as verified by the Audit 
Bureau of Circulations) than the next three radio-TV publications 
combined ... more PAID circulation among agencies and adver- 
tisers ... more PAID circulation among station management... 
more PAID coverage of everybody who’s anybody in the whole 


realm of radio-&-TV business! 


* BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


1735 DeSales Street, N. W., Washington 6, D.C 


A member of the Audit Burcau of Circulations 
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growth of such a company which)bill from the finance company, 
|showing each individual transac- 

Mr. Seiler conceded that com- tion and the amount of cash in use| 
mercial financing is more expen- each day. It pays for this cash on 
sive than bank loans. However, he|a daily basis only, and there is but | 
claimed greater flexibility for com-| one tax-deductible charge. There | 
are never any idle balances, hidden | 


requires money for advertising.” 


mercial financing. 


fees or bonuses.” 


® Mr. Seiler said his company is| 
interested 


in financing the ac-/|this type of financing “in setting 
counts of advertising agencies as|up new departments, 


|Department Store Sales... 


| partment store sales in the week 


Mr. Seiler said agencies could use | ending March 15 lagged 1% behind 
sales for the similar week of 1957, Federal Reserve 
conducting the Federal Reserve Board report- 


well as advertisers. He explained | extensive programs, helping to buy ed today. 


that a revolving secured loan with | out other agencies or paying out a 


no maturity date would work as| partner.” + 


follows for an agency: 


“A list of the agency’s bills to its Seven- 


clients would be sent to the finance 
company, which would immediate- 


ly advance the needed cash to the|°°Mtract for 


Up Co. Renews ‘Zorro’ 
Seven-Up Co., whose 52-week 


“Zorro” (ABC-TV) 


For the four weeks ending that 


‘date sales were 3% behind and for 
| 


‘the year to date, 2% behind. 


# Of the 12 FRB districts, only 
three reported gains. Minneapolis 
had the largest, 17%. New York re- 


agency. One month or two months |©*Pires the end of September, has| ,orted a 9% gain and Atlanta 2%. 


. h Sep- 
later, when the agency receives the |Temewed the contract throug P 
client’s checks, it forwards them to | tember, 1959. J. Walter Thompson 
Co., Chicago, is the agency. 


the finance company. 
“There are no loan maturity dates | 


to worry about. In effect, the agen- | ‘Williamson Moves to Tampa 


cy does not pay off the loans, the 


M. W. Williamson, publishing|City, 2%; 


Philadelphia reported no change. 
The remaining districts reported 
losses as follows: Boston, 8%; 
Cleveland, 9%; Richmond, 2%; 
Chicago, 1% %o; St. Louis, 6%; Kansas 
Dallas, 3%, and San 


client does, and the finance com- consultant in Montclair, N. J., will | | Francisco, 5% 


pany will carry the account for any | move his operation to 3008 Villa) 


Detailed breakdown of sales for 


Sales Lag 1% in Week of March 15 


WASHINGTON, March 20—U.S. de-!sales broke down as follows: 


% Change from '57') 

Week ending 
Mar.) 
District, Area, and City 


| UNITED STATES 
Boston District 


Mar 
1 
+ 
+ 

Metropolitan Areas 

Boston ........ ———ae 

Downtown Boston + 
Suburban Boston ............. + 

ID scisenctnncesrectmsies 

Quincy . eo 
OE EEE _ 

City 

Springfield . acti ae 
New York District 0.0... + 
Metropolitan Areas 

I -cectricertennnianiennnaneancnenee r—4 

New York-N.E. 

NOW JOTBOY ......0-ccccccecevenee r+ 8 
II ascettitipntennnsnsntectancecns —2 
New York ........ wongsinnsi r 0 
Rochester .... 
Syracuse .... “ 

Philadelphia District .......... 

Metropoiitan Areas 


ew cocrte 


reasonable length of time. 
' “The agency receives a monthly | May 1. 


| Rosa Park, Tampa, Fla., effective the March 15 week will be available 
next week. For the prior two weeks 


as Se 
TI seerccecstsntstnitncnssesstnntness r+ 9 


we 


++++ + $+ 
eReAce 


MARION HARPER 
President, McCann-Erickson 


“How Agency Services Cut the Risk in TV” 


(A closer look at the many activities and “added serv- 
ices" provided by agencies that mean TV investments 
—rather than gambles—for the clients they serve.) 


rc 


ARTHUR C. FATT 
President, Grey Advertising 


“Don't Bury the Product You Have Come to Praise" 


(Definitive thoughts on TV commercials — and some 
guiding principles toward their success.) 


ROBERT E. LUSK 
President, Benton & Bowles 


“Needed: An End to the ‘Huckster’ Concept” 


(A call to arms for all in advertising to combat the 
popular but fallacious concepts about the ‘ad man”’.) 


SIGURD S. LARMON 


President and Board Chairman, Young & Rubicam 
“On Being a ‘Pioneer’ or ‘Settler’ as Television Ex- 


pands Its Frontier” 


(The pros and cons of pioneering or being conven- 
tional in a medium where some risks are necessarily 
less calculated — but sometimes more rewarding.) 


NORMAN B. NORMAN 
President, Norman, Craig & Kummel 


“Relate Your Sales Message to the Customer's Own 


World” 


(Some pertinent clues to the enigma of successful 
advertising, pointing out the vatue of empathy.) 


TROT ae eee 


WALTER WEIR 


Executive Vice President, Donahue & Coe 
“Subliminal Projection: Is it Worthwhile Or Will It 


Just Pass Away?” 


(An examination of a timely controversy, concluding 
that SP is not long for this advertising world.) 


CHARLES H. BROWER 
President, BB DG 


“Even Chinese Proverbs Are inadequate for the Pic- 
ture With Right Words” 


(A colorful evaluation of some basic advertising prin- 
ciples, with a final emphasis on television.) 


FAIRFAX CONE 
President, Foote, Cone & Belding 


“What's Really Wrong With TV Commerciais?” 


(Commentaries on present problems confronting TV 
commercials —and an optimistic note of appraisal.) 


HANK BOORAEM 
Vice President, Radio-TV, Ogilvy, Benson & Mather 


“John May Very Well Love Mary—But Does This Mood 
Match Your Commercial?” 


(A provocative plea for commercials that match the 
mood of the program presenting them.) 


Lancaster " _— 
Philadelphia ..................0« +13 
Reading ......... a 
Scranton : 
Wilkes- Barre—Hazleton aft 9 
Cleveland District r+ 
Metropolitan Areas 


+ 
é 
++4+44+4+ 


+ 
5 


| 
! 


8 
3 
. aie 7 i 
Cincinnati ..... umetien @ & 
CRW ERRIRE ..nnresccrcrcsasoressnsccesece +2 
Downtown Cleveland . —S5 
Columbus .......... we — §& 
Springfield . ee Se 
Youngstown — a) 
Erie ae 
Pittsburgh . 
Wheeling- Steubenville ane —10 — |i 
Richmond District ................ r+13 +7 

Metropolitan Areas 
Washington ........0.ccccccccccceeeveee r+ 8 +3 

Downtown baseccemnss «te 
Baltimore . ieee 
Downtown Baltimore 
Richmond .............. 

Atlanta District 
Metropolitan Areas 
Birmingham .. 
Mobile .............. 
Jacksonville . 
Miami aia 

Downtown Miami ..... 
Atlanta . —— 
Augusta .......... 

New Orleans 
Knoxville ...... 
City 

Tampa ....... 

Chicago District . sina 
Metropolitan Areas 
SE ; + 
Indianapolis .. - 


l+1++1 


—_— 
couvucer ar aoe 


1+! 
ow 
+ 
a 


SR SORADAMw 
+ 
_ 
© 


a4 


L+l1+ 


~ 


+ 
| ~ 


1 
. , 6 
Detroit ........... sehen —il 
Grand Rapids . —— - 7% 
Milwaukee ...... 8 
St. Louis District . ot) 
Metropolitan Areas 
Little Rock. ............ , + 
Louisville ...... ‘ + 
St. Louis ........... 
Memphis ; 
Minneapolis District .......... 
Metropolitan Areas 
Mpls.-St. Paul — 
Mpls. and Suburbs ... 
St. Paul ..... 
Cities 
Duluth-Superior ................ —lU 
Kansas City District ....... — 6 
Metropolitan Areas 
a ‘ -~2 


+1 +) 


| +++ +1477 
-—ow ~ 8s Sewee 


a 
-} 
z 
Fr 
& 
| 
o 
|+ 


Kansas City ............... - 6 
IED csceentenses wim, oan 
Albuquerque 
Oklahoma City . 
ar 


+1 +114! 
unnweusno 


“Ose on we 


| 


Fort Worth 
Houston 
San Antonio 
San Francisco District 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles .. 
Westside Los Angeles .... 
Sacramento ............... — 
San Diego .... 
San Franc isco-Oakland . 
San Francisco City . 
Oakland 
Portland tows 
Salt Lake City on 
Seattle . 
Spokane ...... 
Tacoma 
r—Revised. *Data ‘not available. 
' During March and April changes from 
a year ago reflect in part the fact that 
last year Easter was on April 21 while 
this year it will be on April 6. For this 
reason it is estimated that in comparison 
with last year an allowance should be 
made for an increase in sales of about 
6 per cent for the month of March as 
a whole and a corresponding decrease for 
the month of April. These allowances 
apply to the figures for the U.S. 


B&B Sets PR Agreement 

General Public Relations, pr 
division of Benton & Bowles, has 
signed an affiliation agreement 
with Donald R. Stiess, American- 
born pr man in Geneva, Switzer- 
land, under which each will repre- 
sent the other’s clients. 
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CORRECTION 


In the Tucson Newspapers advertise- 
ment in this issue on page 66, Bank 
Debits should read as follows: 

Jan. & Feb. 1958 $366,696,635 
Jan. & Feb. 1957 352,353,248 


Up 14,343,387 
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First and foremost 
in typesetting is that 
elusive necessity 

for best printed 


impressions... Quality. 
At Service, quality is built 


into every job. 


“Where typesetting is sti/li an art” 


Ss E RVI SS z typographers, inc. 


723 S. Wells St.+ HArrison 7-8560 + Chicago 7, lil. 


Along the Media Path 


“Straight-line advertising” is be- 
ing offered by the Ohio Farmer, 
Michigan Farmer and Pennsylva- 
nia Farmer. Based on the fact that 
“all selling is local,” these three} 
magazines will help advertisers de- | 
velop a localized appoach to their 
ads which will tie in with and 
complement local editing. For a 
copy of a brochure describing the 
service, write Ernest E. Porter, ad- 
vertising manager, Capper-Har- 
man-Slocum, 1010 Rockwell Ave., 
Cleveland. 


e A new approach to coverage of 
home building, realtor and home 
finance fields will be presented 
March 29 when the Chicago Trib- 
une begins publication of a Weekly 
Illustrated Home Guide—a sepa- 
rate newspaper section which 
readers can pull out and save for 
reference during home shopping | 
excursions. 


| 
e The first edition of the “Protest- 
ant Publications Rate & Data 
Book” has been published by | 


Advertising managers and agency production men will tell 
you, “It’s Washington for better engravings and fast service.” 
Try us once, and you'll know they’re right! Wherever you’re located, 
whatever your problems. . . just specify, ““Engravings 


from Washington.”’ We'll do the rest! 


washington 


118 SOUTH CLINTON STREET 


Skillful, dependable service, always. R.O.P. color, too! 
PHOTO ENGRAVING COMPANY 


CHICAGO 6, ILLINOIS 


° FRANKLIN 2-6343 


Kirban Associates, 5673 Ogontz 
Ave., Philadelphia. Copies are 
available for $1 from Salem Kir- 
ban. 


e Hitchcock Publishing Co. plans 
to erect a new $300,000 office 
building on the outskirts of Wheat- 
on, Ill., 25 miles west of Chicago. 
Completion is scheduled for the 
fall. 


e A new remodeling service—de- 
signed to generate remodeling 
activity among dissatisfied home- 
owners and boost sales by lumber 
and building supply dealers—is 
now being offered by Household, 
912 Kansas Ave., Topeka. Through 
the service, readers can send for a 
remodeling kit which includes de- 
tails on how to order, information 
on determining if their house is 
worth remodeling, a list of ques- 
tions about remodeling aims and 
instructions for making scale lay- 
outs. Sketches of suggested changes 
are returned to the reader for ap- 
proval and finally complete re- 
modeling plans are sent. 


e The News-Sentinel and Journal 
Gazette, Fort Wayne, Ind., were 
moved into a new building over the 
March 15 weekend with operations 
at the new location starting March 
17. 


e Home Improvement Council 
members will be listed in a 
special July 


the subject of home improvement 


and will include announcements of | 


HIC’s second contest for home- 
owners, devote the bulk of its 
editorial space to projects that 
would be appropriate for entrants 
in the contest and carry a special 
ad section on home improvement 
products and materials. 


e The Brussels International Ex- 
hibition will be featured in a spe- 
cial tabloid supplement to be pub- 
lished by the European edition of 
the New York Herald Tribune. The 
supplement will be distributed 
throughout Europe, North Africa 
and the Middle East with each 
copy of the regular daily paper on 
April 17, the opening day of the 
fair. A total of 95,000 copies will 
be distributed. 


e The first issue of Fleet Product 
News, a quarterly published by 
Stanley Publishing Co., Chicago, 
was issued in February and mailed 
to 50,149 truck and bus fleets in the 


»9o*9 


clear tabulating picture... 
»& 


... call R & S—reports processed swiftly and accurately 
on any and all phases of market and other research 


projects—large or small. y y 
») d > >? @ 
Punching + Consistency Checking + Percentaging 


Tabulating + Coding «+ 
) 
») 


Pre-coding of Questionnaires 


) 


No charge for consultation or estimates — one 


> 


d 
RECORDING & STATISTICAL CORPORATION 


100 Sixth Avenue. WOrth 6-2700 

566 Atlantic Avenue. Liberty 2-5365 

223 West Jackson Boulevard. HArrison 7-7357 
560 Sacramento Street. EXbrook 2-4341 

: 407 McGill Street. PLateau 3831 

: 650 King Street, West. EMpire 4-8351 


New York 13, N. Y.: 
Boston, Mass.: 
Chicago 6, Il.: 

_ San Francisco 11, Cal.: 


NATION-WIDE 
SERVICE 


cost per job, no hidden “extras” 


y 


? 2 


issue of American) 
Home. The issue will be devoted to | 


Advertising Age, March 24, 1958 


|five to nine unit category. 

e A contribution of more than 
$25,000 has been made to the new 
Broome County Farm, Home & 4-H 
|Center by WNBF-AM, FM and TV 
|_—the Triangle Publications sta- 
'tions in Binghamton, N. Y. 


e For each one-year subscription 
received through March 30, the 
Daily American, Rome English- 
language daily, will send, at no 
cost to the subscriber, a 21 lb. 
CARE package to a needy family 
in Italy or the Middle East. The 
Rome newspaper’s New York of- 
fice is 141 E. 44th St. 


e Automotive News’ 22nd annual 
almanac will be issued April 28. 
The edition will consist of 300 
pages and cover developments of 
the past year as well as charts on 
statistics, engineering trends, in- 
dustry trends, new and used car 
seals, etc. New model specifications 
as well as commercial vehicle data 
will also be featured. Copies will 
be available at $2.50 each on ad- 
vance order only from the publi- 
cation at 2666 Penobscot Bldg., 
Detroit, 26. 


e Among the special issues 
planned by the Chicago Daily 
News are its Easter food issue, 
April 3; a spring travel issue, 
April 19, and a bride’s issue, April 
26. 


e “The Story of Product-News 
Magazines” is a new booklet 
issued by Hugh C. MacLean Pub- 
lications, 1450 Don Mills Rd., Don 
Mills, Ont. The booklet, subheaded 
“An examination of Hugh C. Mac- 
Lean progress, and policies in an 
|important publishing field,” points 
out that “product-news magazines 
not only generate reader-interest 
and reader-action. . . but also act- 
ually make sales without benefit 
of a sales call on the reader.” 


e A 75-year history of the candy 
business will be featured in the 
annual convention issue of Candy 
Industry & Confectioners Journal 
to be published on June 24. The 
history, to be published in book 
form at a later date, will be based 
on data and pictures submitted by 
candy manufacturers, as well as 
material contained in the publica- 
tion dating back to 1874. 


e The Daily Defender, Chicago, 
has added an early “owl” edition 
which is expected to produce a 
25% increase in circulation. The 
edition carries a red owl on the 
masthead, along with the slogan 
“tomorrow’s news tonight.” It is 
on the newsstands at 7 p.m. fol- 
lowed by a final edition at 5 a.m. 


e KABC Radio, Hollywood, re- 
ports that its “Airwatch” program 
|has been all sold out. “Airwatch” 
\is broadcast from a_ helicopter 
which hovers over the freeways 
jand gives spot reports of traffic 
conditions. 


e Triangle Publications has re- 
leased its 11th annual survey,“1957 
Survey on Sports Attendance,” 
which is available from Leo Wald- 
man, general advertising manager, 
Triangle, 525 W. 52nd St., New 
York. 


e Starchroom Laundry Journal is 
sponsoring a contest, with cash 
prizes totaling $10,000, for laundry 
owners and their employes. The 
prizes will be awarded for stories, 
written in 2,500 words or less, on 
“How our laundry plant increased 
sales” or “How our laundry plant 
improved production.” Closing 
date is July 15 and contest infor- 
mation may be obtained from the 
magazine, 305 E. 45th St., New 
York 17. 


e The average annual income of 
a reader of Newsweek’s European 
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ART PROMOTERS—Richard Bond (left), president of John Wanamaker 

Inc., Philadelphia, and Donald M. Hobart, senior vp and director of 

research of Curtis Publishing Co., are pictured at the Holiday Inter- 

national Art Exhibit displayed in the store’s auditorium. The exhib- 

it, a collection of 40 paintings from 40 countries, is on a nationwide 
tour to promote better international understanding. 


edition is $9,727, his average age | vertising linage for the spring 1958 
is 40 and he works for a company li issue is up 28% over the same issue 
employing an average of 531 per-| 


| 


| breaking first quarter of 1957. Wood Promotes Water Heaters 


in 1957. ;and allied water sports. | 


Reporting the best first quarter. The Chicago Daily News showed 


in its history, Printing Magazine,|a gain in general advertising in| 


published by Walden, Sons & Mott, the first two months of 1958 al 
Oradell, N. J., carried 14.9% more | 86,961 lines over last year. 
pages of national advertising than| Motor Life reports a gain of | 
it did one year ago. 97% in the number of advertisers 

Look reports that its ad revenue and a 46% gain in total pages for 
for the first three months of this|its April issue in comparison to the 
year will be approximately $8,-| same month last year. + 
053,000 or 15.2% over the record- 


Circulation of the January issue| The heater and tank division of 
of Redbook reached 2,702,000, a| John Wood Co., New York, has 
gain of 9% over the same month begun its “most comprehensive” 
last year. This was the 5lst con- marketing program in the compa- 
secutive issue of the magazine to ny’s 9l-year history to promote) 
set a new total circulation record |sajes of automatic water heaters | 
for the individual month, Redbook and heating equipment. Newape-| 
Says. pers, radio, tv, direct mail and tel- 

The Boston Herald-Traveler has|ephone directory advertisements | 
received the Golden Award for|are being used. Merchandising 
newspaper leadership in boating.|aids include floor, window and 
The award is given by the National | panel truck displays. Wholesalers’ 
Assn. of Engine & Boat Manufac-| sales motivators include desk pads, 
turers to the newspaper which|magnetic screwdrivers and pocket 
leads its field in boating ad linage,| protectors. Morey, Humm & War- 
promotion of recreational boating | wick, New York, is the agency. 


BUSINESS IS GOOD 


with Tel-A-Story! 


(Visual Sales Tools That 
Put The “Sell” Into Every 
Sales Presentation) 


Thanks to our salesmen, 
dealers and agency who are 
out SELLING instead of 
COMPLAINING. 


There is no question but 
what Tel-A-Story can do a 
SELLING JOB for you, 
too. To find out how, write 
to TEL-A-STORY, INC., 
Dept. AA, Davenport, Iowa. 


sons, according to an audience! 
study completed by the magazine. 
Copies of the detailed report are 
available upon request from Laur- 
ence Laurie, International Editions, 
Newsweek, 152 W. 42nd St., New 
York. 


e Seventeen’s April issue will be 
devoted to the young people of 
France, becoming the third in a 
series of annual issues exploring 
“young living” in different parts 
of the world. 


e More than 5,000 entries were re- 
ceived by the Boston Herald-Trav- 
eler in a jingle contest promoting 
the introduction of a new, more 
legible type face in its classified 
advertising pages. Daily prizes of 
$25 were awarded for each jingle 
published plus a grand prize of 
$100 for the jingle “It’s easy on the 
eyes—helps you rent, sell or buy.” 


e The Houston Chronicle has de- 
veloped an elaborate presentation 
to promote the use of r.o.p. news- 
paper color. “The Impact of Color” 
will be shown on request by the 
Chronicle’s representative, the 
Branham Co., or by contacting 
M. J. Gibbons, Chronicle general 
ad manager. 

View Magazine, a new tv Sunday 
supplement, was introduced March 
16 by the New Brunswick, N. J., 
Sunday Home News, Printed in 
booklet size, each issue of the 24- 
page magazine will contain pic- 
tures and a personality feature or 
general industry story with sepa- 
rate movie, daytime program, 
colorcast and sports listings. A ma- 
jor promotional effort to launch 
the new magazine in the New 
Brunswick area included large dis- 
play ads in the Home News plus 
newsdealer and retail store post- 
ers. View is a publication of the 
Dickinson Publishing Corp., New 
York. 


e Department of New Laurels: 

Motor Boating’s advertising dol- 
lar volume for the first quarter of 
1958 was up 17% over the same 
period in 1957—setting an ailtime 
record high for the magazine. 

Advertising in Petersen Publish- 
ing Co.’s six automotive magazines 
and ’Teen for the first three 
months of this year is running 
39.7% ahead of the same period 
last year, A. M. Benedict, ad mana- 
ger, reports. 

The first issue of Service Sta- 
tion Management, which made its 
appearance in March, carried 46 
pages of advertising and the second 
issue will have approximately 58 
pages, the publisher reports. SSM 
is published by Motor Service 
Magazine Inc., 549 W. Waeengoen 
Blvd., Chicago 6. 

Radio sales hit an alltime high at 
WIP, Philadelphia, for the fiscal 
year ending Jan. 31—up 11% over 
1956. 


Bride & Home reports that ad-| “FULL RANGE PROGRAMMING 


F.R.P. 


IS NEWS 


F.R.P. is many things ... F.R.P. is news... 


The excitement of bulletins, headlines and stories that blanket 


Maryland and sweep around the world. 


WBAL NEWS-Cruiser “Scoop” 


moving swiftly through the 


streets and byways of Baltimore to get an on-the-spot account of 


a news story... WBAL reporters going 3,000 miles to tell 


Maryland of Free State servicemen stationed in Germany . . . 


a “live” description of the last moments of freedom of a con- 


victed murderer told from the shadow of penitentiary walls... 


Hard-hitting commentary on the story behind today’s headlines 
... on-the-air editorials that slash away false fronts and get to 


the heart of state and city problems... 


Thousands of A.P., U.P., and LN.S. reporters and N.B.C, 
newsmen working 24 hours a day from Moscow to Maine, 
from San Francisco to Saudi Arabia to back up the national 
and international scene... WBAL NEWS Department's own 


full time coverage of local stories. 


F.R.P. news is always “first, factual and fullest”... compiled, 
edited and reported by newsmen with more combined 


experience than any other radio news staff in Maryland. 


And news in only one part of F.R.P. 


WBAL RADIO 


BALTIMORE, MARYLAND x 50,000 WATTS 


NBC Affiliate—Nationally Represented by vat 


THE HENRY I. CHRISTAL CO., INC, 
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Nothing can beat the syndicated Sun- 
day magazines for covering the most 
ground for an advertiser at the lowest 
cost. Here’s the story... 


Every Sunday they reach a total of seven- 
in-ten American families. Their combined 
circulation is 33,638,712 (Sept. ABC). The 
advertiser's cost-per-thousand is cut to 
the bone. That goes for cost-per-reader, 
too, because Sunday magazines are read 
cover-to-cover, in the easy, relaxed atmos- 
phere of Sunday, when most families are 
at home together. 


CIRCULATION 


10 MILLION — 


5 MILLION ry 


THIS AMERICAN PARADE FAMILY 
WEEK WEEKLY WEEKLY 


foursome! 


Syndicated Sunday magazines are col- 
orful parts of most of America’s fine news- 
papers. Their editorial content is “top 
drawer’’—bright, newsy, human, basic. 
They offer saturation coverage of the coun- 
try’s major markets. They are read early 
in each week of issue. 


This is what has sold so many new 
advertisers. This is what has created such 
an unbeatable foursome ... and PARADE is 
proud to be on the winning team.* 


*. .. proud of its own individual score, too. 
Look at the figures (below) and you'll see why. 


First Quarter 1958 Score Syndicated Sunday Magazines 


ADVERTISING PAGES 
(First Quarter 1958) 


268 


205 179 


THIS PARADE AMERICAN FAMILY 
WEEK WEEKLY WEEKLY 


DISTRIBUTING NEWSPAPERS 
(Metropolitan Areas—as Defined 


PAGE INCREASE OVER Ist QUARTER 1957 


by Sales Management) 
50 
50 — 
38 
25 37 4 3nb 20 — Te 03 
16 
PARADE FAMILY THIS AMERICAN FAMILY PARADE AMERICAN THIS 
WEEKLY WEEK WEEKLY WEEKLY WEEKLY WEEK 
‘That's the story so far... and it’s a good one for the advertiser because of this fact: Any syndicated 
magazine will help sell at lower cost . . . any combination will sell better than any one . . . and the 


combinations that include PARADE will sell best of all. 


with compliments to THIS WEEK, AMERICAN WEEKLY & FAMILY WEEKLY 
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Advertising Age 


Feature Section 


What Is Agency Role?: Harper 
Borton Cites an Example 
C.M. Comments on a Lotion Ad 


Weiss on Management Consultants 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Marketing Agency vs. Creative Agency? Real Question Is, 
What Should Agencies Be Creative About, Says Harper 


The choice between being a marketing agency or a creative agen- 
cy is a “mythical” one, asserts McCann-Erickson's president, Marion 
Harper Jr. An agency must be creative, he says, but it will improve 
the advertising it turns out only as it applies its talents to other 
phases of marketing. His remarks are in reply to an Advertising Age 
editor's question whether the “marketing agency” is the direction of 
the future in this business. Exerpts from his remarks appeared in AA 


Feb. 24. 


By Marion Harper Jr. 
President, McCann-Erickson Inc., 
New York 

In the modern marketing concept cre- 
ativity and innovation are virtually a way 
of life. The modern marketing man feels 
an almost compulsive desire to find new 
ways to attack marketing problems, to 
break away from traditional marketing 
patterns. His is a restless character. Much 
of what we call marketing is actually 
communication to the consumer. The pro- 
duct talks. The package talks. The price 
talks. The retail channels talk. The many 
media of publicity, promotion, and adver- 
tising talk. 

What is the role of the advertising agen- 
cy in the modern marketing concept? The 
advertising agency, like any professional 
service organization, exists to serve the 
needs of its clients. Ultimately, then, only 
by looking to management and its chang- 
ing concepts of American business are we 
likely to find really valid answers to the 
question. 


@ The newer marketing concept (most ap- 
parent in products sold through supermar- 
kets) might be seen like this: The manu- 
facturer sees his essential problems as 
consumer problems that he wants to solve. 


It Starts with Consumer 

The whole process starts with a great 
deal of communication from the consumer 
to the manufacturer, who then commun- 
icates back to the consumer (products, 
packages, advertising, merchandising, 
etc.). The growing importance of the 
consumer and of communication in man- 
agement’s concept of modern marketing 
has had and will continue to have a pro- 
found impact on the advertising agency 
business. 

Since marketing is a creative function, 
it’s ironic, therefore, that the advertising 
agency business has been debating a 
mythical choice between the “creative 
agency” and the “marketing agency.” 


s In view of the client’s needs for ideas, 
one wonders whether the real question 
should ever be whether agencies should 
be creative or not creative. Agencies must 
be creative. 

Rather, the question should perhaps be: 
About what problems should the agency 
be creative? 

The marketing concept encourages cre- 
ative and competitive points of difference 
at every step of the marketing plan. In 
fact, if the average manufacturer could 
have just one effective selling point of 


difference at each step, he’d be hard to 
stop. 


= Considering the market’s enormous ap- 
petite for marketing ideas, we might well 
ask: “Where are they going to come 
from?” Should the advertising agency 
supply all of these ideas? Of course not. 

But with the total need that exists, the 
advertising agency is at least one group 
that should be encouraged to make an 
important contribution to this broad cre- 
ative need. 


® One of the unique contributions of an 
agency is its ability to organize a group 
of diverse, largely individualistic, creative, 
and professional people. ..unhampered 
by such things as “it wouldn’t work,” “if 
it’s so good, why hasn't it been done be- 
fore?” or “I don’t think policy permits 
anything other than what we're now do- 
ing.” 

The creation of brand differences 
through distinctive advertising will con- 
tinue to be the primary use of the agency’s 
source of creative talent. However, the 
modern marketing concept also calls for 
applying these creative resources consid- 
erably beyond the printed or spoken word. 


s The modern marketing concept is first 
and foremost a basic frame of mind, a 
philosophy of doing business. It is a deep 
conviction that, as the company serves the 
consumer, it serves itself. Under the mod- 
ern marketing concept, planning starts 
with the consumer. 

Thus, understanding the consumer be- 
comes a first order of business. It is in 
knowing the consumer intimately that the 
advertising agency should be prepared to 
be an authority, perhaps the authority. 
This dominance of the consumer has pro- 
found implications in any discussion of 
the functions of the modern advertising 
agency. 


Engineer the Differentiation 
Advertising is designed to differentiate 
products in the consumer’s mind after the 
products have been produced. We might 
ask then: Why not engineer this differ- 
entiation into the product in the first 
place? For the past few years, we have 
been experimenting with the notion that 
knowing the consumer (the fact-produc- 
ing ability of an agency), tied in with the 
idea-producing ability of an agency, is 
readily -transferable to product planning 
ideas. Already, some major product or 
packaging innovations have come out of 
a partnership between client and agency. 


Marion Harper Jr. 


Innovations can come only from a creative 
partnership of advertiser and agency. 

In the future, our product strategy will 
undoubtedly reflect on deeper awareness 
of market segmentation based on physi- 
cal differences in the product. This kind 
of product thinking, however, requires 
much more detailed knowledge of the con- 
sumer’s wants than a few simple prefer- 
ence figures on what the majority prefers. 
The chances are that more of our future 
segmentation will be increasingly psycho- 
logical in character. After all, probably the 
most important difference between people 
is a psychological difference. Here again, 
precisely the same skills required for ad- 
vertising to various psychological seg- 
ments are required to plan products for 
these same psychological segments. 


® Thus, knowing the consumer, the mar- 
keting concept and the advertising agency 
can be summed up: The advertising agen- 
cy has a primary interest in understanding 
the consumer; the agency also has unique 
consumer research facilities and an oppor- 
tunity to study consumer reactions across 
many products fields, and to do so con- 
tinuously. 

At its very core, the marketing concept 
envisages orderly planning. With plans 
come goals, and the need for objective 
evaluation. The modern agency’s contri- 
bution in this particular area is two-fold. 
First, its research facilities, which a few 
but not too many manufacturers can (or 
should) duplicate. Second, its outside 
viewpoint (and yet not that of an out- 
sider). 

At the core of the marketing concept is 
a sense of unity of purpose, of parallel 
movement of goods and communication. 
The advertising agency, communications 


minded by its very nature, makes an im- 
portant contribution to this need for inte- 
gration. 


Magnify Product Differences 

The modern marketer, by intuitively 
identifying it with the consumer and see- 
ing his brand through the consumer’s 
eyes, knows he must constantly project 
“minor” differences into bigger differences 
in her mind. The integration of all his 
channels of communication is one of the 
most powerful weapons he has. Being spe- 
cialists in communication, the advertising 
agency should be able to make a real con- 
tribution toward this integration of the 
company’s marketing communications, 

To summarize: 

Top management has evolved a modern 
concept of marketing. This concept places 
important emphasis on four areas: 

1. An intimate understanding of the 
consumer and a sincere desire to be con- 
sumer-minded in everything the company 
does. 

2. The ability to be creative about every 
phase of the marketing operation ... using 
imaginatively this understanding of the 
market. 

3. Objectivity in evaluating every phase 
of its marketing program. 

4. The need for integrating every phase 
of the program so as to present a united 
front to the trade and consumer alike. 


s There are perhaps no other skills more 
basic to the marketing concept than (1) 
the ability to think and work from the 
viewpoint of the consumer, and (2) think- 
ing of marketing as largely a problem in 
communication. The consumer and com- 
munication are the advertising agency’s 
essential business. 

To forecast the future of the modern 
advertising agency, advertising is about 
to burst its seams. This does not mean 
to suggest that the development of effec- 
tive advertising is not still the agency’s 
primary role and interest. But it has been 
our experience that, as the agency applies 
its talents to other phases of marketing, 
it dramatically improves upon the adver- 
tising it produces. For we believe that ad- 
vertising does its best job when it is con- 
ceived in partnership with the product and 
other communication that flows between 
manufacturer and consumer. Only then 
does the entire flow of marketing pressure 
focus with one image upon the consumer’s 
motivations. + 


We Are Swamped 


E. B. Weiss’ article in the March 10 issue, decrying the role of re- 
search and urging more reliance on “disciplined intuition,” has drawn 
a number of outraged replies; as we expected. We shall try to present 
representative answers, if not all of them, beginning next week. 
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Employe Communications ... 


Magazine Features Off-the-Job Safety 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

To the plant safety man, safety is an 
around-the-calendar campaign. He is 
poster conscious, slogan conscious, hazard 
conscious. In some plants, the safety man 
has vast authority—the authority, for 
example, to close down a machine, to 
move a man from a job, to suspend a de- 
partmental operation because of an unsafe 
working condition. This semi-dictatorship 
may cost time but it saves lives. 

Employe publications for many years 
have included safety in their coverage. 
The concentration, however, has generally 
been placed upon on-the-job safety. A 
few months ago a pioneering industrial 
editor undertook to discuss off-the-job 
safety in his magazine, and although this 
review of the effort comes a little tardily, 
the salute is just as sincere. 


s Larry M. Wynn, managing editor of 
“Men and Steel,” employe pocket-size 
magazine of Jones & Laughlin Steel 
Corp. at 3 Gateway Center, Pittsburgh, 
each year produces a special section in his 
publication devoted to safety. He does not 
neglect the subject at other times during 
the year, but he gives the subject both 
barrels in this annual safety issue. 

His latest effort was dedicated to off- 
the-job safety, and it is an animated and 
convincing discussion of safety in the 
home, out-of-doors and on the highways. 
Wynn used employe models for his photos 
and invaded the homes of cooperative 
workers for his material. Using safety 


training at the plant as a backdrop for 
his pictorial safety discussion, he moves 
into typical homes to dramatize the dan- 
gers of youngsters playing with matches, 
of exposure to poisons, scissors and win- 
dow screens. Wynn gets bedrock with tips 
on how to change an electric fuse safe- 
ly, how to check gas connections properly, 
how to make stairs safe and carpeting 
secure. It’s a succession of friendly cau- 
tion lights, with first aid tips, advice on 
lifting, handling of dry cleaning materials. 
Even the do-it-yourselfer is cautioned 
about guards for his machinery and the 
need for safety glasses at his home work. 


= Wynn discusses artificial respiration 
and guns and medicine cabinets. And he 
lists the hazards of working in the kitch- 
en. In the out-of-doors section he again 
takes up firearms; he gives some valuable 
tips on safe boating and fixing the power 
motor. The highway advice is sound, 
complete and informative, and it is geared 
essentially to the safety of the family. 
In a concluding statement, George E. Flac- 
cus Jr., vp-industrial relations at J&L, 
ties the whole effort back to safety at the 
plant where the basics of safety are well 
taught. 

Safety off-the-job is coming in for more 
and more of management’s attention. A 
man off the job is off the job, whether 
his injury occurred at the plant or in his 
home. The company which broadens its 
safety campaigns to include off-the-job 
safety finds its rewards in lowered ab- 
senteeism, better safety performance at 
the plant and in the gratitude of the peo- 
ple themselves. # 


On the Merchandising Front... 


Who Will Evaluate Management 
Consultant Services? 


By E. B. Weiss 

In several columns over the last few 
years I have pointed out that management 
consultants are sidling over into advertis- 
ing agency pastures. In one of those col- 
umns I quoted from a management con- 
sultant new-business 
promotion which was 
captioned: “Don’t Give 
Your Advertising 
Agency These Prob- 
lems,” followed by a 
list of functions that 
the modern agency 
considers to be very 
much within its do- 
main. 

Now I learn that 
George Fry & Associates, management 
consultant, has set up a new marketing 
management service which, according to 
ADVERTISING AGE, will “audit and evalu- 
ate marketing, advertising and sales pro- 
motion for both advertisers and agencies 

. . The new service will include ad- 
vertising planning, copy platforms and 
themes, media strategy, merchandising 
and promotion, packaging and product 
publicity. Review of advertising-advertis- 
ing agency relations and evaluations of 
agency services will also be covered.” 


E. B. Weiss 


= Pray tell—who will audit the services 
of the management consultant? And who 
will audit that auditor? And where will 
this service pyramid top out? 

But perhaps more to the point, by what 
rule of logic does a firm of management 
consultants presume to set itself up as an 


auditor of the total advertising agency 
function? 

In this particular instance, apparently 
the ostensible justification for the new 
service is that this function of the Fry 
management organization will be staffed 
by, as AA puts it, “three venerable au- 
thorities.” As one who himself is, at least 
from the calendar standpoint, bordering 
on the venerable, and who suffers more 
than enjoys a richly undeserved reputa- 
tion for authority, I question whether 
“three venerable authorities” are qualified 
to “audit and evaluate marketing, adver- 
tising and sales promotion for both ad- 
vertisers and agencies.” 

I doubt that three “authorities,” even 
though they are not venerable, can per- 
form this function. And I doubt that the 
quality of being venerable, in a function 
that demands a dynamic, virile, forward- 
looking grasp of the total marketing func- 
tion, may properly be considered to be an 
asset. 

I might also add that these three ven- 
erable authorities have primarily a food 
background—and I purely doubt that, in 
the world of marketing, it is quite correct 
to conclude that as goes food so goes the 
whole realm of marketing. (I wonder, for 
example, how a total of some 75 collective 
years of food experience would help to 
alleviate, not to say solve, the present-day 
horrible muddle in automotive market- 
ing!) 


= But the basic issue involved here is the 
conceit of a service organization that pre- 
sumes to sit in judgment on the work of 


Advertising Age, March 24, 1958 


The Creative Man’s Corner... 


Br JANET STEPHENS 


ment, set up like a short, short story. 


Ever heard language like that before? 


Love Letter from the South Pole 


Looking for something fairly exciting to comment on and failing to find it, 
we had just remarked to our patient spouse how repetitiously dull and timidly 
alike so much advertising is these days, when we found ourselves doing a sort 
of double-take. A page we had passed in the January McCall’s was definitely 
not similar in treatment to the other pages we had seen. So we leafed back to 
the page above—and, sure enough, what we had seen was a paid advertise- 


Delighted that we had at least come upon something different, we got into 
the copy. Started off like a story, and stayed that way about one-third through; 
then it suddenly lapsed into unmistakable advertising prose: ‘“‘The preparation 
that saved the Commander’s men was actually discovered in Canada, and has 
long been a standby of Canadians in caring for skin under the most trying 
conditions. But it took a team of prominent doctors and skin specialists at a 
Boston Medical Center to write the latest chapter in the history of this lotion.” 


The remainder of the copy is pretty much in the same vein. Remarkable how 
sO many writers, the minute they realize they are extolling the virtues of a 
product, lapse into the same tired and worn word combinations. “The lotion 
that won the test ‘hands down’ was the same one that worked a miracle for 
the Commander in the Antarctic...In the clinical tests, Italian Balm’s re- 
markable superiority was not matched by the leading silicone lotion, nor the 
leading lanolin lotion. In fact, Italian Balm was proved three times more ef- 
fective for relieving chapping, dryness and roughness than even pure lanolin 
... Moisture makes the difference, and that’s why doctors credit Italian Balm’s 
unusual effectiveness to this exclusive formula.” 


There must be some other way to write about products, some other words 


fresher to use, some way of expressing oneself that doesn’t cause the reader to 
say to himself—or herself, “Ye gods! Another ad!” # 


another service organization and particu- 
larly the creative work of another service 
organization. Would a law firm that cor- 
responds in position and prestige to one of 
our top advertising agencies submit its le- 
gal recommendations for a client to eval- 
uation by another group—or would its cli- 
ents expect this to be done? Ditto for a 
similar ranking type of accountants—of 
tax lawyers—etc? 

And what about the wellspring of the 
creative advertising function? As matters 
now stand, the creative advertising func- 
tion is severely throttled by the variety of 
blue pencils that hack away at it. Now an- 
other and pretty potent blue pencil is to 
be added, in the shape and form of a type 
of service organization that has scarcely 


created a reputation for brilliant crea- 
tivity or for an ability to recognize bril- 
liant creative work. 

This super imposition of one type of 
service organization on top of another has 
clearly reached ridiculous extremes before 
management consultants decided they 
could add the total function of the adver- 
tising agency to their manifold duties. In 
most large manufacturing organizations 
today, consulting organizations are stum- 
bling over each other—physically as well 
as mentally. The industrial engineers, and 
the management engineers, the marketing 
consultant and the research consultant, 
the psychological consultant and the per- 
sonal consultant—a horde of consultants, 
each claiming omniscience and each ex- 
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The editors of Better Homes & Gardens have an uncanny ability to 
latch onto exciting new ideas and turn them into nation-wide trends. 
That’s because they know what kind of ideas their home-and- 
family loving readers want—often before their readers do. 


Take the Family Room, for instance. A few years ago hardly 
anybody even knew what the term meant. BH&G planted the idea 
in its pages. Other media took it up. Builders and manufacturers 
helped. The exciting result of BH&G’s cultivating of an idea is 
that today the Family Room is practically as standard for 
medium priced new homes as the 2-car garage! 


People get all wrapped up in the ideas they see in Better Homes 
& Gardens. And the more they read their favorite idea magazine, 
the more they do and the more they buy. BH&G is a natural for any 
advertiser whose products can help families to live better. There’s 
L no other major medium quite like Better Homes & Gardens. 


or me 


Meredith of Des Moines . . . America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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tremely jealous of his professional prerog- 
atives, buzz around with fascinating fu- 
tility. 

More and more one wonders what the 
executives of these manufacturing organ- 
izations have left to do of a true executive 
nature—assuming that these consultants 
“deliver.” 


® I do not take the position that the ad- 
vertising agency is the distilled essence of 
all marketing wisdom or of creative bril- 
liance. But it would appear to me that an 
advertiser who has so little confidence in 
his advertising agency as to feel compelled 
to have a firm of management consultants 
audit the agency’s program would do bet- 
ter to select a new advertising agency. 


That would be equally true were a manu- 
facturer to feel it advisable to submit to a 
second firm of management consultants a 
program prepared by its regular consult- 
ants. 

And this reasoning, it seems to me, is 
sound even though three or 33 “venerable 
authorities” constitute the board of review. 
I have a dim recollection that it is these 
very venerable authorities who have been 
running the political affairs of the civilized 
world for centuries with results that are 
hardly calculated to put a premium on 
gray hair—or pure white hair, for that 
matter. 

And since my hair is darn near white I 
obviously am not sparing myself in these 
comments, + 


From an Art Director's Viewpoint . . . 


Berried—but Not Too Deep 


By Andy Armstrong 

After that beef about the sweet old lady 
on Snider’s “hotter catsup” label, it’s great 
to find Sealtest’s package and color page 
back-stopping each other so well. 

Every copy of the magazine carried what 
amounted to a blow-up 
of the Black Raspberry 
label. Every package in 
the supermarket freez- 
er case is like a scaled- 
down repeat of the ad. 

If you saw the ad be- 
fore you saw the pack- 
age, you had a nice 
surprise when you got 
to the store—an im- 
mediate feeling of fa- 
miliarity with a product you’d never tried 
before. 


Andy Armstrong 


= If you saw the package first, and bought 
it, ten to one you felt pretty smart when 
you opened the magazine. The ad told you 
you’d brought home something big and 
exciting and good. If you saw the package, 
didn’t buy it, and then came across the ad, 
ten to one you decided to pick it up on the 
next shopping trip, or ask your wife to. 

Unless you just don’t like Black Rasp- 
berry. That takes you, as a customer, out 
of the advertiser’s reach, and puts you on 
a couch somewhere. 

Of course the line at the top—“*“M-M-M 
in every spoonful”—isn’t anything to cast 
in bronze or publish in the anthologies of 
Great Words in Advertising. No danger of 


it planting a worm of discontent with 
other flavors in the public mind. It’s kind 
of a “well-we-ought-to-say-something” 
bunch of syllables. 


s But except for that line, this advertiser 
can tell himself he has spared no horses 
to get a new product across. He has shown 
you the label in millions of copies of a 
magazine. He has put millions of reprints 
of the ad in the freezer cases. If that dou- 
ble play doesn’t work, you just don’t like 
Black Raspberry. + 


WWMM in every spoonful... 


oe Se ae oe re Mae er 
a ast on vem Res es eee 
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What They Were Saying 25 Years Ago... 


Advertising Age, in an editorial (AA, 
March 11, 1933): 


“The national banking holiday, which 
has been in effect throughout the country 
for the past week, and longer in many 
communities, has brought to business the 
greatest problems which have confronted 
it since the beginning of the world war... 
The natural disposition of individuals and 
companies has been to slow down, mark 
time, and wait for something definite to 
happen. On the other hand, certain cou- 
rageous and enterprising businesses, real- 
izing the absolute necessity for maintain- 
ing morale and preventing panic, have 
continued sales and advertising operations 
without interruption. 

“It is interesting to note that retailers 
who quit advertising because of the bank 
holiday did little business, while their 
neighbors, who refused to be intimidated 
by the situation, and let the public know 
through their advertising that they ex- 
pected to continue business as usual, re- 


ported brisk sales and in many casts 
crowded stores.” 


Adolph Oettinger Goodwin, as _ he 
opened a new agency, Goodwin Corp., Chi- 
cago, in the week of the bank moratorium 
(AA, March 11, 1933): 

“Manufacturers themselves are largely 
to blame for present conditions. They have 
had allies in advertising men possessing 
no real belief in the merchandise to be sold 
or the methods used to sell it. 

“What this country needs is some guts. 
The foundation of new fortunes is being 
laid right now and the advertiser who be- 
lieves in his country and his own product 
has an opportunity which may never be 
duplicated.” 


Henry T. Ewald, president of Campbell- 
Ewald, commenting on the introduction of 
a new, smaller line of cars (coupe $445, 
coach $455, coupe with rumble seat $475) 
by his client, Chevrolet, despite the bank 
moratorium (AA, March 11, 1933): 

“Chevrolet believes that a satisfactory 


present market exists for any worthy 
product rightly priced and ably advertised 
and merchandised, No organization so con- 
sistently conservative as Chevrolet would 
make such a move without feeling that 
the outlook amply justified it...The best 
thing that advertisers can do to restore 
confidence is to show confidence them- 
selves.” 


Advertising Age headline (AA, March 
11, 1933): 

“Canada Dry Has Faith; $500,000 Drive 
Started” 


Carl W. Dipman, editor of Grocery Trade 
News and The Progressive Grocer, ad- 
dressing the Sales Executives Club (AA, 
March 11, 1933): 

“Millions of housewives have made love 
anew to the dear old service grocers since 
the bank holiday. The result has been an 
increase in service grocery sales of about 
25% and a corresponding decline in the 
sales of cash stores since the bank tie-up. 
.. Independents are doing the most aggres- 
sive job of merchandising in their history.” 


The weekly North Countryman, Rouses 
Point, N. Y., in a front-page editorial 
blaming the depression on newspapers 
“because they sold it to the public through 
millions of dollars worth of free advertis- 
ing in the guise of news” (AA, March 11, 
1933): 

“From now on the ‘North Countryman’ 
will print no news of the depression in 
any form, including speculations as to its 
cause, its effect, or proposed remedies. 
Neither will it accept any advertisement 
from any source referring to abnormal 
conditions as a reason for reduced prices, 
sales, etc., nor to unemployment organiza- 
tions or relief drives and similar measures 
sponsored by individuals or organizations.” 


Alice L. Edwards, executive secretary, 
American Home Economics Assn., ad- 
dressing a consumer marketing conference 
of the American Management Assn. in 
New York (AA, March 11, 1933): 

“It should be of concern to the manu- 
facturer of a genuinely good article that 
the consumer obtain accurate facts about 
his product. Advertising is one method of 
getting these facts to the consumer, yet a 


Advertising Age, March 24, 1958 


study of advertising made in 1931 re- 
vealed that only about a third of the total 
space was devoted to giving information 
and that of this third a large proportion of 
the descriptive terms referred to style and 
appearance. Clear, definite statements 
about specific qualities and performance 
were few.” 


Paul T. Cherington, distribution consult- 
ant, at the same meeting: 

“For consumer goods and _ industrial 
goods alike, the fundamental reason for 
existence of any business enterprise is the 
facilitating of human life. Even back of 
any profit motive is this necessity to facil- 
itate human existence—otherwise there 
can be neither consumption, demand, nor 
profits. If the present profit economy fails 
it will be through neglect of this idea. 
Profits in the final analysis are the price 
mankind is willing to pay to have its life 
enriched and facilitated.” 


Stuart Peabody, president of the Assn. 
of National Advertisers, in a letter to 
members (AA, March 4, 1933): 

“We have as buyers a very definite re- 
sponsibility to prove to publishers that we 
are ... watching audited statements to 
make sure that we are buying no circula- 
tion that has been artificially stimulated. 
... Publishers still believe that buyers are 
mostly interested in quantity and they 
still think that in a closely competitive 
field the publisher who has a few thou- 
sand more than his rival is favored. 

“Consequently ...they turn to experts 
in the business of adding circulation and 
take on some scheme calculated to give 
them 10,000 or 100,000 new subscribers. . . 
This situation is serious.” 


Hartley W. Barclay, managing editor of 
Modern Brewery, in a wire to Governor 
Lehman of New York protesting a propos- 
al to prohibit beer advertising (AA, March 
4, 1933): 

“Prohibiting beer advertising in publi- 
cations in New York state merely means 
that an economic factor in distribution is 
barred from use, and New York brewers 
will have to spend money, which would 
otherwise be spent for advertising, for 
novelties, favors, sales expense, sales- 
men’s salaries, etc.” 


Mail Order and Direct Mail Advertising .. . 


A Mail Order Advertiser 
Would Not Use This Ad 


By Elon G. Borton 


This ad from a national consumer 
magazine is reproduced here as an illu- 
stration of the kind of ad an experienced 
mail order advertiser would never use. 
It is a violation of almost everything he 
has learned is neces- 
sary to get attention, 


arouse interest, con- 
vince the reader and 
get action. 


The headline and 
over half of the ad 
have no direct connec- 
tion with the product 
advertised; they could 
apply just as well to 
almost any product. 
Nor do they supply any suggestion of 
benefit to the reader. Only the last 
paragraph talks at all about the product. 
The rest is wasted space. 

The mail order advertiser knows from 
experience that his ads must, from 
headline through signature, talk immedi- 
ately and directly about his product and 
its benefits to the buyer, just as his 
salesmen would do on a personal call. He 


Elon G. Borton 


does not “go around Robin Hood’s barn” 
to approach his subject. Nor does he try 
to be clever for the sake of cleverness. + 


What's That You Say? 


Science fiction is pretty tame stuff for us after exposure to 
automotive advertising. Detroit is not only master of horse- 
power but of hyperbole as well. We admit to being fascinated 
with this year's Big News . . . air! 

We have read about Torc-Air, Balanced-Air, and Poised-Air. 
And finally, a classic understatement . . . real air! We have to 
confess that we are puzzled about which does what. The air 
we are most familiar with is the old-fashioned kind that we 
breathe. Nevertheless these words are so imaginative we 
almost regret our ignorance. It occurred to us that if Detroit 
made wallpaper, an ad for E-Z-DU might read like this 


“Never sever before a wallpaper like the 1958 E-Z-DU®! 
Sweep your eyes over the sleek, jet-styled design. Watch how 
the revolutionary Torque-Thrust Adhesive grips .. . give 
total contact on the walls. As optional equipment choose 
fabulous super-aire suspension for ease of handling.” 

Sorry can't go on. We're breathless! 

We better stay with the simple language that says E-2-DU is 
a quality pre-pasted wallpaper that you cut to length, wet and 
sponge smooth on the wall. Most folks can handle it with 
ease. It's thrifty and available in a wide choice of colors and 
designs that can add charm to your home. Your Imperial 
desler will be happy to give you a demonstration. No 
trade-ins needed. 


IMPERIAL PAPER AND COLOR CORPORATION 
Glens Falls, New York 


~~. - 
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*John W. DeWolf, 
Vice President and Director of Research, 
G. M. Basford Company 


McGRAW-HILL PUBLISHING COMPANY, INC 


According to John DeWolf, one of the most frequently 
asked questions in preparing budgets and advertising 
schedules is: “What is the optimum time interval be- 
tween repeat ads in business magazines?” McGraw-Hill’s 
Laboratory of Advertising Performance supplied this 
information: 


A. Ads repeated at intervals of one month to a year 
showed no significant gain or loss in readership scores. 
Differences in time intervals between ads is not reflected 
in readership scores. 


B. An advertisement, when repeated, is seen and read 
by at least an equal number of new readers or readers 
who do not recall seeing it before. This holds true 
regardless of frequency of insertion. 

Studies such as these are a continuing project at 
McGraw-Hill. They are designed to provide a better 
understanding of how good advertising in good busi- 
ness magazines helps create more sales. 

Your advertising, concentrated in one or more of 
the McGraw-Hill magazines serving your major mar- 
kets, is one of your most effective sales stimulants. 


MeGraw-Hill Publications @: 


“What effect 


does the time interval J 


between repeat ads 


have on readership?” 


ADS REPEATED AT INTERVALS: INDEX OF "READ MOST’ READERSHIP SCORES 


INTERVALS BETWEEN INSERTIONS 


' 2 3 4 5 6 7-9 10-12 
MONTH MONTHS MONTHS MONTHS MONTHS MONTHS MONTHS MONTHS 


INDEX OF AVERAGE PER CENT 

OF READERS WHO READ MOST* 

OF ADVERTISEMENTS STUDIED 
EN 


WEMCAL i750 = «177 i—i«12StsiéiTA 74 85 79 27 


WEN vere 


*”Read Most” is the per cent of readers 
interviewed who had read 50% or more of the text. 


From Laboratory of Advertising Performance Sheet 3042.1: 
Readership scores were derived from 853 pairs of repeat ads in 
32 issues of two leading industrial magazines for the period be- 
tween January 1950 and August 1952. Note that “tread most” 
varies no more than 6 percentage points at any time during the 
twelve-month period. For your copy of Laboratory Sheets cover- 
ing repeat advertising, contact your McGraw-Hill office. 


— 4 
Coca* 


330 WEST 42ND STREET, NEW YORK 36, N. 
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Salesense in Advertising ... 


a By James D. Woolf 

No single word is used more carelessly 
by advertising people than IDEA. 

A genuine advertising idea, in my book, 
is a concept that communicates, instantly 
and without circumlocution, a_ specific 
promise of a desirable 
consumer benefit. The 
benefit promised may 
be one that satisfies a 
subjective hankering; 
or, on the other hand, 
it may fulfill a rational 
need that has little or 
no reference to deep- 
seated emotion- 
al yearnings. No mat- 
ter; it’s important only 
that the concept promises to do something 
positively beneficial for the reader. 

Extraneous left-field devices which are 
used only as a means of attracting indis- 
criminate attention, and which have no 
discernible relationship to a promised con- 
sumer benefit, are not in any real sense 
bona fide ideas. Thus bizarre typographi- 
cal effects are not authentic advertising 
ideas. Ditto for irrelevant pictures of dar- 
ling babies, lush bathing beauties, ele- 
phants and chimpanzees. Ditto for freak 
use of color and eccentric layout effects. 
Ditto for blind teaser headlines and teaser 
pictures. Ditto for evasive tactics and cam- 
ouflage. Ditto for “funny” cartoons and 
caricatures, “cute” gimmicks, silliness. 
Ditto for off-beat incongruities, incompat- 
abilities, irrelevancies, obscurities, misap- 
plicabilities, and all such alien apples off 
another tree. There may be rare occasions, 
I dare say, when extraneous devices and 
“tricks” are perhaps useful, but under no 
circumstances, in my opinion, can they 
alone and unaided qualify as motivating 
advertising ideas. 


James D. Woolf 


# I agree with S. Watson Dunn, Ph. D.: 
“The irrelevant use of attractive pictures 
may get high readership for an advertise- 
ment, but it erects an unnecessary bar- 


New Simoniz Floor Wax- - 
childproof because mers 


BBE yee = 
there's vinyl in it! =x 
= ‘ cs 7+ floors me i : 
=> Se > 
wn to alt Se. mone manne er 


RELEVANT—The iliustration here is a de- 
lightful departure from most conventional 
ad pictures, but it is not in any way ir- 
relevant; it is strikingly different, yet 
wholly related to the promised benefit; 
namely, that Simoniz floor waz is child- 
proof. I am strong for unusual pictures, 
but I believe only lazy admakers go out in 
left-field to find them. 


. Definition of a Bona Fide Advertising Idea 


TV SNACKS GET HIGHER RATINGS WITH THIS 


SPOTLIGHTS BENEFIT—“Fresh, clean taste!” is 
the consumer benefit that’s the big idea 
in 7-Up advertising. Since the shortest 
distance between two points is a straight 
line, the copywriter wisely refrains from 
circumlocution and evasive tactics. The 
charming illustration is a knockout. 


rier to good communication—a barrier be- 
tween what the audience reads into the 
picture and what the copy is trying to say. 
Communication research shows that rela- 
tively few people will take the trouble to 
budge the barrier—and, unless they do the 
point of the ad is lost” (“Advertising Copy 
and Communication”; McGraw-Hill). 
Reproduced here are several advertise- 
ments that are excellent examples of what 
constitutes a bona fide advertising idea. + 


Milk makes 
Enere® _— 
Zz \ 


Milk gives you 


a lift that laste 


NO CIRCUMLOCUTION—“Milk makes Ener- 
gy!” That’s the promised benefit and this 
page loses no time in saying so—instantly 
and without circumlocution. Extraneous 
left-field gimmicks are devices that rarely 
are the brain children of sound creative 
thinkers; they are foolish substitutes for 
genuine advertising ideas. 


Wesson Oil 
takes the smoke out of frying! 


SQUD SHORTEMINGS SMOKE BECAUSE 


ne bene ete es ete 


NO OBFUSCATION—This color page indulges 
in no circumlocution and evasive tactics. It 
features the promised benefit right up in 
the headline where it belongs. Very rarely, 
in my opinion, is it smart to bury the big 
idea in the text under a headline or pic- 
torial gimmick that is irrelevant and non- 
selective. 


Your harvest of real Italian flavor... 
CHEF BOY-AR-DEE’ Spaghetti Sauces 


The tastica sates that ever tapped spaghctt: — Chef » 

Herhism style Sewoes’ Phump. sumtipened tomatoes arc summennd ith 

mecat ct qumhims — eamned orth fale spices all ready 

fe begheon every deh Seuce with muchroams » jus perfeat for mration: mene 


PICTORIAL BENEFIT—This page must be seen ' 
in its original full color to be appreciated. 
I can think of no off-beat device that 
would compare with the eye-catching, 
mouth-watering appeal of the spaghetti 
dish shown here. Yet some advertisers of 
luscious-looking food products use irrel- 
evant devices in their mistaken attempts 
to capture universal attention. 


ARMSTRONG TIRES’ 


FR Keon 


“Ounce of Prevention Grip can save your life 


— oot 12. 1H 1 mente. tet for on tang on raw we the Hire 


DRAMATIC—This pictorial concept in this 

page succeeds in being striking and dra- 

matic without being off-beat and irrele- 

vant. The illustration tells the story so 

clearly that the reader will grasp the idea 

before he reads the words. A fine example 
of a bona fide benefit idea. 


WHAT THEY'RE DOING TODAY 


What's Become of... 


FREDERIC WAKEMAN—who catapulted 
to national notice and the best seller lists 
by caricaturing the advertising business 
in his novel, “The Hucksters”’? 

The Scranton, Kan.- 
born writer, who start- 
ed as a copywriter and 
did a stint as account 
executive at Foote, 
Cone & Belding, joined 

\ the Navy in World War 
/ II, saw brief duty in 


published in 1946. 

Since then Mr. Wakeman has turned 
out five more novels. His latest, “De Luxe 
Tour” (Rinehart & Co.), is being made 
into a movie by Darryl Zanuck. Last Jan- 
uary Mr. and Mrs. Wakeman sold their 
$50,000 waterfront home, which was a 
tourist attraction in Fort Lauderdale, Fla., 
during the eight years they occupied it, 
and left for London, where the now 49- 
year-old writer (1) has a new play slat- 
ed for production next fall in a London 
theater, (2) will produce a film version 
of his 1949 novel, “The Wastrel,” in col- 


the Pacific and wound 
up in a naval hospital. 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
; Chicago 11, IIL., for “Salesense in Advertising,” available on five days’ approval. 


His first novel, “Shore 
Leave,” was published 
in 1943. His second was “The Hucksters,” 


Frederic Wakeman 


laboration with Greek movie director 
Michael Cacoyannis and (3) will try 
more playwriting. + 
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Pet food buyers 
respond to 


LIFE 


Ralston Purina presented Purina Dog Chow 
nationally in 1957 with 78% of their magazine 
money in LIFE. Result: During the 6-month 
introductory campaign, Purina Dog Chow 
gained national distribution and the number 
two position for dry dog food sales. 


gives you so much response 
... 80 swiftly, so surely. 


Fabric | y 
lovers 
respond to 


LIFE 


Industrial Rayon Corp. for the past 9 years has 
used the major part of its general magazine 
dollars to promote “Spun-lo”’ rayon in LIFE. 
Result: So successful was this campaign, that 
Industrial Rayon selected LIFE to launch pro- 
motion of another new knit underwear fabric, 
Eiderlon. 


> tee 


gives you so much response 
... 80 swiftly, so surely. 


Hair-color artists \\ 


Clairol, Inc. tried a new approach to their hair- 
color bath advertising in ’56, placing 69.9% of 
this high-style campaign in LIFE. Result: In- 
creased demand for hair-coloring has stepped 
up Clairol’s beauty salon technicians course 
threefold and the advertising in LIFE hasnearly 
doubled. 


gives you so much response 
... 80 swiftly, so surely. 


Home furnishers 
respond to 


Bassett Furniture Industries, Inc. first em- 
barked upon a campaign in LIFE, September 
1956. Result: This campaign, exclusive in LIFE, 
contributed to a sales gain of $4 million over 
the previous year. 


gives you so much response 
... $0 swiftly, so surely. 


Seagram 7 Crown advertised in LIFE’s first 
issue, and has maintained a frequency sched- 
ule. Result: Sales having kept up with the mar- 
keting opportunity offered by LIFE, this lead- 
ing brand continues to invest the largest share 
of its magazine advertising budget in LIFE. 


Only Tire s gives you so much response 
... 80 swiftly, so surely. 


Krylon is using an eighth of a page advertise- 
ment every other week in LIFE. Result: Sharp 
climb in sales curve reflects the growing im- 
pact of Krylon’s regular LIFE coverage on 
jobbers, dealers and consumers. 


gives you so much response 
... $0 swiftly, so surely. 


Cosmetic 
users 
respond 


ALIFE 


Dorothy Gray began a concentration of its 
cosmetic products advertising in LIFE early 
in 1956. Result: Sales the past two years showed 
excellent increase and, in 1958, LIFE continues 
to receive the bulk of Dorothy Gray’s maga- 
zine advertising investment. 


Only 


hire gives you so much response 
... 80 swiftly, so surely. 


ADVERTISERS 


RESPOND TO| Ala 


In 1957 advertisers invested more in LIFE 
than in any other magazine. 


Tete! Investment by 
Renting Megetine Advertieers 
(Jen.-Dec., 1957) 
lot LIFE $137,522, 494 
2nd Saturday Evening Post 90, 899, 031 
3rd Time 45,112,621 
4th Look 43, 352, 335 
5th Ladies’ Home Journal 29, 506,441 


Source: Publishers’ Information Bureau (Gross Figures) 
(Does not include supplements and farm magazines) 


ML FE GIVES YOU SO MUCH RESPONSE... 
SO swiftly, so surely 
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IGA Stores Plan $24,160,000 
Rehabilitation Program 

IGA Food Stores will spend 
$24,160,000 in the U. S. and Canada 
for building and rehabilitation this 
year. Included in the plans is the 
construction of 172 new Foodliners 
in the U. S., at a cost of $11,696,000, 
not including real estate. 800 stores 
will be remodeled. 

Don R. Grimes, president of the 
5,000 IGA stores, said that the 
company will build 56 new stores 
in Canada and rehabilitate 232 


others. He said it was the largest Doeskin Changes Management Service Efforts of Advertisers, 
building program in the 3l-year N 


history of the chain. 


Gets Mail Machine Account 
Philip I. Ross Co., New York, has 
been named to handle advertising 
and sales promotion activities of 
Bell & Howell Phillipsburg Co., 
Phillipsburg, N.J. Bell & Howell 
Phillipsburg 
Inserting & Mailing Machine Co., 
maker of a complete line of me- 
chanized mail processing machines. 


is the successor to ber. 


Doeskin Products Inc., ew 

| York, is undergoing anofher man- 
}agement change. A Canadian 
group, headed by Samuel J. Smi- 
ley, Leo O. L’Esperance and Louis 
Schneider of Montreal have re- 
portedly bought control of the 
company from the Cuban group 
which obtained control last Novem- 
Leon M. Henderson is ex- 
pected to continue as president of 
the company, a post to which he 
was recently named. 


Advertising Age, March 24, 1958 


Agencies 


Build ‘Trust’ in Ads, Nichols Tells ANA 


PEBBLE Beacu, CAL., March 18— 
Advertisers and their agencies are 
not just selling goods; increasingly 
they are “exerting a constructive 
cultural and social influence,” ac- 
‘cording to William I. Nichols, ed- 
itor and publisher of This Week 
Magazine. 

“Along with selling goods, which 
|is a primary job in our mass pro- 


....Latin Americans fully understand Latin Americans. 


Of the international consumer 


magazines circulating in Central 


and South America, only O Cruzeiro International is written. 
edited and published there. Because it is, O Cruzeiro speaks to 
the reader in more intimate and meaningful terms. This vital 
asset is largely responsible for the magazine’s spectacular 115% 


circulation leap in 10 months. 
This — plus the lowest 


actual 


cost- per-thousand — makes 


O Cruzeiro International the best media buy for any advertiser 


BY AND FOR LATIN AMERICANS 


interested in the vast Latin American market. 


IMPORTANT: O Cruzeiro International is now a member of 
the Office of Certified Circulation, Latin America’s first complete 
auditing service. Controlled by advertisers, this organization was 
established by the Inter-American Press Association. 


Guaranteed Circulation: 200,000 


Basic B&W Page: Cr $66,000 4-color Cr $112,200 


. , roe 
_ / 


——— 


CRUZEIRO 


INTERNATIONAL 


duction economy, they have taken 
on the ‘other job’ of pointing the 
way to a better America,” he told 
the Assn. of National Advertisers 
here last week. 

While selling has been intensi- 
fied, said Mr. Nichols, ‘““We are en- 
tering a period when institutional 
advertising and related activities 
|will become more varied, more 
imaginative and more public spir- 
ited than ever before.” He said this 
would come about “because effec- 
tive selling requires an atmosphere 
of trust and confidence, and that is 
exactly what the right kind of in- 
stitutional advertising can produce: 
Trust in your products, in your 
corporations, and—beyond that—in 
our country and our economic sys- 
tem.” 


® He lauded, without naming, (1) 
a cereal company “devoting a sub- 
stantial part of its advertising” to 
improving youthful physical fit- 
ness; (2) an auto company using a 
“costly campaign” to improve high- 
way safety; (3) an electrical equip- 
ment company whose ad budget in- 
cludes approaches to solving traffic 
problems. He also praised agencies 
which have put their talent behind 
the promotion of reading; educat- 
ing New Yorkers to create a cleaner 
city; pushing a pedestrian safety 
campaign. + 


Zimmer, Keller Adds Account 
Zimmer, Keller & Calvert, De- 
troit, has been named to handle ad- 
vertising for the Nationa! Assn. of 
Engine & Boat Manufacturers, 
New York. In addition to the asso- 
ciation’s advertising in connection 
with the annual New York Nation- 
al Motor Boat Show, a new cam- 
paign is being prepared based on 
the association’s eight-point pro- 
gram to promote and safeguard the 
interests of America’s boat owners. 


Batill Joins Galen Broyles 

William J. Batill has _ been 
elected creative director and mem- 
ber of Galen E. Broyles Co., which 
has offices in Denver and in Lin- 
coln, Neb. He will supervise the 
copy department and be respon- 
sible for creative work on a vari- 
ety of consumer and _ industrial 
accounts in the Rocky Mountain 
area. He previously was an ac- 
count executive with Hal Niemann 
Associates, Denver. 


tions of over 2,500,000! 
“We have thousands of 


our small ads with you.” 


~ RIFLEM 


“The RIFLEMAN alone has pulled 
more orders for us than other pub- 
lications with combined circula- 


customers secured entirely thru | 


(Name on Request) 


“AMERICAN 


Billy Bublet 


Sells Mai/ Orders 


SCOTT CIRCLE WASH. 6 D.C. 
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volume of buying power iw These 


The people who read Advertising Requirements—and for 
whom AR is specifically and expertly edited — are in the 
market continuously. Their daily professional activities are 
determined by the need to find ways to do new things, 
better ways to do old things, better sources for equipment, 


Lard 


preparation and completion of the physical products which 
bring all advertising and sales promotion to life. 


Until AR appeared, there was no single source where these 
buyers could regularly find the facts and ideas they live on. 


supplies and services. 


There was no single body of editors skilled in and devoted 


They want ideas; they want angles; they want methods; to finding, selecting, illustrating and reporting “how-to- 


they want valid information about the selection, design, do-it, where-to-buy-it”’ advertising tools and services. 


Advertising Requirements 
runs these FULL FEATURE SECTIONS every month: 


Art and Photography 
Audio and Visual Aids 
Direct Advertising 
Packaging and Labeling 
Layout and Typography 
Paper 


Signs and Identification 
Materials 


Photoengraving and 
Platemaking 
Premiums, Prizes and 
Specialties 
Printing and Binding 
Radio and TV Production 
Shows and Exhibits 


Window and Store Displays 
* 


AR Readers come from the heart of advertising: 


Advertising management of national, regional and large retail 


advertisers... 


Promotion and production management of magazines, news- 
papers, business papers, radio and TV stations... 


Production, art and merchandising departments of advertising 


Workbook of Adueititiwg & Galbt Phowstion : 


200 EAST ILLINOIS STREET - 


agencies and major advertisers... 


Published By The Publishers of ADVERTISING AGE 


CHICAGO 11, ILLINOIS @ 480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 


No wonder, then, that suppliers of advertising materials and services find 
AR readers so extraordinarily responsive. In some cases AR has generated 
10 times as much direct response for a given item as any other magazine. 
The simple reason is that those who have the most at stake in creating 
advertising and sales promotional materials (and consequently have the 
most to spend, the oftenest) depend on AR as their prime source of infor- 
mation about their professional interests and needs. They have learned that 
every issue is crammed full of this important data, invitingly presented and 
conveniently arranged. They read it thoroughly and, every month, flood 
the mails with requests for thousands of items of additional information. 


Here is the only monthly publication devoted to advertising promotion, 
production, merchandising. It is needed— it’s important— it’s authorita- 
tive. As the workbook of advertising and sales promotion, it’s read and 
referred to by over 21,000 who buy and specify in virtually every important 
agency and advertising department in the country—the main deciders on 
$3,000,000,000 of annual purchases. 


Here, indeed, is a winning combination for advertisers: concentrated 
editorial coverage of an active buying field, and blanket circulation cover- 
age of those whose hands are on the purse strings when important buying is 
at stake. It's a combination which can make you a winner, when you 
join the steadily mounting list of advertisers who schedule Advertising 
Requirements first and regularly, when they set up promotion budgets 
designed to get action. 
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DISPLAY — Petite 
blond model 
demonstrates red, 
white and blue 
counter display 
Klassen Enter- 
prises is making 
available to deal- 
ers for its Cano- 
lectric electric 
can opener. A 6’ 
electric cord, not 
shown, makes it 
possible to dem- 
onstrate the mod- 
el. 


Somehow we just can't help feeling mighty 
pleased about the remarks Eaton 

Goldthwaite, the editor of the Giles County 
VIRGINIAN-LEADER, made in a recent edi- 
torial concerning The Roanoke Times. The 
following comments were prompted by the 
fact that The Roanoke Times and The 
Roanoke World-News take their civic duties 
as seriously as the publishing of newspapers. 


Eaton K. Goldthwaite, Editor 
Giles County VIRGINIAN-LEADER 


spheietaag NRE RENATO 


@@ During the last two decades the 
growth of The Roanoke Times in circulation, readership 
interest and influence has been more than a barometer 
marking the growth of the Star City; the newspaper has 
inspired the trust and confidence of an increasing num- 
ber of people in an expanding area. 


“There are many voices in Southwestern Virginia, 
but none commands so wide an audience or so much 
respect as The Roanoke Times. And the forthright 
manner in which The Roanoke Times is recog- 
nizing and accepting the responsibilities of its lead- 
ership is a mark of greatness, @® 


YOUR Sales-Message, in The Roanoke Times and World-News, 
carries the trust and confidence of the thousands of buyers who 
depend upon these great papers as their major daily shopping 
guides. 


Roanoke is the undisputed center 
for all business activity in an area 
covering 16 counties and over 
450,000 population. These people 
are ready and wanting to buy 
your products ... in the great 
Roanoke Newspapers Market! 
Spot Color Available 
is a “Burgoyne” City 


FREE DESCRIPTIVE BOOKLET: “The Beckoning 
Land" gives you full details on the Roanoke 
Market. Ask your S. F. W. representative or 
write direct. 


‘ROANOKE i, 


_ National Representatives | 
SAWYER — FERGUSON — WALK 


“DOMINATING VIRGINIA’S GREAT 
MOUNTAIN-INDUSTRIAL EMPIRE” 


Broadcasters Push 
Own Musical Wares, “America’s Favorite 
Congress Is Told for BIG LEAGUE 


WASHINGTON, March 18—The ” 
long-smouldering dispute between Energy! f 
two major music publishing organ- 
j\izations resulted last week in two ie. Baws : 
simultaneous congressional hear- 
ings, moving in opposite directions. 
| Beginning on March 11, a Senate 
commerce subcommittee under 
Sen. John Pastore (D., R. I.), lis- 
| tened to a parade of witnesses from 
Ascap who said that networks and 
| radio-tv stations should be prohib- 
\ited from owning stock in recording 
or music publishing businesses. 
|Meanwhile, a House subcommittee 
junder Rep. James Roosevelt (D., 
Cal.) provided a forum for small 
jrecording companies which claim 
|their operations have been ham- 
|pered by Ascap. 


Eat an Apple today 
and every day! 


Washin gton : 
Apples 


SPRING PUSH—A $168,000 campaign in March and April by the Wash- 
ington State Apple Commission will feature testimonial advertising 

* Ascap witnesses claim ownership for the first time in the commission’s 20 years. The campaign will 

of lak in BMI by networks ‘end cover 103 markets with newspaper and tv advertising plus platform 

stations has led to a situation where| Posters in New York and Chicago. Cole & Weber, Seattle, is the 

BMI music gets “pushed” on the) agency. 

lair, and Ascap music curtailed. 


Witnesses implied the current “rock | motion, which is scheduled to run|ment of fair trading by most of its 
n’ roll” craze can be traced to| through June, places particular competitors led to the move. 

| BMI's “mining of the lode. _ |emphasis on tv to give actual dem-| 

At the opening of the small busi- | onstrations of the product’s clean- 


ness committee hearings, Rep. Roo-| ing capabilities. Grey Advertising 

sevelt said his committee has no agency services the account. (eu... 
intention of interfering with pri-| 
vate anti-trust litigation currently 
|}pending in court. He said he is Flamingo Moves West: 
interested in knowing whether ex- Announces Baseball Films 

isting consent decrees are sufficient | Flamingo Telefilm Sales, New 
restraint on Ascap so that there is| York, has appointed Julian Lud- 
no undue interference with smal) | wig, formerly with Telestar Films, | 


No metal 


firms. + Hollywood, West Coast sales repre- | pvedhongtiong 
sentative and supervisor of the — . 
Easy Glamur Cleaner company’s new Hollywood office. only FOTOTYPE 


for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 
ads, catalogs, house 
organs, presentations, 
etc., to be reproduced 
by offset, zincs or silk 
screen. Save up to 90% 
over ordinary methods. 
Over 300 styles and 
sizes shown in new 
64-page type book. 
Write today for 
free copy. 


S N Cc. . |The office, which is the latest move 
tarts New Campaign in the tv film producer and dis- 


__ Glamur Products, Syracuse, has ‘tributor’s current expansion pro- 
| launched an intensive ad campaign gram, will be located at 1361 N. 
for its Easy Glamur upholstery Laurel Ave. 
and rug cleaner in 25 major mar- _— Fjamingo also has announced the 
kets. The drive will introduce Cor- ‘availability of “TV’s Baseball Hall 
obex, new germ destroyer ingredi-|of Fame” as a library service to 
ent in Easy Glamur. 'tv stations. The films consist of 77 
The promotion has a 30% budget |quarter-hours featuring the high-| 
| increase over last year and will in- jights of World Series games from 
clude radio, tv and print media, the past several years and are sug- 
with b&w pages in newspapers in|gested for use as pre-game and 
the majority of campaign markets. | post-game programs. 
A minimum of 50 radio spots using 
Westbrook Van Voorhis as an- |) h D Fair Trad 
nouncer is scheduled in most of| ngraham Urops oF oe e 
the markets. Minute tv commer-  E. Ingraham Co., Bristol, Conn., 
cials featuring Mary Margaret Mc- will drop fair trade agreements on| 
Bride also will be given heavy its clocks and watches March 24. 
coverage. The Easy Glamur pro-| The company said recent abandon- 


FOTOTYPE = 


1413 ROSCOE STREET 
CHICAGO 13 \ 


Leading advertisers endorse 
Salesense in Advertising 


381 of Jim Woolf's articles now 
available in one big book 


Advertising and sales executives of many of America’s most 
successful advertisers are enthusiastic readers of James D. 
Woolf's “Salesense,” among them such firms as Dupont, Gen- 
eral Mills, General Electric, Parker Pen, Ford, General Motors, 
Cream of Wheat Corp., Kellogg’s, Aetna Life, Heinz, and hun- 
dreds of other leaders. Typical is this statement by D. H. 
Grigsby, Director of Advertising, Zenith Radio Corp., Chicago: 
“Along with most everyone else in this business, I have en- 
joyed your ‘Salesense’ articles. What is more important, I have 
benefited from them.” Now—in response to a flood of demand— 
the Woolf articles, 381 of them, are bound in a handsome cloth- 
bound book. Use coupon to send for your trial copy. 


5-day FREE trial = { sovmmncace SSS -- 


200 E. Illinois St., Chicago, Ilinois 


Send no money now. Mail the cou- 5 IT like rept tty rye Ui 
pon, simply indicating your willing- don’t, I'll return it to you after 5 days. 

ness to examine the book for 5 days Nome ; 

—at our risk. Then, if you like the Company 


beok, send us your check for $5.95. a 


Address _ 
’ 1 
You can’t lose—you may win a lot! City lone State 


| 
| 
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| 
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id Schmidt Lithograph Co., died! jector, four new 8mm cameras!|bureau of publications, was ap-| E]]is Promotes Two 
Charles Oo Donnell, March 7 at Sequoia Hospital, in| and its Sun Dial movie cameras. | pointed director of public relations,| yyichael F. Ellis Jr. has been ap- 


Veteran Adman, VP Redwood City, after an illness of a | McCann-Erickson is the agency. jand William R. Eustis, formerly | pointed vp, sales promotion and 


i year. On the ad schedule is $450,000 manager of health education serv~| planning, and Maxwell E. Ellis A 
of EWRR, Dies at 65 Mr. Schmidt had worked for 53| worth of time on four NBC tele-|ice, was named assistant director | },,. been named vp in charge of . 
New York, March 18—Charles 


years in the business, of which his|vision shows (“Restless Gun,” |of advertising. : : : 

father, Max Schmidt, was the|‘“Wagon Train,” “NBC News” and | pyre roy gag ee ha _ 
S. O’Donnell, 65, a vp of Erwin|founder and which since has be-|“Suspicion”); one-and-one-half AWRT Elects Mary Pearl former joined the staff in 1952. the 
Wasey, Ruthrauff & Ryan, died . 
March 13 of a cerebral hemorrhage 


come one of San Francisco’s larg-| page b&w ads in 10 newspaper) Mary Pearl has been elected! latter in 1950 
est lithographers. | Sunday supplements May 18 and president of the New England : 

while on vacation in Jamaica, 

B.W.I. 


four supplements May 25; and 
JOHN M. SHAFRIN 
Born in Newton, Ill., Mr. O’Don- 


L NG) chapter of American Women in Ass Boo 
| two-page b&w ads in the June is-| Radio & Television. Mrs. Pearl is! Gas n. Publishes klet 


MILWAUKEE, March 18—John M. The American Gas Assn., New 


nell began his business career with 
Libby, McNeill & Libby in 1917. 
He left the following year to be- 
come general field sales manager 
of Sun-Maid Raisin Growers of 
California. From 1920 to 1924 he 
was field sales representative of the 


Shafrin, 56, owner of John Shafrin 
& Associates, died March 9 of a 
heart attack. He organized the 
agency five years ago; before that 
he was with Milprint Inc. and My- 
ron E. Schwartz Inc. He was a 
graduate of the University of Wis- 


sues of Popular Photography and | director of home economics of the 
U. S. Camera and the July issue of | food division of Heublein Inc., 
Modern Photography. Hartford, Conn., and also conducts 
| her own radio program, “Recipe 
Neighbors,” which is heard twice 


Hancock Reorganizes, 
Renames Department 
The name of the public services 


York, has published a how-to-do- 
it booklet called “Steps to Suc- 
cess.” The 84-page booklet pro- 
vides utility companies with plans 


weekly on four Vermont stations.|°f action for launching and con- 
| ducting air conditioning programs. 


department of John Hancock Mu- | Egan Named Director 
tual Life Insurance Co., Boston,|) John A. Egan, formerly eastern 
has been changed to the depart-|regional manager of the Waxed 


ment of advertising and public| Paper Merchandising Council, has 
Budget for 3-Month Drive relations. |been named executive director of | 

Bell & Howell Co., Chicago, has| At the same time, Leavitt How-|the council and of the Waxed Pa- | 
set a record three-month advertis-| ard, formerly director of public per Institute. He succeeds Lau-| 
ing and sales promotion budget) services, was named director of | rence T. Herman, who has joined | 
for the second quarter of 1958 to| advertising; Stanley T. Dingman, | the Detroit News as advertising di- 
promote its new Auto Load pro-|formerly associate director of the | rector. 


HOW TO MOVE YOUR PRODUCTS 
TO MEN IN INDUSTRY... 


Take a tip from 
ELECTRICAL EQUIPMENT 
MANUFACTURERS 


...for electricity is industry’s number-one 

wheel turner and the most versatile of all power 

and plant services. 
Electrical equipment manufacturers adver- 

tise consistently in POWER. > 
THEY KNOW POWER READERS REPRESENT A BIG 

MARKET FOR THEIR PRODUCTS. 


During 1957 POWER carried 248 pagés of 


Dairymen’s League. 

In 1924, Mr. O’Donnell joined 
N. W. Ayer & Son, in Philadelphia. 
In the mid-1930s he became a vp 
and director of J. M. Mathes Inc. 

} here. In 1945 he joined Geare, 
Marston as a vp, and when that 
agency was merged with Ruthrauff 
& Ryan at the end of 1956, Mr. 
O’Donnell continued with the com- 
bined company, as he did also last 
year when R&R merged with Er- 
win, Wasey. 

He was a member of the Canadi- 
an Club of New York. 


WILLIAM BENNETT 
INDIANAPOLIS, March 18—Wil- 
liam Bennett, 72, retired advertis- 
ing salesman for the Crowell Pub- 
lishing Co. and former part owner 
of the Gazette, Champaign, IIL. 
died March 11 at his home here. 
He started his career as a news- 
paper advertising salesman in the 
Midwest. In 1915 he bought an in- 
terest in the Gazette, which he sold 
in 1920 when he joined Crowell. 
He represented Crowell for the 
next 25 years in Indiana, Ohio and 
Missouri. Later he operated a tur- 
| key farm and retired from that 
business in 1950. 


consin. 


Bell & Howell Sets Record 


Ho-Hum Crasher! 


Does your advertising invoke yawns? 
Let Bott awaken it to 


evoke action 
and results! Chicago Phone HA-7-9187. 


‘That Sellen Batt” .. 


Leo P. Bott, jr., 64 E. Jackson, Chicage 


CHARLES H. GOUDISS 

New York, March 18—Charles 
) §H. Goudiss Jr., 55, publisher of 
Forecast for Home Economists, a 
monthly for home economists and 
teachers, jumped or fell to his 
death March 12 from a 16th floor 
room of the Hotel Biltmore, where 
he had registered March 10. He) 
lived on Fifth Ave., and had his 
office on 39th St. A note addressed 
to his wife was found in his room. 
After graduation from Yale, Mr. 
Goudiss joined the publication 
founded by his father in 1910; he} 
became publisher upon the death 
of his father in 1945. 


, ¥ primary transformer —_ induction motor | 
electrical equipment advertising. j 


A typical POWER reader is John Garrison, main- 
tenance superintendent at The American Fabrics 
Company where all the following services are used 
in the production of laces, embroideries and woven 
trims: steam, water, gas, electricity, humidification, 
refrigeration, ventilation, compressed air, chemical 
systems and lubrication. 


TOLEDO, March 18—Clarence W. 
Lammers Sr., 68, vp of Central 
Outdoor Advertising Co. and man- 
ager of its Toledo branch, died 
| March 4. Born in New Cleveland, 

O., Mr. Lammers lived here 51 
years. 

He was a member of the Toledo 
Advertising Club, Toledo Cham- 

ber of Commerce, Toledo Conven- 
} tion & Visitors Bureau and the To- 

ledo Exchange Club. 
Mr. Lammers. began his career 
in advertising with the Bryan Co., 
later purchased by the Thomas | 
Cusack Co. When the company | 
| 


| 
| CLARENCE LAMMERS SR. 
| 


Speaking of POWER, Jack Garrison says, “I’ve 
been reading POWER as long as I’ve been with the 
company. I read everything in it! It’s full of ideas 
we can use and it frequently solves problems for us 
right on the spot. I pass my copies along to other 
engineering and operating men and then we keep 
back copies on file for reference. Not long ago the 
advertising pages were a big help when we decid 
on a new boiler.” ; 


was purchased by the present out- 
door operator, then known as 
General Outdoor Advertising Co. 
Inc., Cleveland, Mr. Lammers re- 
mained with the company. 


CARL G. MAIER IF YOU WANT TO MOVE YOUR PRODUCT, 


‘ Detroit, March 18—Carl G. 
Maier, 53, vp of Campbell-Ewald 
( Co. and an authority on advertis- 
{ ing production, died here March 9. 
Mr. Maier had been with Camp- 
bell-Ewald since 1935 and had been 
a vice-president for four years. He 
had been suffering from a heart 
ailment. 


PUT BEHIND IT! 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N. Y, 


@@ 


RICHARD SCHMIDT 


SAN FRANCISCO, March 18—Rich- 
ard Schmidt, 74, board chairman of 
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"Who Are We to Say?’ Asks 
Reader of McCann-Buick 

To the Editor: As a former em- 
ploye of both McCann-Erickson 
and an agency handling a division 
of General Motors other 


rent McCann-Buick marriage? 


Primarily, the popular concept of 
General Motors as an automobile 


manufacturing complex is basically 


wrong: 


General Motors is primarily a| 


than | 
Buick, may I comment on the cur- | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|Henry Ford and Walter Chrysler. 
|Bill Knudsen comes closest, and 
he was trained by Henry Ford. 
General Motors was built up by 
William C. Durant, who was a pro- 
moter first, and a car builder sec- 
ond. Whereas the others were ba- 
sically mechanics who were pri- 
marily interested in product, and 
jsecondarily in promotion and fi- 
|nance. 
Thus, there is little room in the 
|automobile industry today for in- 
dividuality. The cars are becoming 


With all due respect to anyone’s 
sensitive feelings about so-called 
“advertising ethics,” Mr. Harper 
|has every right to run his shop the 
|way he sees fit. And if he chooses 
to pattern it after General Motors, 
and to seek General Motors busi- 
ness with a cold, hard look at fu- 
ture possibilities for expansion, it 
is only another manifestation of 
\the present-day trend in business, 
jin labor, and in government. 

Which is simply the old math- 
ematical formula of the whole be- 


large financial institution, using as standardized as the people who! ing greater than any of its parts. 


the cars and trucks produced as a 
means to profit, just as a bank uses 


drive them. And all of our em- 


| phasis today is on conformity rath- 


Frankly, I think it flattering to 
the advertising business as a whole 


the money entrusted to it, ora bro-|er than individuality—the norm|that one of General Motors’ great 


kerage firm its customers’ accounts, 
all to the same end. 

It is often said around Detroit 
that if General Motors could make 


lrather than the abnormal—the 
|group rather than the man. 

| Now, the firm of McCann-Erick- 
|son is growing precisely the way 


|divisions should come to New York, 
hat in hand, as Mr. Ragsdale did, 
figuratively speaking, seeking an 
answer to its troubles among our 


more money building outhouses | General Motors grew: by using | advertising firms. 


than it now does building cars, it | large masses of advertising and the | 


Perhaps if the Buick people will 


would drop the cars tonight, and|profits therefrom to increase its|listen to Mr. Harper and those as- 


come out with a line of high-style 
outhouses tomorrow. 


jown stature. The present head of 
|McCann, Mr. Harper, is a shrewd 


sociated with him at McCann, they 
| will be able to learn something 


Study the history of General Mo-| young man with business rather | which will keep Buick from mak- 
tors, and try, if you can, to name|than advertising training. He has ing more of the many mistakes it 
one dedicated motor car builder in| been extremely shrewd in sizing up| has made in the past. 


its history—men in the tradition of | trends, and riding them to success. | 


Or have we already forgotten 


From the House of Ideas 


AT THE POINT-OF-SALE 


Die-cut cardboard miniatures 
demonstrate “built in” 
appearance, “fits in” with 
opening and closing of door. 


DIMENSION... ANIMATION...IMPACT 


Bee Beek ventana oy 17 a 
fee der rete Bo 


oO) 


Color and 


tee ne ae 


attention on product. Contact 
Chicago Show Printing Company 
for merchandising ideas—and 
effective on-product display. 
Write or phone. 2635 N. 

Kildare, Chicago 39, Illinois, 
SPaulding 2-1600 
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movement focus 
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|“When Better Packards are Made, 
Buick will Copy Them”—a trade 
paraphrase on “When Better Cars 
are Built, Buick Will Build Them” 
(1925). 

Or the so-called “Pregnant Bu- 
ick” of 1929-30—probably one of 
the ghastliest pieces of full-blown 
design ever perpetrated. 

Or “Steel Alone Is Not Enough— 
It Must be Reinforced with Wood,” 
which was Fisher Body’s defense 
of its old-fashioned wooden bodies 
on Buicks when everybody else had 
steel. 

Or “The Easy-Opening Buick 
Doors” of 1939, in which the fac- 
tory had robbed the body of so 
much interior steel in cutting costs 
that the doors swung open when 
you went around a corner, or when 
somebody bumped your rear fen- 
der. 

Or the Buick that wouldn’t start 
because of new down-draft car- 
buretion. 

Or the “Japanese General Buick” 
in which the grill bars covered the 
front bumper, causing one com- 
mentator to say that the front end 
of a Buick looked like a Japanese 
general with badly-fitted dentures. 

Or the more recent Buick, which 
caused a British stylist to say, “You 
know, old boy—there’s a massive 
vulgarity about a Buick that’s real- 
ly frightening.” 

Yes, Buick needs someone like 
|McCann badly, because in its field, 
McCann is actually larger than 
Buick, and can lend Buick a help- 
ing hand. 


destined course, needs Buick. 
Who are we to say that they don’t 
deserve each other? 


Donald L. Ephlin, 
Highland, O. 


To the Editor: Good for your 
strong stand on the Buick-McCann 
deal—some comments heard 
around here: 

“One or both of the partners to 
such a deal must be real hard 
up!” 

“I’ve got a new motto for both 
of ’em: Do others before they do 
you.” 

“In the process of accepting this 
fee, they changed professions!” 

Memo to other advertisers: 

“Better By McCann.” 

W. B. Sherman, 

Portland Willaimette Cce., Port 

land, Ore. 


To the Editor: I hope this letter 
| will partially help extract some of 
| the daggers stuck into Marion Har- 
| per Jr.’s back. What’s he guilty of? 
| By yours and practically every- 
;one else’s admission, McCann- 
Erickson has done a bang-up job 
for Chrysler since 1943. Now what 
more could any big corporation ask 
be a company than to sell the pro- 


duct and spray some prestige in| 
this ruggedly competitive market. | 


McCann was guilty only of resort-| 
ing to a basic economic principle of 
| doing what was best for its com- 
pany. It is quite evident, they al- 
ways gave Chrysler 100¢ on the 
| dollar for 14 years. And now they 
saw fit to resign the account. 
What’s so horrible about that? 
Would it have been prettier if 
Chrysler resigned McCann? 

Except for the fact that the in- 
dividuals involved are “giants” in 
the advertising business, _ this 
would have been routine stuff. 

Mr. Ragsdale should not be 
blamed for making “a public spec- 
tacle of the firing of Kudner after 
22 years.” And I wouldn’t exactly 
accuse a company of being disloyal 
after sticking with one agency for 
that length of time. 

Actually, the public spectacle 
was made by the New York news- | 
papers’ advertising columnists. It 
was they who “speculated” on| 
Buick’s placement and had practi- 
cally four agencies with the ac- 
count “in the bag.” 

If I were Mr. Harper or Mr. 


And perhaps McCann, in its pre- | 


|night. They both got a good deal. 
Milton Olin, 
General Art Associates, New 
York. 


To the Editor: AA takes a dis- 
appointing path of least resistance 
in editorially frowning at the Mc- 
Cann-Chrysler-Buick switch. It 
might have been all right if you 
had put your finger on the most 
damaging part of the client-agency 
relationship split, but you didn’t. 

In the rough-tough business 
world, I fail to see anything ethic- 
ally wrong in one company’s seek- 
ing to better itself. If I were a Mc- 
Cann stockholder, I would simply 
say Harper, old boy, you may be a 
hard-hearted SOB, but you’re a 
money-making honest SOB, and I 
love ya. Suppose Chrysler had 
kicked McCann out because Har- 
per’s daughter might be driving a 
Ford and he said so on a tv 
interview (c.f. the Kolynos case)? 
Clients are a remorseless lot and 
I say an agency has got to take 
every chance it gets to better itself. 

As noted above, the only damag- 
ing thing in all this agency switch- 
ing, is that agencies constantly 
preach the doctrine that their peo- 
ple must be as close as skin to their 
clients’ operations. They must 
know everything that goes on. And 
|they’re right. What now happens 
to Chrysler’s secrets, next year’s 
plans, etc.? Won’t Buick get them, 

little by little? 

| Ay, there’s the rub. 

Lewis S. Dabney, 
Advertising Manager, Stylon 
Corp., Milford, Mass. 


AA’s editorial specifically point- 
ed to the problem of getting “as 
close as skin” to a client’s opera- 
tions. 


Auto Dealer Announces 
New Pricing Policy 

To the Editor: I read with inter- 
est the articles from ADVERTISING 
AGE, published in the New York 
State Automobile Dealers News of 
Feb. 24. The first article appeared 
{in your publication on Dec. 30, 
1957, under your column, “The Ed- 
itorial Viewpoint” and was titled, 
“The Biggest Marketing Problem 
of 58.” The second appeared under 
date of Jan. 27, in the same column, 
and was titled, “Tools for Automo- 
tive Jungle.” I thought you would 
be interested in an advertisement 
which we ran in the Syracuse pa- 


De Soto Dealers of Syracuse 
Announce a 


NEW PRICING POLICY 
On 1958 DeSoto ~ Plymouth Cars 
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pers on Friday, Feb. 14, and Satur- 
day, Feb. 15, a copy of which I am 
enclosing. I am also enclosing a 
copy of our printed price list. We 
just finished our automobile show 
and we passed out more than 5,000 
of these price lists to people, local- 
ly, and I am very hopeful that 
other dealers will follow this same 
pricing policy. 

I think that your two editorials 
are excellent. The first one, I 
think, is exceptionally fine and I 
would very much like to have some 


Ragsdale, I’d sleep pretty well to- 


copies of this magazine if you have 
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them to send to the DeSoto and 
Plymouth factory officials. 
E. J. Arnstine, 
President, E. J. Arnstine Co., 
Syracuse, N. Y. 
- . 


‘Adds No Stature’ 


To the Editor: May I offer the 
enclosed Smirnoff ad as “Adver- 
tising We Can Do Without.” 

Certainly, “the greatest name in 
Vodka” can offer better selling 
points or eye catchers (in fact, 


THE BULL 


Beef Bouillon and 
Smirnoff —the Vodka of Vodk 


OSmimofk 
the greatest name in VODKA 


80 and 100 Proof. Dist. from grain. Ste. Plerre 
Smirnoff Fis.(Div.of Heublein) Hartford,Conn. 


they do) than this headline that 
suggests typographical misreading. 
While the agency may counter 
with “the evil is in the reader’s 
mind,” this type of approach adds 
no stature to advertising. 
Milton Riback, 
Public Relations, New York. 


se s « 
Gardner Was Not Misquoted 


To the Editor: As a former edi- 
tor and writer, I want to speak for 
my editorial colleagues in disasso- 
ciating them from the remarks of 
Hy Gardner, New York Herald 
Tribune columnist, as reported in 
the Feb. 10 issue of ADVERTISING 
AGE. I can think of no other report- 
er, editor or columnist of my ac- 
quaintance who would ever advo- 
cate an advertiser’s boycotting a 
newspaper because it published un- 
favorable reviews of his television 
show. 

This is so basic to the American 
tradition of a free press and of a 
church-and-state separation be- 
tween advertising and editorial that 
I can only express surprise that 
Hy was so quoted. And I must give 
him the benefit of the doubt that 
he was perhaps misquoted and that, 
as a member of the fourth estate, 
he could not have uttered such 
statements. 

The right of the critic, trained or 
untrained, to criticize has long 
been a part of our free press, ex- 
cept when such criticism becomes 
a matter of legal concern. To sug- 
gest that an advertiser use the 
weight of his linage to command 
critical plaudits for his television 
venture, as Hy implies, would be 
to establish a precedent which 
could well undermine the integrity 
of all the press. What if a financial 
writer were to criticize a certain 
stock issue? Jerk the advertising! 
And if a fashion writer were to 
poke fun at a new hemline? Jerk 
the advertising! 

Now, Hy in one place concen- 
trates on restricting his recom- 
mended boycott to newspapers 
which publish “constant and mali- 
cious needling” of advertisers’ tele- 
vision properties. On this I’d like 
chapter and verse. We work daily 
with more than 150 top television 
editors of newspapers and wire 


hand those whose regular reviews 
could be termed “malicious need- 
ling.” 

I'd like to suggest that Hy’s re- 
|marks be stricken from whatever 
record is studied by conscientious, | 
far-sighted advertising men every- 
where. 

Ralph H. Major Jr., 
Vice-President in Charge of 
Public Relations, Batten, Bar- 
ton, Durstine & Osborn, New 
York. 

Mr. Gardner may have been mis- 
taken, but he wasn’t misquoted. 
His sentiments were checked with 
him by an AA reporter. Mr. Ma- 
jor’s concern for his “editorial col- 
leagues” is probably unnecessary; 
no rash of advice by columnists to 
advertisers to cancel advertising 
because of critical comment is ex- 
pected. 


To the Editor: I think it may be 
counted as a blessing that Hy 
Gardner chose to become a profes- 
sional back-fence gossip instead of 
an ad manager. 

I refer of course, to his sugges- 
tion that advertisers cancel ad 
schedules in newspapers daring to 
print adverse critical reviews of 
television programs they sponsor 
(AA, Feb. 10). 

Wouldn’t he holler bloody mur- 
der if anyone tried to muzzle his 
tasteless Nosey-Parkering? I’m sur- 
prised, too, that he has no sense of 
loyalty to his New York Herald 
Tribune confrere, tv critic John 
Crosby. Is Mr. Crosby to pretend 
that all is sweetness and light on 
tv so that the Trib won’t lose any 
advertising? 

In a day when mature members 
of the advertising world are still 
blushing over the fact that an 
agency can be fired from a tooth- 
paste account simply because its 
president is guilty of using a com- 
peting brand, such a wild-eyed 
suggestion seems very poorly 
timed. 

Much tv fare these days needs 
healthy criticism (or extermina- 
tion), and many newspaper re- 
viewers are doing a fine job of 
voicing intelligent opinion. I do 
not believe, however, that they 
j|have successfully destroyed any 
| worth while shows—certainly not 
|as many as the rating boys have. 
“I Love Lucy,” not my cup of tea, 
has drawn widespread critical 
condemnation, but continues to be 
a whomping success. 
| If Mr. Gardner has forgotten 
‘about it, I would refer him to a 
quaint American principle known 
as “freedom of the press,” a tra- 
dition which should be as much re- 
spected by the advertising com- 
munity as by anyone else. 

Take a reverse lesson from the 
cobbler, Mr. Gardner, and stick to 
your “firsts.” 

John W. Maxson Jr., 
Ambler, Pa. 


es 

To the Editor: Personally, I’d 
like to compliment ADVERTISING 
AGE on its most timely editorial, 
“Those Insidious Expenses” (AA, 
Feb. 17). Unfortunately, “huck- 
| sters” such as these are responsible 
|for building their image as typical 
|admen, as opposed to the majority 
of dedicated, hard-working prac- 
titioners. 

Aside from the foregoing, I noted 
Hy Gardner’s recent opinion sug- 
gesting ads promoting tv shows 
should be pulled from newspapers 
whose critics blasted these same 
shows. 

When the editorial efforts of col- 
umnists like Mr. Gardner can be 
influenced by the whims of an ad- 
vertiser, the value of that medium 
will soon be destroyed for both 
advertising and mass communica- 
tion. 

Mr. Gardner knows well that, in 
his newspaper, the reader can ac- 
cept or reject either or both editori- 
al matter and advertising. 

If Mr. Gardner intends continu- 


turn his hat around, make like| which was substantially higher 
one, and quit worrying about the than 1955. 

sponsor renewing his option. | 1957 was a year of consolidation 
Could it be that Mr. Gardner during which no accounts were 


|authored a recent news item in Jan. | gained or lost. We anticipate that 


29’s Variety calling attention to the | 1958 will see us cross the $5,000,000 
fact that as American families run | mark. 

into money problems with work| Industrial advertising (goods 
layoffs, tv viewership will rise? and services sold to business and 
Rise in audience (unemployed, of |industry) accounted for 59% of our 
course) will enable slide rule tv| volume, with consumer goods, or 
boys to show lower cost per thou-|resale items, representing 41%. 
sand with no money to spend for The media breakdown was: busi- 
Mr. Sponsor’s product. Woe be the ness papers 73%, radio and tv 14%, 
day when meaningless numbers Magazines and newspapers 13%. 
run rampant, while creativity cri- M. G. Walther, 
eth without in our halls. Howard H. Monk & Associates, 

I believe Hal Stebbins has a word| Rockford, Ill. 

for it—“artificial desperation.” 


_ 7 . 
George E. Hooper, = There Were Pioneers in 
Bureau of Advertising, Chica- the ‘Value Added’ Concept 
go. 
e e e To the Editor: Martin Mayer’s 
f f his “val dded” con- 
Howard Monk Agency Adds Comunes of Bee ' eee S 


cept as applied to advertising (AA, 
Figures to 1957 Billings |March 3) was most surprising. He 
To the Editor: We have been claimed that he could find no pre- 
reviewing the Feb. 24 issue of/| vious writings on the subject while 


| ADVERTISING AGE and have come to) preparing his book, so that he was 


the conclusion that Howard H./forced to develop the exposition 


97 


services across the country. And we ing his career as an objective news |capitalized fees. This represents a, session devoted to the marketing 
can name on the fingers of one|columnist, he’d damn well better|small increase over 1956 billing, applications of the “value added 


|concept. Four papers on the sub- 
| ject have been included in the Pro- 
ceedings of the Conference, pub- 
lished as “Frontiers in Marketing 
| Thought,” and edited by Stewart 
|H. Rewoldt. Incidentally, this vol- 
ume contains two discussions of 
|the limitations of the “value add- 
| ed” approach, which Mr. Mayer 
‘and his readers should carefully 
|note. A year prior to this confer- 
ence, a paper was presented at the 
25th annual Boston Conference on 
Distribution, 1953, on “Value Add- 
ed by Distribution.” Prof. T. N. 
Beckman of Ohio State University 
has stated that he used the topic 
in marketing seminars for several 
years prior to 1953, and he has 
done considerable work in the 
area, including one of the papers 
in the above-mentioned “Frontiers 
in Marketing Thought.” 

These marketing applications of 
the “value added” concept, while 
not specifically applied to adver- 
tising by the authors, certainly 
implicitly include advertising as a 
sector of marketing. When viewed 
jagainst these pioneering efforts, 


Monk & Associates should have himself. For the ex post facto bene- | Mr. Mayer's application of “value 
been heard from. In fact, when you fit of Mr. Mayer, may I suggest) added” to advertising becomes 
conduct your next survey, we will| that in further research he would | merely a logical extension of their 
participate with a full report. have found that the American! work. In presenting the notion that 
Our 1957 billings were right at Marketing Assn., in its Dec. 27-28, | advertising contributes to the val- 
$4,500,000, of which $3,094,000 was | 1954, conference in Detroit, had a|ue of commodities, Mr. Mayer has 


From the House of Ideas 
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Inexpensive vacuum molded 
plastic pump topper. Easy to 
erect—stays firmly in place. 
Weather resistant. Lights up. 
Sells hard. Contact Chicago 
Show Printing Company for the 
ideas and the facilities it takes 
to create effective display at the 
Point of Sale. Write or phone. 
2635 N. Kildare « Chicago 39, 
Illinois « SPaulding 2-1600 
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done the marketing and advertis- | opens tomorrow! |time to time. Many have experi-| Weiss’s tools are not “unique” ei- 
r ing profession a favor, for his work mented with a wide variety of| ther. Spray painting is even older 
[=3 contrasts sharply with the current methods of drawing and painting | than enamel drip-painting. It 
p theme of advertising as a “waste.” | with household paints and enamels | takes a lot to come up with an art 
However, let’s assign Mr. Mayer’s ~ > using various drip and stick-appli- | method or material that has not al- 
contribution to its proper place cation methods, sometimes alone| ready been experimented with by 
among marketing and advertising | and sometimes in combination with | today’s versatile, curious artists. 
theory and recognize that the “val- _ =, other media. | As for Mr. Weiss’ comment that 
ue added” concept is only one of mv gro To name just two of Chicago’s| he’d “like to see other artists devel- 
several approaches to the over-all 5 = 4 fine artists who have created and|op an interest in controlled drip,” 
problem of measuring productivity beens: . exhibited enamel paintings for let him rest assured that artists 
= in marketing. oxi Lenco some time, showing them in Chi- and art students across the country 
William E. Cox Jr., an Pe icago galleries and department have, and are continuing to experi- 
iversit eo gal _ stores and at art fairs, both Leroy |ment with this art technique along 
Se of Bishinen Schost of ted ss - saxony Neiman and Eugene Bennett have with many, many other novel art 
pe Administration, Ann Arbor. hou se done outstanding paintings in this | techniques. Even amateur artists 
: e e e if oe h. have go py — yom | a “e a 
‘ rip-enamel paintings da as far any novel styles of contro 
ie yng. Scag “all is my candi- | back as 1953. One also includes | drip paintings have resulted. 
date for “Advertising We Can Do — dripped silver solder—another | I wish Mr. Weiss continued suc- 
Without” for this week. on lynnway modern material Mr. Weiss might | cess on his own merits, but not as 
The Saxony House advertise- qe ewe wish to try. Mr. Bennett's “con- the inventor of a new technique. 
i ment in today’s Boston Herald, and , 7 trolled drip” enamel art ison view) And please, ADVERTISING AGE, 
as the Juliette Marglen ad, which res SS in Chicago and also is offered at|/consult with the Art Institute of 
a first appeared in The New Yorker © See at Soates mone * Baty Ameen by the Museum of Modern Art’s Jun- | Chicago or do art research before 
i, about six months ago, certainly Sl . ior Council rental service attempting any more art reviews. 
leave no doubt in my mind as to unin gatinn epee ere. Neither painter claims the tech-| Another of advertising’s ama- 


the possibility of direct plagiarism. nique as his own—it is just another 


? teur artists, Chicago. 
rs W. F. Randolph, 


ina—neot arti You're a Surf |wien whik il Mr. Weiss’ modern method of painting. Art! * ° 

ts ge —not art: soure a wonderlul | usl what you Ca r. WetSS' | schools also encourage students to y 

ee Randolph Associates, Welles- | advertising magazine, but your controlled drip technique to create| experiment with enamel more ted a oe a aes - 

a ley, Mass. feature on Mr. Weiss’ art activities objective paintings for some time. | ysing various stick-like tools, paint | See ee ae 
. * ° ’ 


was unfair to many professional) It is no longer considered very cans with holes, and assorted “con- | To the Editor: With a great deal 
artists (AA, Feb. 10). 


Art Lesson: Controlled Drip 


One of Many Experiments 


In fairness to these professional 
To the Editor: I respectfully sug- | artists, I hope you will print this 


gest that AA had better stick to| letter to advise your readers that|objective paintings. Most experi- drip the paint. 


reporting and reviewing advertis-| professional fine artists have been|ment with various techniques from 


From the House of Ideas 
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ECONOMICAL MERCHANDISING KIT 


Ingenious patented Squeezel. 
Turns simple poster into inex- 
pensive 3-dimensional display. 
One squeeze—it’s up. Mystik 
based wire Wobblers stick to 
any surface—attract with 
motion. Contact Chicago Show 
for effective merchandising 
materials and ideas that will 
produce sales. Write or phone. 
2635 N. Kildare « Chicago 39, 
Winois * SPaulding 2-1600 
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This is not written to take away 
from Mr. Weiss’ achievements. I 
just don’t want AA readers to think 
'the professional fine artists are 
‘copying Mr. Weiss when they per- 


chance run across some of the fine, 


art works that have been executed 
| in this technique. 

_ Although Mr. Weiss might have 
|unconsciously been motivated by 
| seeing some of these objective en- 
/}amel drawings and paintings ex- 
/hibited around Chicago prior to 
“devising his own style” three 
years ago, when he discovered 
Jackson Pollock (since he has over 
5,000 art books he probably also at- 
tends art exhibits), it is more likely 
|that he was merely also motivated 
|by the same obvious inspiration 
and excitement of a new technique, 
and a desire to experiment with 
the quick, staccato effects that can 
be obtained by dripping and draw- 
ing with household enamel paint. 


| 


| (He might also wish to try sprin-| 


kling sand, birdseed and what-not 
in the wet paint; it produces inter- 
esting, fast textural effects.) 

| However, AA definitely erred in 
|stating: “A few artists have tried 
|Mr. Pollock’s style, but they, too, 
have been non-objective.” Mr. 


“ : ,” A Rae |of i 
“unique,” although I know of no trolled drip” tools such as medicine of interest and agreement, I have 


professional artist who restricts groppers, plastic ketchup squeeze- 
himself to only this technique for | pottles and anything else that will 


| just finished reading your editorial 
|in ADVERTISING AGE entitled “Let’s 
Use Advertising Skiuis .w Make 
Decency and Integrity Fashion- 
able.” May I compliment you on 
one of the most imaginative and 
constructive approaches to this 
most serious problem that I have 
/come across. 

Your proposal makes a great 
deal of sense. It’s avout time that 
responsible people in our commu- 
nity begin to think about the long- 
range in the handling of the pro- 
blems you speak about, rather 
than concentrating on the short 
range, stop-gap measures which 
never really solve anything. 

Of course tackling the long- 
range problem is always very dif- 
ficult because there isn’t the 
stimulation of immediate action 
and results. Therefore, I think it 
will take someone in your position 
to be able to continue to hammer 
at this problem and to promote 
the kind of thinking you have pre- 
sented. Certainly there are others 
who would join you in such an 
effort. 

I, for one, would be happy to 
help in any capacity. 

If a group can be gathered which 
would guide such a campaign, I 
sincerely believe that a major 


contribution toward solving the 
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current American community de-) ing of the hands and I haven't at-|sidered good business citizens; but 
linquency problem will be made. tended any function at which you there have been instances where I 
Emanuel Goren, 
Manager, Lehn & Fink Divi- 
sion, Lehn & Fink Products 
Corp., New York. 
° 
To the Editor: Nothing I have | 
read or heard has prompted me to/| 
join a crusade as much as your 
plea to “Make the Real America 
More Like the Pictures in the ADs.” 
By your definition, I am a 
“sucker.” If I had it to do all over 
again I’d probably wind up being | 
another “sucker”’—although, ad- 
mittedly, I often have bitter re- 


'for higher standards in advertis- fair play has been abused. 
ing, had I been there I certainly’ The Chicago Daily News that 
| would have applauded long and/same night carried an editorial, 
vigorously. Judging from the press | “Billboard Curb,” in which they 
reports, you’re sounding a call make the statement, “Because bill- 
long overdue. boards are a menace to safety, and 
For whatever my personal en- because they are esthetically ob- 
couragement can add, I should jectionable, etc., etc.” There is no 


you for your vigorous expressions being a menace to safety, and as for 
of concern in this area. |their being esthetically objection- 
Henry O. Whiteside, | able, to whom, and why? 
J. Walter Thompson Co., Chi- Another example of this ap- 
cago. |proach is to be found in an Evan- 
grets. + ston Review editorial of Feb. 13, 
The acuteness of the problem) To the Editor: The Chicago Daily|under the title, “Billboard Men- 
becomes apparent when I find my- |News on Feb. 17 carried a story of |ace.” Here we find such descrip- 
self actually debating with my|your talk before the Sales Execu-|tions of the outdoor advertising 
wife—another “sucker”—the wis-|tives Club and directors of Na-|medium as “Honky-tonk parade,” 
dom of bringing our children up| tional Sales Executives Inc., urging | “Desecration of the scenery,” and 
to have a sound sense of moral,| United effort to make decency and|“Wanton exploitation of public 
cultural and intellectual values, |iMtegrity fashionable again. I am/| property.” Emotional phrases, 


| have delivered your speech calling! think you will agree the spirit of | 


like to express my appreciation to|authenticated instance of billboards | 


people may consider to be a per-|brought to attention. 


sonal or economic prejudice. 
Compare these points of view 
| with a Jan. 24 editorial in the Chi- 
cago Daily News. Under the title, 
“Try Out Pay-TV,” the editorial 
begins, “It is curious how some of 


prise system change their tune 
when they see new competition 
arising to threaten their own in- 
terests.” 

Well, after all, wasn’t it Emerson 
who said, “A foolish consistency is 
the hobgoblin of little minds”? 

Bailey Martin, 

Vice-President, Outdoor Ad- 

vertising Inc., Chicago. 


Loudon Has Simplex Account 
To the Editor: Page 134 of your 
|Feb. 24 issue gave our company 
| listing and included Simplex Wire 
& Cable Co. as a new account for 


the defenders of the free enter-| 


It doesn’t seem to have netted us 
much. 

What’s more important is how 
persuasive can we be when almost 
daily the kids see and hear the) 


sure that leaders of all media will|heavily laden with untruths, are this agency. Our company produces 
lend their cooperation to such a|not arguments of the kind one | sales promotion literature for Sim- 
program. I believe that basically; would expect from an editorial plex, but the agency for this ac- 
they want to be fair and objective _ writer, unless such a writer is using count is Henry A. Loudon, Boston. 
in all of their actions—to be con- |his position to express what some |I would appreciate this fact being 


rewards of cheating and chiseling. | 


99 
Thank you 
for your cooperation. 
Please have a photostat of the 
data we submitted made for us... 
Mary A. Hickey, 
Media Director, S. Gunnar 
Myrbeck & Co., Quincy, Mass. 
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@ Exclusive gang-run process 
@ PROMPT delivery 
@ Top quality guaranteed 
@ Over a dozen national awards 
for outstanding craftsmanship 
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ENVELOPES LETTERHEADS 
100M) $9.85 pem $8.85 perm 


For prices on smaller or larger 
quantities and free samples . . . write 
>: COLORTON E 

2412-248 17th St., N.W., Washington 9, D.C. 
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Do we tell ’em they’ll sleep better 
with an easy conscience? Nuts to 
that. The cheats and chiselers sleep 
better than I do—and under 
electric blankets, too. 

And how will they feel when 
they learn that working their way 
through college is the price they 
pay because their old man didn’t 
cheat on his taxes, falsify his in- 
surance claims or pad his ex- 
pense accounts? 

The “festering sore” needs cur- 
ing. My time and talent are limit- 
ed, but if you can inject some 
motion into your idea, I’d be de-| 
lighted to contribute what little | 
I can. 


Adman. 
° 

To the Editor: Just had to scrib- 
ble this note to let you know how 
much I appreciated your views as 
set forth in AA of Feb. 10. Have 
long admired your “guts” but 
latest effort assures your readers 
of your basic honesty. Keep up 
the good work! 

Many people in my acquaintance | 
have favorably commented on your, 
fine article. 

A. W. Skulstad, 

Manager, Marketing Research, | 

Kraft Foods Co., Chicago. | 


7 
To the Editor: I have just read 
with great interest the piece in 
your Feb. 10 issue based on Bern- 
stein’s speech. Congratulations on| 
an excellent article, a fine idea—| 
and a real contribution toward) 
building a better public attitude 
toward the advertising business 
and advertising men. I just hope 
a message like this doesn’t fall on 
too cynical ears. 
Harry Waddell, 
Petroleum Week, New York. 


» 

To the Editor: Your lead story | 
“Let’s Use Advertising Skills to : 
Make Decency and _ Integrity 
Available” in ADVERTISING AGE of 
Feb. 10 is one of the best outlines 
on this subject I have had the 
pleasure of reading. I wish to com- 
pliment you on a good job excep- 
tionally well done. 

If you have an extra copy of the 
talk, which you can spare, I should 
very much like to have one for 
my files, 

There is no question about the 
need of a program to combat pre- 
sent trends and, as you so aptly 
point out, the powerful medium of 
advertising tailored to meet the 
problem probably will prove one 
of the most potent remedies. 

J. A. Viger, 

Vice-President and Advertis- 

ing Director, The Record 

Newspapers, Troy, N.Y. 

. 

To the Editor: This is by way of 
being a piece of fan mail. While 
applause, by definition, must be 
accomplished through the pound- 


every 
minute 
counts 


Every announcement, 


every element of programming that you donate 
counts in the 1958 Cancer Crusade. 
Our Crusade messages could help those 
stricken by cancer seek treatment before it is too late. 
Time is vital in the saving of human lives. 
Your cooperation also helps raise funds which will 
bring the ultimate conquest of cancer that much closer. 
Here’s how we can help you help us. 
RADIO: Free transcribed spot announcements; spot announcement copy; transcribed 
shows. We provide full programming, plus inserts for already established programs. 
TELEVISION: Free 20-second and 1-minute film spots, including stars, news, weather 
and sports spots; flip board slides and telops; copy for live announcements. For further 
information, consult the American Cancer Society Unit in your community or write to: 


AMERICAN CANCER SOCIETY / Radio and Television Section 
521 Wrest 57 Street, New York 19, New York 
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Warner Appoints Clark 

Sam Clark, formerly in charge of | 
West Coast advertising tie-ins for | 
Warner Bros. Pictures, Burbank, 
Cal., has been appointed manager 
of the new merchandising section 
of the film company. Mr. Clark 
will direct and coordinate mer- 
chandising promotions with man- 
ufacturing firms in connection with 
Warner Bros. theatrical motion 
pictures, tv series and cartoons. 
His headquarters will be at Bur- 
bank. Jack Kingsley, formerly in 
charge of East Coast advertising 
tie-ins, has been named Mr. Clark’s 
assistant, acting as New York rep- | 
resentative with headquarters at! 
the company’s New York home of- 
fice. 


Meisel Joins O&S | 

Louis Meisel, formerly an ac- 
count executive with Dowd, Red-| 
field & Johnstone, has joined Ove- 
sey & Straus, New York, as a VP | 
and member of the plans board. | 
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PHIL-URBIA 


_ The BEST of the 


31} £. Lancaster Ave., Ardmore, Pa. 


|joined the New York sales staff of 


NEWSPRINT REQUIREMENTS OF 
NATIONAL ADVERTISERS 1957 


IN U.S. DAILY AND SUNDAY NEWSPAPERS 


a) ee 
DEPARTMENT STORES 


NEWSPRINT REQUIREMENTS OF 


RETAIL ADVERTISERS 1957 


IN U.S. DAILY AND SUNDAY NEWSPAPERS 
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RETAIL GROCERS 


FURNITURE STORES 


a 


CLOTHING STORES 


.\ . / 
ss Pliny = 


AMUSEMENTS 


ALL OTHER 


Newsprint information Commition 


NEWSPRINT REPORT—America’s advertisers, whose pur- 
chases of space in daily and Sunday newspapers 
make them the nation’s largest ultimate consumers 
of newsprint, used 3,894,000 tons of it last year, ac- 
cording to the Newsprint Information Committee, 


ago for editorial 


and advertising together, the com- 


mittee says. Shown here are NIC’s charts for news- 
print used by national and retail advertisers. 


Soll Joins ‘The Reporter’ Me ; ‘ 
Bernard Soll, formerly of Tothill | Gimmick Era Gone, 
Larkin Tells Popai 


Press Ltd., London, England, has 
Workshop Group | 


Gleysteen Joins Compton Cuicaco, March 18—“The era of 

T. C. Gleysteen, formerly of | the gimmick is about to run out 
Young & Rubicam, has joined | . . . Sell the steak and not the siz- 
Compton Advertising, New York, | zle,” Robert S. Larkin, director of 
as an account supervisor. chain store sales, Philip Morris Inc., 


The Reporter. 


— a Point-of-Purchase Advertis- 


ing Institute workshop here last 
week. 

Display materials should tie in 
| with a campaign which makes use 
,of all media, he said, citing the 
Marlboro campaign as one with a 
|“‘merchandisable idea.” 

Much p.o.p. material is a waste 
of money, Mr. Larkin told the 
group. The same research tech- 
niques should be applied to p.o.p. 
materials as to other advertising. 
Point of purchase materials should 


| Collins o. 
Miller and 
Hutchings 


PHOTOENGRAVERS > 


333 WEST LAKE STREET 
CHICAGO 6 


be planned on a campaign basis, 
should communicate a message, be 
simple and brief, he advised. 

Mr. Larkin also told the group, 
have found it pays to 
|approach it from the retail point 
of view.” In some materials, he 
said, brand identification is kept at 
a minimum; others are completely 
free of brand identification. As an 
example, he mentioned the Philip 
Morris arrow—a sign reading only 
“Cigarettes” to direct attention to 
supermarket cigaret displays. 


# Another example of limited use 
of the advertiser’s name was point 
of purchase material for Johnson 
Motors’ “All-Family Boat Show.” 
Carl Von Ammon, account exec of 
J. Walter Thompson Co., Johnson's 
agency, described the promotion in 
detail as an example of an inte- 
grated program. 

Work on the “Show,” held in 


participating dealers’ showrooms, 
started last fall when new models 


were introduced, and culminated 


with the “Show” itself held March 
7-16. Trade journal advertising, 
letters to dealers, brochures, news- 
letters, publicity and promotion 
kits, ad mats, national advertising 


|in magazines and on tv—and a 


quantity of p.o.p. banners, flags, 
balloons, signs, “footprints” and 
other materials were included in 
the coordinated campaign. 

About 150 advertisers, research, 
agency and p.o.p. manufacturers’ 
men attended the workshop, the 
second sponsored by Popai. + 


Esso Names Gray to Head 
Combined Ad, Promotion Unit 
Robert M. Gray, 
manager of Esso Standard Oil Co., 
has been named manager of a 
combined advertising-sales promo- 


tion division, created “to provide 
more effective coordination of 


planning, scheduling and produc- 
tion activities in both fields and 
integrate them more closely with 


other marketing programs.” The 
expanded division will also handle 


point of sale materials, cooperative 
programs with dealers, shows and 
exhibits, mailings to 
manuals, guides and charts, dealer- 
meeting and window-display pro- 
grams, and station-opening pro- 
grams. 


Reporting to Mr. Gray will be 


William N. Farlie, operations man- 
ager for advertising and sales pro- 
motion; Vernon G. Carrier, man- 


ager of industrial advertising, and 
Thomas W. Wilson, manager of 


motor products advertising. Mr. 
Farlie and Mr. Carrier previously 
were assistant managers. Mr. Wil- 
son was sales promotion manager. 


Silvas to Warwick & Legler 

Leslie Silvas, formerly with Cal- 
kins & Holden, has joined Warwick 
& Legler, New York, as a vp. 


gets a better . 
news picture a 


Listener’s comment," from the recent study by Motivation Analysis, Inc. 
which showed that listeners distinguish between radio stat.ons and re- 


gard the C-O’s more favorably than the leading Independent competition. 
CBS-OWNED RADIO STATIONS 


WEET, Boston 
WBBM, Chicago 
KNX, Los Angeles 
WCBS, New York 
KMOX, St. Louis 
KCBS, San Francisco 


advertising 


dealers, 


Advertising Age, March 24, 1958 


Sputniks Make Live 
Insurance Ad Copy, 


Harrington Declares 


CoLuMBus, O., March 18—‘“In- 
surance men need more practice in 
salesmanship and advertising. The 
insurance industry is behind the 
time in telling its story to the pub- 
lic. There is ample material for 
good insurance advertising copy, 
but it isn’t being used.” 

That’s what Frank G. Harring- 
ton Jr., advertising and public re- 
lations manager of the Insurance 
Co. of North America Companies, 
told an insurance conference at 
|Ohio State University here. 

The insurance industry, Mr. 
Harrington said, “has failed to 
|make an impact on the public 
| consciousness commensurate with 
its size and scope. 


New York. Newspaper advertising alone in 1957 re-|® “It is high time,” he said, “that 
quired more newsprint than was consumed 12 years| We take our case to the public. It 


|is vital to our continued growth, 
‘to our ability to serve, that the 
|public understand the partnership 
that exists between insurance and 
| those it serves.” 

Mr. Harrington pointed out that 
there is ample material for good 
insurance advertising copy, “be- 
cause insurance is involved when- 
ever a satellite is launched, when 
a jet or rocket ship streaks into 
|the sky, when bridges and tunnels 
are built, when art collections 
move, when kids go to camp.” 

Despite the wealth of material, 
he said, “if it weren’t for the word 
‘insurance’ in agents’ advertising 
one wouldn’t know whether they 
were selling embalming supplies 
or gravestones.” + 


Open New Sales Division 

Another step in the current sales 
expansion of ABC Film Syndica- 
tion, New York, is the establish- 
ment of a central sales division, ef- 
fective April 1. Howard B. Ander- 
son, former midwestern manager, 
has been promoted to the new post 
of central division manager, cov- 
ering 20 states. William L. Clark, 
vp, continues as division manager 
of the western division, covering 11 
western states. In a move to pro- 
vide better service to all clients by 
|forming four major sales divisions, 
|ABC Film recently appointed Sher- 
/man Gregory New York City divi- 
sion manager. Phil Williams, vp in 
|charge of syndicated sales, will as- 
‘sume the responsibilities of the 
jeastern division, pending the ap- 
| pointment of an eastern division 
manager. 


Mundus Buys 30 TV Films 
Mundus Television Corp., New 
York, a new tv distributor, has 
purchased world negative rights to 
\30 feature films from Sunset Se- 
|curities Corp., a subsidiary of the 
| Bank of America. U. S. and Canada 
rights to these films were sold by 
Sunset Securities to General Tele- 
radio, which released them to tv. 
General Teleradio’s rights expire 
| Oct. 1, 1958, at which time National 
Telefilm Associates will acquire all 
exhibition rights in the western 
hemisphere, exclusive of Canada. 


McGraw-Hill Boosts Larsen 

Richard H. Larsen has been ap- 
pointed publications manager of 
Management Digest, Ingenieria 
Internacional Construccion and In- 
genieria Internacional Industria, 
three international magazines 
published by McGraw-Hill Pub- 
lishing Co. Mr. Larsen joined Mc- 
Graw-Hill in 1952 and has served 
as promotion manager of Con- 
struction Methods & Equipment 
and a member of the Philadelphia 
and New York sales staffs. 


‘Cosmopolitan Moves 

| Cosmopolitan Advertising Corp., 
maker of ad specialties, has moved 
‘its office to 485 Fifth Ave., New 
| York. 
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Ford Car Is No. 1 
Brand in Net TV; 
Top Company: P&G 


(Continued from Page 1) 


$8,488,219 to $8,606,656 for Janu- 
ary, 1958. Drugs and remedies went 
from $4,135,793 in January, 1957, 
to $5,388,090 in January, 1958. 
Practically every category was 
up, with part of the increase com- 
ing from increased rates. Sharp 
gains were registered in smoking 
materials and in office equipment, 
stationery and writing supplies. 
Network tv lost ground with ap- 
parel, footwear and accessories, 
which went from $283,721 to $194,- 


924, and building materials, equip- | 


ment and fixtures, from $276,117 
to $44,941. + 


Top 15 Network TV 
Advertisers 


January, 1958 
Sources: Leading National Adver- 
tisers and Broadcast Advertisers 


Reports 
Estimated Gross 
Time Costs 
1. Procter & Gamble ............ $4,099,327 
Be GEE COIR... cesercissesrccessese 1,995,529 
3. American Home Products 
0 ee eee 1,825,602 
4. Colgate-Palmolive Co. ........ 1,800,687 
fh Seren 1,749,107 
6. General Foods .................. . 1,716,916 
7. General Motors .................. 1,705,214 
8. Ford Motor Co. ................ 1,466,562 
9. Bristol-Myers Co. 0.00.00... 1,459,021 
10. R. J. Reyno!ds Tobacco Co. 1,264,684 
5 | - aoa 1,239,998 
12. Liggett & Myers Tobacco 
Er siiabiaaidasiubunitecmeesins 1,157,076 
BO ID GIS ccveteseineseccencsens 1,087,335 
14. American Tobacco Co. .... 939,342 
15. General Mills .................... 795,712 


Top 15 Network TV 
Advertised Brands 


January, 1958 
Sources: Leading National Adver- 
tisers and Broadcast Advertisers 
Reports 
Estimated Gross 


Time Costs 
1. Ford Passenger Cars ............ $825,810 
SD, Be TD sictteiertinns 807,834 
Fee teste stains 800,9: 
4. Winston Cigarets ................ 705,846 
5. Plymouth Passenger Cors .. 645,552 
ee 623,873 
7. Chevrolet Passenger Cars .. 572,268 
De, CR IIS seccecniccscseccsvcese 518,320 
9. Dodge Passenger Cars ........ 492,599 
10. Viceroy Cigarets ................ 440,4 
11. Chesterfield Cigarets ........ 421,56 
12. Colgate Dental Cream ...... 412,619 
ene 386,640 
14. Ipana Tooth Paste ............ 371,994 
15. Fab Detergent ..............0. 368,200 


Colgate Sets Big Push for 
Fab with Duratex 

A multi-million dollar push is 
planned for Fab with Duratex, 
launched March 23 by Colgate- 
Palmolive Co., New York. Slogan 
behind the new product is, “washes 
clothes cleaner, brighter and more 
lastingly odor-free than any other 
wash-day product in the world.” 
Fab with Duratex will be pro- 
moted on Colgate’s afternoon and 
nighttime network television 
shows in addition to extensive ra- 
dio and television spots. The print 
schedule includes The American 
Weekly, Parade, This Week Maga- 
zine, local Sunday supplements, 
Ladies’ Home Journal, Life, Look, 
and McCall’s. Ads are four-color 
pages, with a 10¢-off coupon. Ted 
Bates & Co., New York, is the Fab 
agency. 


Hyman Joins Alamac Mills 


HARBINGER — Sea- 
gram Distillers 
Co. is using this 
“bee” ad during 
the last two 
weeks of March 
in 111 newspa- 
pers in 79 mar- 
kets. It is one of 
several so-called 
“excitement” ads 
which the com- 
pany is inter- 
spersing in its 
regular newspa- 
per schedule. 
Warwick & Leg- 
ler is the agency. 


Say Seagram's and be Sure 


ABC Radio's 
Future Still 
Is Undecided | 


(Continued from Page 1) 
ness, which is having difficulty 
in attracting enough advertising 
to keep the red ink within rea- 
sonable limits. 

But ironically enough ABC’s 
specific problem came to a head 
as a result of the company’s ef- 
forts to do something special to lift 
the medium out of the doldrums. 
Robert Eastman, a successful sta- 
tion representative executive, was | 
brought in as president of the net-| 


work in May, 1957, and presum-| . : 
ably given a free hand to try to want to be quoted, viewed this 


: move as a holding operation at 

‘put the network on its feet. best; they do not think news, reli- 
" , és igion, the “Breakfast Club” and 

be starting We Sreien commentators are enough to re- 
pan Fig FB tee fy A anapaten ey jestablish the network on a healthy 
land personality shows that were | C*#- The AT&T line charges for a 
: os ‘yts4..99 ...24,, LOUr- to five-hour broadcasting day 
designed for “compatibility with would be as much as those for a 
the current fare on many stations. full day, or approximately $1,800,- 
In terms of today’s radio picture 000 as sinc 
this all-live lineup was very ex- ‘ 
|pensive radio programming, budg- 
eted at about $70,000 to $80,000 a 


{future operations of the radio net- 
|work to meet the requirements of 
\the public and our radio affiliates 
and also to be compatible with pre- 
isent-day radio network econom- 
ics. 

There could be no further clari- 
fication of this at presstime since 
Leonard Goldenson, president of 
AB-PT, is out of the country. 


'@ Sources at the network indicated 
ithat the latest plan—which may 
be subject to change—calls for the 


|in the business with a slight sched- 
ule that will include the “Break- 
|fast Club,” news on the hour and 
news commentaries and documen- 
taries. Weekend commercial pro- 
grams—the Metropolitan Opera 
broadcasts and the Sunday reli- 
gious broadcasts—will continue. 
Network executives, who did not 


s Meanwhile, the company is still 
\weighing the possibility of some 
week. But despite the size of the sort of a press association opera- 
effort and the promotion put be- tion, with the service being main- 
hind the live personalities—Herb tained on a subscription basis alone 
Oscar Anderson, Jim Backus, Merv jor on a subscription basis com- 
Griffin, Bill Kemp, et al—it did not! bined with sales to advertisers. So 
catch on with sponsors. |far nobody has come up with a 

Mr. Eastman’s all-live schedule |press association formula that is 
got going in September of last year. ‘considered to be economically feas- 
By December the management at/|ible. 

American Broadcasting-Paramount; ABC reportedly turned down a 
_Theaters, which apparently had/|couple of offers to sell the network 
|expected the shows to produce im-|and rejected an idea—presented 
;mediate sales results, called for|some time ago—for a joint opera- 
cutbacks in the budget. In Janu- tion with Mutual Broadcasting Sys- 
ary there were further belt-tight-|tem, which also is in the process 
ening measures, 
personalities leaving and others/technique for making network ra- 
being reduced to disc-jockey stan-| dio pay off. 
zas. None of the new “live” per- When asked if he intended to 
sonalities will be around after | give up the network radio battle- 
April 4. ground to return to the spot busi- 
ness, Mr. Eastman told AA: 
® For the past couple of weeks the| “I feel I have a job to do here 
rumors have come so thick and until this situation is completely 
fast that it is difficult to sort them |resolved. But I might go back into 
out. ABC was said to be thinking the station representative business. 
of turning its network into a press|I haven’t any concrete plans at the 
association type operation, or going |moment, but it would be the logi- 
out of the radio network business | cal thing for me to do.” = 
altogether; Mr. Eastman, who came | 
to ABC with a five-year contract, | 
was said to be going back to the 
representative business. 

At midweek a spokesman for the 
|network put out a statement which 
did little to clarify the situation. 
|He said: 


DuMont Considers Rep Business 

An official of the DuMont Broad- 
casting Corp., New York, has re- 
ported that the company, which 
operates radio and tv stations, has 
been considering going into the 
station representative business. He 


network to temporize by staying | 


Arde Bulova, 69, 
Leading Advertiser 


for 30 Years, Dies 


ENCINO, CAL., March 20—Arde 
Bulova, 69, chairman of Bulova 
Watch Co., died here yesterday, 
apparently of a heart attack, while 
on a vacation trip to the Pacific 
Coast. 

Born in New York, Mr. Bulova 
served his business apprenticeship 
under his father, Joseph Bulova, 
'founder of the company. During 
| the past 45 years he directed the 
growth of the company from a 
small jewelry manufacturing con- 
cern, established in 1873, to its 
present position as a leader in the 
watch industry. He was named 
| chairman in 1930. 
| Mr. Bulova at one time had an 
interest in several radio stations. 
During the 1930s he was actively 
engaged in acquiring radio sta- 
tion property, but he disposed of 
most of it about ten years ago. In| 
1949 he and Milton Biow sold Sta-| 
‘tion WNEW, New York, for a sum | 
}in excess of $2,000,000. 


# A heavy user of spot radio since 

1927, Bulova, since the beginning | 
of television, has had one of the| 
heaviest outlays for spot tv among 
companies in all classifications. 

Mr. Bulova was active in many 
charitable organizations. An ad- 
vocate of rehabilitation and voca-| 
tional training, in 1945 he founded 
|the Joseph Bulova School of 
Watchmaking, in Woodside, N. Y.., 
from which many World War II 
disabled veterans were graduated 
and made self-supporting. In 1954 
he served as first chairman of the 
employer subcommittee of the 
President’s committee on employ- 
;}ment of the physically handicap- 
ped, and also as director of the 
World Rehabilitation Fund. 

He was a chevalier of the French 
Legion of Honor and held many 
other national and international 
honors. 


s His company has been in the 
jnews frequently in the past few 
years, and in particular it made 
advertising history about four 
years ago. 


In October, 1954, ADVERTISING 
AGE reported the agency switch of 
Bulova to McCann-Erickson from | 
Biow after McCann dropped the| 
Gruen Watch Co. account. 

“The timepiece tango started| 
| last month,” the report said, “when 
Jack Tarcher, of the dissolving | 
Cecil & Presbrey agency, decided | 
to join Biow, lugging his trusty 
Benrus with him. That was Biow’s 
|signal to unstrap its 33-year-old 
| Bulova account. 
| “Bulova, which said it ended its 
| Biow association by ‘mutual agree- 
ment,’ told of considering some 20 
agencies before selecting McCann.” | 


® Bulova also was in the news in 
|Federal Trade Commission with | 
discriminating against a majority 
of its dealers. FTC’s complaint 
against Bulova attacked its ad- 
|vertising allowance setup. In 1952 
|\FTC ordered Bulova, Gruen and 
Elgin to revise their methods of! 
computing advertising allowances. | 

Early last year Bulova again 
made news when it introduced its 
new electric shaver tailored for the 
jewelry trade (AA, Feb. 25, 57). # 


LINCOLN RODEN JR. 
PHILADELPHIA, March 18—Lin- 
coln Roden Jr., 59, owner of the 
Philadelphia agency bearing his| 
name, died March 16 at Abing- 
ton Memorial Hospital. Mr. Roden 
had operated his agency for 35 
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Monroney Hits 
Price ‘Jungle as 
Auto ‘Shell Game’ 


(Continued from Page 1) 
with a memory and even dual 
and triple jet fuel injection, but 
the one simple fact we really want 
to know—how much does the 
darn thing cost—we can’t find out 
at all,” he complained. 

“It is simply fantastic that the 
most wanted product in the world 
should become a Hydromatic pea 
in a Madison Ave. shell game.” 

In cooperation with Sen. Strom 
Thurmond (D., S. C.), a member of 
his automobile marketing sub- 
committee, Sen. Monroney intro- 
duced a bill requiring that all new 
ear windshields carry a label 
spelling out such details as fac- 
tory suggested retail price, actua! 
freight charges, method of ship- 
ment and amount of tax. 

He said this would not remove 
the opportunity for retailer and 
purchaser to engage in the great 
American sport of bargaining over 
prices. 

“But it would arm the presently 
bewildered car buyer with some 
necessary facts and do away with 
the advantages now held by a few 
unscrupulous dealers,” he said. He 
referred to the fact that his sub- 
committee two years ago had 
helped bring about important 
revisions in automobile franchise 
contracts which helped protect 
dealers from factory pressure. 


® Noting that he had hoped the 
industry would find its way out 
of the “oriental bazaar” without 
benefit of federal legislation, the 
senator said he had been gravely 
disappointed. He said hearings will 
be scheduled soon on the price 
labeling bill. 

“I think people would breathe a 
sigh of relief if they could go to 
an automobile showroom and see 
what the advertised selling price 
is,’ Sen. Monroney commented. 
“In fact I believe much of the 
current slump in car sales is caused 
by plain old fear, or perhaps re- 
vulsion on the part of the pros- 
pective car buyer. 

“If we have faith in the Ameri- 
can marketing system,” he argued, 


i“we believe that a citizen who has 


the facts can take care of himself. 
We should allow the car buyer to 
have the facts and not allow the 
manufacturers to force him to go 
through the time-consuming and 
sometimes frightening ordeal of 
today’s automobile guessing game.” 


s Unless the automobile industry 
returns to the fundamentals of 
clean, honest, true merchandising, 
he added, all the public works 
programs that can be enacted by 
Congress will be of little avail in 


with some of the/of trying to come up with a 1958 | 1950, when it was charged by the | reviving the No. 1 industry of 


America. 

“Don’t underestimate the intel- 
ligence of the American automo- 
bile buyer,” he added. “No matter 
how the manufacturers may try 
to confuse the price, the automo- 
bile buyer has a device for meet- 
ing the situation. Today he is 
meeting it by staying out of the 
automobile showrooms—by not 
looking at cars—because he is 
tired of chasing all over town in 
an attempt to find what the price 
is.” # 


LEE W. STAFFLER 

SaNpbusky, O., March 18—Lee W. 
Staffler, 61, advertising manager of 
the Sandusky Register, died March 
13 in his home after a short ill- 
ness. A life-long resident of this 


Caren Hyman, formerly a de-| “We have been meeting with our 
signer with Tom Lee Ltd., has been |radio affiliates and our owned-and- 
appointed advertising and fashion operated radio station managers 
director of Alamac Knitting Mills, | for the purpose of determining the 


said there had been some talks with 
Weed & Co. concerning the pos- 
sibility of taking over its list of 
stations, but that nothing had come 


New York. {best programming format for the 


of the negotiations as yet. 


years, except for a four-year peri- | city, Mr. Staffler has been associat- 


od beginning in 1950, when he was|ed with Sandusky newspapers for 
associated with Gray & Rogers. He! more than 40 years. He was a vet- 
had been in the advertising busi-|eran of World War I and served 
ness for more than 40 years. 


overseas. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch,. and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


= 6 MONTHS ENDING DEC. 


HELP WANTED 


40,429 


) HELP WANTED 


31, 1957 


MEDIA REP NEW YORK AND CHICAGO 

for solid established trade journal in ex- 

change for introduction to successful 

publr. needing experienced California rep. 
Box 1302, ADVERTISING AGE 

4041 Marlton Ave., Los Angeles 8, Calif. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago. Su 7-2255 


DIRECT MAIL 
SALES OPPORTUNITY 
To handle established accounts for one of 
country’s leading direct mail firms. Ex- 
cellent earnings. Advertising sales or 
direct mail background helpful. Age 
under 30. Immediate opening. Write in 
confidence to 
Box 1380, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION MANAGER. Must have 
initiative and be thoroughly experienced 
in controlled circulation BPA audit re- 
quirements and knowledge of how to 
keep their verification records. Well paid, 
permanent position. Division 4-5355. 
Bruce W. Wadman, DIESEL PROGRESS, 
2040 W. Wisconsin Avenue, Milwaukee 3, 


Wisconsin. 

MOLENE 
Editors.............. Public Relations 
Copywriters... .Advg. Managers 


Artists........ Mediz........Production........ Service 
“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams 8t., Chgo 3 
SELL SALES PROMOTION PLANS 
to printers, letter shops, roofers, auto- 
mobile dealers and insurance brokers. 
High grade tried and proven plans. No 
competition, exclusive territory, leads 


furnished. Easy to sell two each day— | 


commissions $100. No investment. Ideal 
for men (anywhere in U. S.) who under- 
stand advertising and can talk to business 
executives. 

BOX 1382, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


ADVERTISING MANAGER 

Voluntary Group (Food Stores) 
An international voluntary group is seek- 
ing a young man to head up their adver- 
tising department. Part of the qualifica- 
tions are: must be able to visualize a 
week to week advertising campaign, be 
able to speak on his feet, work with 
national manufacturers and national ad- 
vertisers including advertising agencies. 
Starting salary $10,000 per year. In send- 
ing application please state age and ex- 
perience. Any samples forwarded will be 
returned. 

Box 1381, 
200 E. Illinois 


ADVERTISING A 


GE 
St., Chicago 11, Illinois 


ADVERTISING SALES 
PROMOTION MANAGER 


Leading furniture manufacturer with 
headquarters in Buffalo, N. Y. and na- 
tional distribution has opening for 
sales-minded advertising-sales promo- 
tion manager. Must have experience 
in selling plus advertising background. 
Knowledge of furniture business not 
required. Age 28-40, salary bracket 
$8,000-10,000. Address replies to Box 
962, ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 
| GEORGE WILLIAMS—PLACEMENTS 
| 209 So. State St. HA 17-1991 Chicago 
Girl for small Chicage agency. Should 
have experience in production and media 
| buying. Good typist. Lots of variety and 
responsibility Salary open. Call Mr. 
Morgan DE 2-3396. Chgo. 

MANAGEMENT-TYPE 

ACCOUNT EXECUTIVE 
We're looking for a young, hardworking 
|} account man, with a solid background 
|} of agency experience, to be the spark- 
“bite of our beautiful southern Ohio 


office. Must be a good “cold contact” 
man with a pleasing personality 
can help build present accounts as well 
| as gain new accounts. Here’s your chance 
to earn a management position with one 
|}of America’s fastest growing agencies. 
Earnings commensurate with your ability. 
| Write quick but tell all, including min- 
|imum salary requirement (the 
up to you). Only “pros” please. Write: 
| Box 1396, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION ASSISTANT 
| Man or woman required for growing 
| Soemey. Must have 3 years experience 
handling production details, purchase 
|} orders and follow-up, media records. Best 
|} renumeration. Must know how to size 
| copy, mark-up for printer, be willing to 
type copy, presentations and generally 
assist busy account executive. Phone 
FR 2-4213. Chicago. 
| ADVERTISING SPACE SALES 
Want $1000 Month? 
Let’s talk about my special 

a comm. 

o 


rest is 


5636 Melrose Ave., Los Angeles 38, Cal. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


107 N. LASALLE, CHICAGO «= ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


JUNIOR EXECUTIVE 


We have a place in our organization for 
& man 25 to 35 years of age with a back- 
ground of business paper experience. He 
must at least understand the fundamentals 
of advertising selling, know something 
about markets and marketing and have 
some ability to service advertising ac- 
counts. He may be a junior territory man 
or a junior executive with a small pub- 
lisher where he has had administrative 
as well as selling experience. This man 
will be in line for the position of general 
manager. Our is one of the leading fre- 
gional publications in the construction 
field and has the highest confidence of 
subscriber and advertiser alike. Reply 
with complete details and photograph 
Box 969, Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois 


Magazine Report confirms 
tige audience. 


agency personnel. 


confidential.) 


N. Y. SPACE SALESMEN (2) WANTED 


We offer a great opportunity to two experienced men to 
join a young and progressive publishing company that 
is making advertising history. The Starch Consumer 


We're gaining linage at a rapid rate because our maga- 
zine is the only key to the young male quality market. 
We are unchallenged as the most popular magazine 
among college men, and we’re tops, too, with the young 
college graduate who is spending his way up in the 
world. Two markets that are not saturated. 


Our sales story is unmatched. Our only problem is we 
can’t see everyone fast enough. We need: 


1. A man with successful record selling N. Y. 
men’s apparel accounts and their agencies. 


2. A man with general space experience on a 
consumer magazine, familiar with N. Y. 


Salary plus commission. Send full résumé, giving salary 
desired. (Write—don’t call—Your reply will be kept 


Box 960, ADVERTISING AGE, 480 Lexington Avenue 
New York 17, N.Y. 


our claim to a unique pres- 


| 


| 


| Excellent background P.O.P., 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising Age, March 24, 1958 


| REPRESENTATIVES WANTED 


ADV. MANAGER - ACC’T SUPERVISOR 
Mature executive (46) wide experience in 
consumer and industrial, billings to $12,- 
000,000, all media. Will locate anywhere. 
Box 1341, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Chemist with publicity writing experience 
seeks interesting position as writer of 
tech. articles, bulletins, releases, sales 
promotion lit. Commuting distance NYC. 
Box 1375, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
TV-RADIO WRITER-PRODUCER 
Now employed, New York agency. 9 years 
experience nat'l, local accounts. Highly 
creative. Young. Relocate for right job. 
Box 1370, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ART DIRECTOR 
Strong retail fashion background. Young, 
flexible and ambitious. Prefer full-time 
position. Will work free-lance. 
Box 1312, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs in 
litho, letterpress, publ. and package. 
Worked in agcy., engrav., print and publ. 
Box 1393, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE ART DIRECTOR 
Exp: Advertising, Editorial and Design. 


who | Thorough production knowledge. 


Box 1383, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, [linois 
ATTENTION—FEED, FERTILIZER & 
PHARMACEUTICAL MANUFACTURES 
Do you need a man for research or 
technical writing? Strong training & apti- 
tude in Biological Science. M.S. in 
Agricultural Economics. Background in- 
cludes 3 years as Vo-Ag teacher; 5 years 
in farm machinery advertising. 
Box 1385, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, MIlinois 
COPYWRITER - CHICAGO ONLY 
If you're looking for a creative man 
with a flair for ideas that sell, a likable 
guy of 35 with excellent experience in 
all media (consumer and industrial ac- 
counts) plus a strong background in 
sales promotion, merchandising and con- 
tact—just send your name. I'll call for 
interview. 
Box 1384, ADVERTISING AGE 
200 E. [Illinois St., Chicago 11, Illinois 


AD MAJOR, COLUMBIA BUS. SCHOOL 
MS in June ‘58 seeks adv. career. 
Some experience. Can learn fast. 
Fluent French. Will relocate. 

Box 1386, ADVERTISING AGE 
480 Lexington Ave, New York 17, N.Y. 

SALES PROMOTION & MARKETING 

planning, 
purchase, production, distribution. Devel- 
op and execute promotion programs. 
Hard cost and administrative experience 
to get maximum out of each dollar. 
Will relocate. Resume on request. 

Box 1387, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MARKET RESEARCH MANAGER 
Creative man of action. Eight years of 
top progressive experience in Develop- 
ment and Marketing Research. Associated 
with leading soap and plastic manufac- 
turers. Education: M.A., B.A., “A” aver- 
age. War veteran, married, age 39. Will 
relocate, available on a month's notice. 
$11,000+.. 

Box 1388, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


AGRICULTURAL ADVERTISING MAN 
SEEKS BETTER OPPORTUNITY 
Successful Advertising-Promotion mer 
medium size firm, now ready for bigger 
things. ll-year agcy., mfgr., publisher 
background. Long on feed, ingredients, 
farm machines, supplements - . some 
in groc. prod. & food ingred. Who 
hard-working, creative, AE, ad 
mer., assistant, etc.?? Mid-30's, BA de- 
gree. Write Box 966, Advertising Age, 
200 E. Illinois St., Chicago 11, Illinois 


M. MAURICE H. NEEDHAM 
NEEDHAM, LOUIS & BRORBY 
Quel est votre point de vue d’un ecrivain 
qui travail pour vous avant qu’il joigne 
votre firme? En voici un qui a developpe 
des idees fraiches et nouvelles comment 
votre agence serait capable de vendre 
plus de voitures francaises. Jeune Ameri- 
cain, 5 annees d’experience, qui croit 
“pour reussir il falloit avoir l'air 
fou et etre sage.’ Nous saurions en 
profiter mutuellement si vous me donniez 

le mot d’ordre pour une entrevue. 
} Box 1389, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, [Illinois 


AGENCY COPYWRITER—9 YEARS EXP. 
Hard, soft lines; Missouri grad employ’d. 
Box 1390, ADVERTISING AGE 
200 E. [Illinois St., Chicago 11, [Illinois 


TELEVISION PRODUCER 

Put my 9 years N.Y. TV experience to 
work for you. Everything from idea and 
script through budget and show, live or 
film. College grad. Single. Will relocate. 
For resume and interview write 

Box 1397, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV./SALES PROMOTION MANAGER 

WITH VARIED MARKETING EXP. 

Creative writer, solid background as ad- 
ministrator in several industries and in 
mercantile firm. All the facts you'd like 
to know on request. 5-figure salary. 

Box 1392, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

ADVERTISING MANAGER 

OR EXECUTIVE ASSISTANT 
Presently Adv. Mgr. for nat. mfgr. - 
looking for more opportunity to use 
experience and creative ability. Cap- 
able of assuming responsibility for na- 
tional and trade advertising - prepara- 
tion of collateral material 
promotions. Ten years experience in all 
phases of graphic arts and advertising. 
29 years old, married, veteran, college 
degree. 

Box 1391, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, 

TV PRODUCTION—LIVE & FILM 

Experienced eight years in New York 
with networks, advertising agencies & 
packagers on panel, quiz, dramatic & 
variety shows, now available in L.A. 
Call Dick Rubin - OL 2-6731 or write 
1432 S. Wooster St., Los Angeles 36, Cal. 

WRITER-Sales Promotion Copy 
Experienced writer would like position 
involving publicity, sales promotion 
literature or editorial work with in- 
dustrial house organ. Available immedi- 
ately, Age 29, college grad, news & engi- 
neering writing exp. Dean Rainery, 2024 
Arizona Ave., Santa Monica, Calif., 
EXbrook 54-1655 


CAN YOU AFFORD A LUXURY 
LIKE ME? 


|A job in time or space sales is what 
I'm after and there’s no doubt about 
it, my lack of experience makes me a 
very expensive commodity—a speculative 
buy at best. However, given the op- 
portunity, and a little guidance, I believe 
I can bring a generous return, and 
rapidly change my status from a lux- 
ury to a profitable investment. If you're 
feeling prosperous write— 
Box 1398, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


OPPORTUNITY WANTED 


ACCT. EXECUTIVE — 
ADV. MGR. 


12 years experience in advertising, 
raphic arts, promotion. Currently Asst. 
cect. Exec. with 4A Chicago agency (6 
years) on nat’! major appliance account. 
Excellent administrator. Young (33) but 
thoroughly experienced in all phases of 
advertising and sales promotion materi- 
als. Will re-locate for right opportunity. 
Box 967, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CANDLELIGHT COPY SERVICE 
Retail, mail-order, agency ad copy 
. . « house organ copy .. . greeting 
card verse, gags . . . personnel bro- 
chures . . . general-interest articles 
for calendars, pamphlets and maga- 
zines written on assignment. Fast, 
dependable service. Box 791 Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


MARKETING 
ANALYST 


We are looking for an out- 
standing man to work with our 
clients on marketing strategy 
at the top executive level. 
Broad experience necessary 
in marketing mass-selling 
food products on national 
basis. This is a fine oppor- 
tunity with one of nation's 
best-known creative agencies 
headquartered in San Fran- 
cisco. Salary open. 

Send complete informa- 
tion to Box 968, 


Advertising Age, 
4041 Marlton Avenue, 
Los Angeles 8, Calif. 


ADV. MGR. Probably now brand 
mer. with food co., 


and special | 


Illinois | 


| Publication (mthly) covering Maryland 
| bldg. Const. wants reps. in N.Y., 
Chic., Milwaukee, etc. or national firm 
for space sales. Circ. presently 2550 but 
growing. Write, The Contractor, 2323 
Maryland Avenue, Balto. 18, Md. 


Salary $15,000 annually fer sales repre- 
sentative for TV film studio with excel- 
lent agency film business contacts. Write 
qualifications (confidential). 

Box 1394, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES AVAILABLE 


Well established Rep, based N.Y.C. seeks 
sports, athletic or sports equip. pubis. 
Comm. basis. Excellent record, top con- 
tacts, college, mature. Send recent issue. 
Box 1350, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Rep with fine record, top contacts wants 
trade publ. Comm. Covers N.Y.C. & N.E. 
Send magazine with reply. 
Box 1351, ADVERTISING AGE 
| 480 Lexington Ave. New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


Wanted to Purchase-Established trade 
directory or journal. Cosmopolitan Pub- 
lishers Service, Inec., 271 Church St., 


New York 13, N.Y. 


BIG DEAL IN SMALL AGENCY FOR 
ACC’T. EXEC. WITH SOME BILLING. 
Extremely generous arrangements can be 
made with us, a small, hustling, market- 
ing oriented agency outside Catsege’e 
loop. Need additional billing in rapidly 
expanding operation. Guarantee your let- 
ter will be in complete 100% confidence 
and read by our President only. 

| Box 1395, ADVERTISING AGE. 


|= E. Illinois St., Chicago 11, LIilinois 


MISCELLANEOUS 
Get product saturation coverage on Radio 
& TV Giveaway Shows in So. Calif. & 
West at low cost. Write Roberts & Gail, 
| 5880 Hollywood Bivd., Hollywood 28, Calif. 
RAISED LETTER BUSINESS CARDS 
| 1000 - $4.95 postpaid 
| Black or Blue ink, Samples 
Norman Barnash-2825 Claflin Ave.-NYC,68 


WRITER WANTED! 


Leading mid-west film producer wants 
to add creative writer to work on 
commercial pictures, slidefilms and 
TV spots. Experience preferred, but 
will consider aggressive personable 
young man who wants to learn. Re- 
muneration on an interesting incen- 
tive basis. Write giving complete 
résumé. Box 943, ADVERTISING AGE, 
200 E. IMlinois St., Chicago 11, Ilinois. 


Walter Lowen 


PLACEMENT AGENCY 
e 
Headquarters since 1920 for 


ADVERTISING, MARKETING, 
PR & EDITORIAL PERSONNEL 


Please write briefly outlining your 
specific experience or personnel needs. 


420 LEXINGTON AVENUE 


NEW YORK 17, N. Y. 
MU 9-2630 


memt. potential might grow YW 

into marketing director $12-$15M cop RITER 

PERSONNEL-CONTROLLER Copywriter who can cut the mustard will 
Agency. Profit-sharing, find a happy home here—if he (or she) 

nsion $12-$13M is good and thrives on hard work. Prefer 

ACCT. RESEARCH MGR, Exper. @ writer who can handle both print and 
major techniques, incl. moti- TV, but we are interested in a writer 
vation. Profit-sharing, pension. Toe$l0M who can handle either category well. 

GLADER CORPORATION ROBERT LUCKIE & COMPANY, INC. 

m Harris, Dir. Adv. Div. 
110 S. Dearborn | CE-6-5353 Chicago 8 See eee 
Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
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ec Se boa of which $45,000 went to Mr. Win-| Franco Associates accusing the two 

WE RECOMMEND THIS MAN MOST HIGHLY Declare a rd chell. Sponsorship was cancelled| of conspiring to switch the Mericin 

An organizational structure change in our agency (Charter 4A mem- amidst mutual recriminations be-| account from Franco to Grant. 

yi — in excess < 50 million) pee nop yd - wermees, on C. Drug Co. Bankrup t, tween Seaboard and Mr. Winchell. Seaboard’s present liabilities are 

ccount Supervisor whom we consider one o e best. To utilize his ’ j 

unusual talents to the fullest, he feels he should make a change to Tr ustee Ur ges Cour t Rha estes spe . — — “ og s-> ¢ — 

another agency, manufacturer, or chain group . . . and we want to help P the merger between Seaboard and /|trustee’s report are being se 

him. He has had a wealth of experience as an agency account super- (Continued from Page 2) Glen Nelson Co. (AA, Nov. 12, ’56)|to the 300 creditors and 1,400 

visor, and as a merchandising dept. director. He also has been active on feasible. “Numerous questionable whereby Seaboard was to mar-|stockholders and a meeting is 

the other side of the fence—as the advertising mgr. of one large na- transactions have been brought to ket a cartridge pen for Waterman| scheduled for April 22. # 

tionally known firm, and merchandising director of another. Fine back- light hich t . Pp hich h : 

ground in adv. & merchandising foods, drugs, hoverages, appliances, ight which suggest mismanage-| Pen Co., which was not then in) Renak 

motor cars, paints, gasoline & TBA products, soft lines. Plenty of practi- || ment, wasteful operation, unjusti-| production, and comments: Darwent Joins Seabroo. 

cal — we A ye tore ~~ — "Married, pleasing \fied extravagance, personal deal-| “Your trustee believes from his| Charles E. Darwent has joined 

competent and creative in planning sales mee — arri pleasing ; ; : : : : ad : 

reonality. if it's an enseptional men you went. te Adv. Agency ings, preferential payments, and | investigation of the available in | Seabrook Farms Co., Bridgton, 

tes Vice President, Box 976, ADVERTISING AGE, 200 E. Illinois |other suspected irregularities| formation that this proposed sale|N. J., as national advertising man- 

Street, Chicago 11, Illinois. | which were to a large extent re-| and entire transaction was design-|ager. Formerly advertising and 
sponsible for Seaboard’s present ed to issue additional shares of merchandising director of Con- 
| predicament,” his report stated. | Seaboard in excess of the amount) verted Rice Inc., and prior to that 


| permitted by the Securities & Ex- |director of advertising for Tru- 
® “No feasible plan has been sub-| change Commission and to provide | Ade Inc., Mr. Darwent is in charge 
If you have been successfully selling trade space in the mitted to the trustee which has shares to satisfy various prior com- | 0f Seabrook’s expanded advertising 
ital 1 d handl f th , any likelihood of reviving Sea- mitments.” | and sales promotion campaign. He 
capital goods field and can handle one of the most competi- board’s business and in the opinion | succeeds Richard Maass, who left 
tive situations imaginable we have an outstanding oppor- [| of the trustee it is not possible to| = At the time Grant Advertising the post some months ago. 
: nN ie continue the present business on a filed its claim against the company, 
tunity. This job is for a seasoned, competitive man—no profitable basis.” ‘Seaboard said it would be “strong- Bee & Bee Names McCullough 


beginner. Really good pay—Give us your whole history. In the reorganization plan sub- ly contested” and “is subject to| Bee & Bee Candy Co., Chicago, 
mitted last year, Seaboard presi- counterclaim.” has appointed Lee R. McCullough, 
Box 965, ADVERTISING AGE dent Harry Patterson said Hamil-| In December of 1956 Grant and| Chicago, to handle its advertising. 
<li as —- ton Hage of Huber Hoge Inc.| Seaboard were named co-defend-| The account uses direct mail and 
200 E. Illinois St., Chicago 11, Illinois 


| would become an officer and in-| ants in a suit brought by Carlos| trade publications. 
|vestor in the corporation if the| 


plan were approved (AA, May 27,) 
57). 
Reviewing the operations of the 


ADV. OPPORTUNITIES 


company, the trustee said that | 
ACCOUNT EXECUTIVE ....... - + - $12,008 More NET Income | $250,000 invested by 1,400 persons 
pty To Y [in the company has’ been’ wiped 
MARKET RESEARCH SUPV........ $12,000 0 ou from your excounts “when out. It was brought out that more 
Consumer accts. Statistical agency than $500,000 was spent to promote | G t a 
and market analysis. You —- a. a hondle ‘you the arthritic pain-reliever, includ- Oo 
+ tlh menage geo $9,000 te you. We ares an successtul ing sponsorship on the Walter 
non, aeaeiiel. — - ten fo of mat grci, || Winchell newscast over the Mutual Ww H | T & 
INDUST. COPYWRITER ........... $9,000 , Advertising Age, 200 Broadcasting System. 
Consumer and Indust. exp., ftitin iitinole rh “Chicago 11, Mlinois. 


Print & TV. eae: 6 eae . According to previous testi- 


PRODUCTION MANAGER .......... $8,000 mony, Mr. Patterson said he paid ELE PHAN ¥ 2 
Adv. Agency exp., foods. Sales WANTED TO PURCHASE $1 000 to B d P A 
ability. Midwest location. INDUSTRIAL BUSINESS PUBLICATION Robi ss a way sneng = 
Established publishing company wants to obin fiarris tor a plug by Mr. : 
B. L. CLEM purchase an additional business paper. We || Winchell on his broadcast, sub- Get it off your hands with a 
Advertising Consultant are looking for an operating profitable . l 

Imperial Personnel Publication. All replies will be held) in sequently signed to sponsor the a 4 d ! 

37 $. Wabash Ave., Chicago 3, FR 2-4233 tising Age, 200 £. illinois St. Chicago 11, ||Prosram for a nine-week period low-cost classified ad in Ad Age 


Illinois. 4 during which Mutual got $99,000, 


Take a piece of expensive artwork, for example. 
The Midwest's 


BIRCH outstanding placement May have cost you a bundle, but you used it 
service for Adv.- Art & 


ARE YOU A COPYWRITER? | aienanel pnt we only once. Why not describe it briefly with a 


‘ i j j 9 j 
The leading air conditioning manufacturer has an Service, Ap 7 classified ad in Ad Age? The chances are mighty 
excellent opening for a writer with good appliance Inc. ona ede good that at least one of the almost 150,000 
marketing men who read Ad Age every Mon- 
strated with samples. The man selected will act as 1S A HOUSE A HOME? day will love you for it. You'll recover a good 
account executive with an important segment of the pt oy nat chwaye, Whe 2 Difter- | chunk of your original art expense — and he’ll 
ns COR, PRES Say TaN ge management. protecting property be getting a bargain! Try it. It really works! 


programs required and co-operate with agency on trade 
paper advertising. Age: 28 to 35 preferred. Write details 
of your experience and salary requirements in complete 


values by mone one building ordi- 
nances; compatible neighbors; free- 
dom for your children to grow in 
body and mind; intense community 
participation in civic affairs; ade- 
qu uate transportation and shopping 
aci 


Use This Space to Print or Type Your Classified Advertising Message 


background and a creative flare that can be demon- | 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 


confidence. fe lities. WS these help to make a order. Figure all cap lines (maximum—two) 30 letters and spaces 
P en Al & eae aed of phe per line; upper and lower case 40 per line. Add two lines for box 
Box 961, ADVERTISING AGE, 480 Lexington Ave., || beyond your means. May we show number. Closing deadline: Copy in written form in Chicago office 
. |} you a home for your family on Chi- no later than noon, Wednesday 5 days precedin icati 
New York 17, N. Y. cago's desirable Worth Shore—where . y ys p g publication date. 
the amenities are at their finest. Display Classified Rates: take card rate of $17.75 per column inch, 
1034 Wovkegon Rd. and card discounts, size and frequency apply. 
Northbrook, 
Illinois 
\ Telephone | | 
CUTS $1.25 CRestwood | | 
| A TIMELY MESSAGE nae peer | Bosh 
ZINC ars 
TO ADVERTISERS Line or halftone flush mounted. 
"Satisfaction Guaranteed EE COMPANY 
P ti tely Priced 
and AD AGENCIES! wiitevcise. ‘a on uae ay referred 
on back of copy and mail to 
A most favorable market has brought pox a eeR RAB cut hea OF EVANSTON-NORTH SHORE 
° x : endale, Calif. | 
me an unusually fine crop of advertis- oe aoe 
ing, sales promotion, merchandising, Working Art Director wanted by well 
marketing, public relations and re- yg: hg 
lated man power, at all levels. Hy Ry FR RY BACON. KNOWS 


cellent opportunity for young man capa- 


If you are planning additions or re- ble of assuming supervisory responsibility Maca ZINES! 
placements to your current staff, why SS ST eis ee ae ae 

requirements to Box 964, Advertising Age, 
not let me know your needs, so | can 200 E. Illinois St., Chicago 11, Illinois. 
submit qualified people for your con- 


sideration. 


We specialize in magazine clipping. 


Sef Our list covers 3500 business, farm 
No obligation, of course Advert ising & Prom. Mgr. and consumer magazines — a complete 
: : Six years merchandising, sales promotion blanketing of the American magazine P 
GEORGE E. PYLKAS and advertising experience as store man- field as listed in Bacon's Publicity Checker. lam enclosing $ 
: at ager, $2-million yearly gross. 3 years with You can check your own publicity, compe- 
Executive Advertising Consultant leading Chicago newspaper . . . promo- || , ° My Name 

tions, copywriting and advertising. Age || tition’s publicity, competitive advertis- 

CADILLAC ASSOCIATES, INC. 34, B.A. degree, Will relocate. Resume || ing or subject research. Here is the 
220 S. State St. « Chicago - WA 2-2800 ing Age, 200 B Tlinois St, Chicago 11, Ti. || Canine conten Ses cuageetnes, Catt 


, fastest service, highest 
“— . 1___ State 


* BUSINESS * FARM 


* CONSUMER THE ADVERTISING MARKET PLACE 


Clip and mail ADVERTISING AGE 


Send for Booklet No. 56° — this form’to: 200 E. Illinois St. 

“Mom asiness Uses Chopmnes” Chicago, Illinois 
CLIPPING BUREAU §f : 

14 E. Jackson Blvd, Chicago 4, Minos 
wAbesh 28419 
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Will Pabst Ads Get 


Here Is Toigo’s Marketing Plan for Pabst 


| Cuicaco, March 20—Here is the; specific program of on-premises 


Advertising Age, March 24, 1958 
ticated Pepsi ads flowed out of the 
Biow shop. Coupled with some hard 
selling by Pepsi salesmen, directed 


nine-point program suggested by| techniques, sales builders, ideas, 


| 
4 4 2 | John Toigo to revamp Pabst Brew- | displays and draft beer promotions 
1g Ol go Oouc e |ing Co.: | specially developed for the tavern. 
e 1. Build a strong marketing de-| e 5. Improve the quality of point 
(Continued from Page 1) | “frittered away on ineffective ad-| partment. Mr. Toigo said this was| of sale displays. The concept has 
not officially announce that Mr.|vertising schemes including some a major deficiency of Pabst. to be changed from a beer sign to 


Toigo had left. |of the $18,000,000 spent to sponsor | ¢ 2, Develop close ties with whole- | a device that is mutually useful to 


by Mr. Steele, Pepsi sales shot up 
and showed increases each year, 
beginning in the early ’50s. 


s Mr. Toigo’s name became much 
better known on Jan. 1, 1955, when 
the name of the Biow agency 


battle for control of Pabst got hot- 
ter with charges and counter- 
charges being hurled hither and 
yon between the Pabst-Spaeth fac- 
tion and the current management 
group headed by Harris Perlstein, 
president and board chairman. 
Newspapers were deluged with 
waves of releases from opposing 
pr shops. 


® In an exclusive interview with 
ADVERTISING AGE Tuesday, Mr. Toi- 
go said that he had a contract with 
the Pabst-Spaeth group but he de- 
clined to discuss its terms. If the 
group loses the proxy battle, he 
will continue to serve it as an in- 
dependent marketing or manage- 
ment consultant in the drafting of 
complete marketing plans _ for 
Pabst, he said. 

Mr. Toigo also said that he would 
be able to establish his own mar- 
keting consultant business and take 
on other clients while drawing up 
the Pabst marketing plan under 
the contract terms. He disclosed 


|tising costs amounted to $1.99 per | 


the time sales and earnings were | pe changed from Pabst salesmen | 
going down and down.”) | just selling beer to wholesalers to| 

David Pabst, one of the leaders| salesmen showing wholesalers| 
of the Pabst-Spaeth group, told re-| pow to sell beer. 
porters that in 1956 Pabst’s adver- e 3. Develop more specific activi- 


4 . | ties at the retail level. The Pabst 
ag tren eos pe mera | salesman should be educated to be 


Busch and $1.06 for Theo. Hamm a sales developer in the tavern and 
Brewing Co. in the store; he should convert the 

“We did not get our money’s wholesaler’s sales force into a re- 
worth in our advertising efforts,” tail service organization of men 
Mr. Pabst said. “The audience for trained to help the dealer stock, 
our advertising went down, as did display, turn over, sell and profit 


our sales from 1950 through 1955.”’| from both his beer department as 
la whole, and from Pabst in parti- 

'a If he is elected president, Mr. | U4: 

Toigo said, he would not start re-| ¢ 4. Develop specialized merchan- 

lorganizing the company by firing| dising techniques by types of ac- 


e And all week long the proxy | ‘he weekly prize fights—and all | salers. The current concept should | both Pabst and the retailer. 


| Pabst and counteract the “tough 


|the advertising agency. “The trou-| count. Pabst needs to develop a 


ble with many companies is that 


was changed to Biow-Beirn-Toigo 
(AA, Sept. 24, ’54). Milton Biow 
became board chairman, F. Ken- 
neth Beirn was named president, 
and Mr. Toigo was boosted to exec 
vp of the agency. 


e 6. Develop an outstanding ad- 
vertising theme. The theme should 
restore the premium profile of 


guy” impression gained from| The agency’s fortunes took a bad 
sponsoring the tv fights. turn at the end of 1955 when the 
e 7. Integrate advertising, mer- $6,000,000-plus Pepsi account mov- 


ed out of the shop. Pepsi reportedly 
objected to B-B-T using Pepsi ad 
ideas and creative people for Philip 
Morris, then also a B-B-T client. 


chandising, promotion, sales and 
sales supervision with manage- 
ment and production, creating a} 
single unified force that moves 
goods in mass. 


s Mr. Biow blamed the loss of the 
e 8. Introduce modern analytical) account on a “silly argument be- 
methods which will accurately|tween Mr. Toigo and Mr. Steele.” 
show what areas have the greatest) Mr. Toigo later held a press con- 
sales and expenses. ference in which he denied that he 
was leaving B-B-T to follow the 
Pepsi account (it went eventually 
to Kenyon & Eckhardt). 


e 9. Surround marketing with a 
top management team. + 


|they do not give an ad campaign 
or an agency enough time to work. 
| “I will take a look at the agency 
and give it every chance before I 
come to any conclusion. Norman, 
|Craig & Kummel is a good agency 
| and has tried to put together a good 
ad program,” he said. 


eh ga mo oe jebeod Beatine | Mr. Toigo disclosed that he was who has long been noted in the ad- 
one of the top four agencies (not earning $80,000 yearly (at Biow- vertising world as a colorful, crea- 
J. Walter ‘einai Oe he said: |bem-Toigo) before joining tive and controversial figure, has 
the others are McCann-Erickson | >onitzs he said he did not take a had a career which closely re- 
Young & Rubicam and Batten Bar| Salary cut at the brewer. Although |sembles that of a Horatio Alger 

° he declined to name his salary at character. 


ton, Durstine & Osborn) had of-| : : 
fered to set him up in the market- | Sonu, AA learned that he was) Born in Italy, he came to the 


ing consultant business with the | Paid at least $100,000 a year by the U.S. with his family when he was 


=a evn | brewer. |five. The family settled in Benld 
agency as his first client. Mr. Toigo said he thought Pabst| 11], a small coal mining town, 


, , ., |had put “too much hope on its) where his late fath ted 
s Mr. Toigo said he left Schlitz ae er a ee Ms 
Selthien af “tp dhalionee of be- | Advertising and not enough on tavern which, according to Toigo’s 


Toigo, Who Went from Coal to Cola, 
Barrels Along from Schlitz to Pabst «= Mr. Toigo achieved the most 


| 
| 
| 


} 


| p 5 9 , - . » | 
coming the president of a large other factors. I don’t have that) Pabst backers, was called, prophet- 


manufacturer.” He said he was of- | ae do Ue cna to oe it can't ee Angelo’s Blue Rib- 
antl mt a ee rs He added that there is nothing; Asa teen-ager Mr. Toigo labored 
take the job on March 16 | wrong with the Pabst product or|in the coal mines before entering 

“I tried to see ra C. Vihlein | PT@"4 name, but he charged that the University of Chicago, from 
(Schlitz president) | the marketing end of the business where he was graduated with Phi 


on Monday). « tes : 
morning teat he wes cut of town y is “very sick. Beta Kappa honors. After leaving 


Mr. Toigo said. “I then walked into 
Bob Uihlein’s office and told him| 7, "pei 
of my decision.” | Toigo’s ; 
Mr. Toigo said the parting was| 
very amicable and that it was a 
difficult decision for him to make. 
He said he had no contract at 
Schlitz and that he could leave or 
be fired with no prior notice. 
There had been widespread re- 
ports for some time that Mr. Toigo 
was unhappy at Schlitz and that he | 
might leave the brewer at any 
time. Several sources told AA that 
within the last two weeks control 
of the merchandising department | ,, pti Nige : : 
had been shifted to Herbert E. yp a eth gp ve pote gn aad 
Palaith, who had been director of | vertising and merchandising a 
merchandising for years. This| penses of Schlitz increased sharp] 
move reportedly left Mr. Toigo in lafter he joined the aeuniediden™ 
charge of advertising only. Mr. Perlstein added that “the ad- 
® In answer to a question from| V¢'tising campaigns he originally 
AA, Mr. Toigo denied that there | mtroduced —_ being drastically | . He broke 
were any personality conflicts be- overhauled. 
tween him and S. E. Abrams, vp 
and general manager of Schlitz. He 
described Mr. Abrams as “a fine aster: diana 4 tive?” 
old man and the dean of the brew-|P&™Y experienced executive 
ing industry.” |head the company. He also said) Adolph Toigo, to advertising by 
Mr. Toigo said he had been mov-|that Advisors in Management, | asking Adolph to help him with the 
ing in the direction of “marketing | Chicago, has been conducting a|research job. Adolph currently is 
engineering for some time” and motivational research study of president of Lennen & Newell. 5 
that he had been “a marketing! Pabst advertising “to help guide| Three more of his cousins fol- 
man, not an adman,” at Schlitz. °Ur advertising appeals.” During | jowed John Toigo into the ad field. 
“And I liked it,” Mr. Toigo added. | the week, the management claimed! Jerry Toigo, who now is a Pepsi- 
At Tuesday’s press conference,|5!% of the outstanding stock. Cola bottler in Joliet, Il., held 
Mr. Toigo said he felt that Pabst 
had placed too much emphasis|® Another odd aspect of the story | gate-Palmolive and Coca-Cola. An- 
on national advertising and not | is the relationship between the|other cousin, Romolo Rigotti, is 
enough on local advertising in the | Pabst and Uihlein (Schlitz) fami-' vp and art director of MacFarland- 
past few years. Much of the na- lies. Mrs. Fred Pabst, whose late Aveyard, Chicago, and John Rigot- 


ment, led by 
questioned Mr. 
qualifications for presi- 
dent of the brewer. In a letter to 
stockholders, Mr. Perlstein main- 
tained that altnough Mr. Toigo 
was a vp of marketing at Schlitz, 
| he actually had charge of only ad- 
vertising and merchandising and 
had “no jurisdiction over the sales 
force, nor the wholesalers, nor 
pricing, nor other matters which 
are considered as part of the duties 
of a full fledged marketing vp.” | 

Mr. Perlstein also charged that} 


John Toigo 


college, he spent a year in the In- 
diana Dunes trying to be a writer. 
“IT could write—I just had nothing 
to say,” he says. 


into the advertising 
: | field in 1920 when he went to work 

Mr. Perlstein has announced) for the old John H. Dunham Co. 
that if the management wins the! without a salary. While engaged in 
proxy battle he will name a Pro-| 4 research project for the agency, 


| 
| 


to he introduced his youngest cousin, | 


merchandising positions with Col-| 


tional advertising was wasted be-| husband was a Pabst director, is| ti is vp and research supervisor for | 


cause of spotty distribution, he \the sister of Erwin Uihlein, Schlitz | Foote, Cone & Belding, Chicago. 
added. president. Mrs. Pabst and her'| 
'two sons, David and Robert, who|# Mr. Toigo left advertising briefly 


It was well known in the field 
that there were frequent clashes 
of personalities between Mr. Toigo 
and Mr. Biow, both strong-minded 
individuals. This was climaxed 


lucrative new business coup of his 
entire career—the landing of the 


Cuicaco, March 19—John Toigo,| when he joined McCann-Erickson 
as a copywriter on the Standard) jan 2, 


$9,000,000 Schlitz account (AA, 
56). Ironically, Schlitz 


Oil Co. (Ind.) account. Mr. Toigo| moved to B-B-T from Lennen & 


is credited with originating “ser- | 
vice station” advertising. 

It was at McCann that Mr. Toigo | 
first met A. N. Steele, now presi- | 


Newell, 
/cousin Adolph Toigo. 


which was headed by 


The Schlitz story turned out to 


- s d bitt a 
dent of Pepsi-Cola Co., who |e “ ae oF © 


‘ i. to B-B-T employes at 
was Standard’s advertising man-| Christmas time (1955) Mr. Biow 
ager. The two men have been | acknowledged that the agency had 
friends and associates ever since|janded Schlitz. B-B-T had the 
and their paths have crossed sever- | yacob Ruppert Brewery account at 
al times. that time. 
He switched to Lord & Thomas 

~ 1934, where he devised the | Two weeks later, Mr. Biow said 
Meal of the Month” campaign for|he was resigning the Schlitz ac- 
Armour & Co. He also worked on | count because it “was negotiated 
the Frigidaire and Montgomery | and a contract signed by a com- 
Ward accounts and is credited with pany (B-B-T) officer, but without 
bringing the Frigidaire business in- 


lo the aneney | my knowledge or consent, at a time 


when this agency already was 


= Mr. Toigo credits the late Albert | S€TVing a competitive beer ac- 
D. Lasker, under whom he worked count.” Mr. Biow also said that he 
at Lord & Thomas, as being one of had not seen the contract, and that 
the two men having the greatest| he objected to the contract be- 
influence on his career. The other | C@USe it specified that a certain 
man was the late Archie Lee, for|™@n (Mr. Toigo) was to work on 
whom he worked at D’Arcy. the account. 

His first contact with beer ad-| The loss of Schlitz and Pepsi— 
vertising and merchandising came | 294 Jacob-Ruppert—and later 
when he joined Batten, Barton, Philip Morris and other business 
Durstine & Osborn in Chicago in| SPelled doom for the Biow agency. 
1935 to work on the Schlitz account. | It officially closed its doors on 
In 1939 he joined the old U. S. Ad- | June 30, 1956. 
vertising Corp. in Toledo as exec ? 
vp in charge of copy and produc-|" Two months after the Schlitz 
tion. | fiasco, Mr. Toigo and three Biow 

At U. S. Advertising he did a|¢xecutives—Robert F. Branch, 
market analysis for Carling Brew-|Louis S. Berger and _ Richard 
ing Co., Cleveland, and inaugurat- | Steenberg—moved to Schlitz (AA, 
ed what Mr. Toigo describes as| March 5,’56). Mr. Toigo became vp 
“the most successful draught beer Of marketing; Mr. Branch, director 
program in the history of draught ©f market plans; Mr. Berger, direc- 
beer up to that time.” tor of media and market research, 
and Mr. Steenberg, advertising 
manager. 

With the departure of Mr. Toigo, 
only Mr. Berger remains at Schlitz. 
Mr. Steenberg resigned last fall to 
join Showcase Productions, New 
York (AA, Oct. 28). Mr. Branch re- 


s He left U. S. Advertising Corp. 
early in 1941 with six other execu- | 
tives to join H. W. Kastor & Sons 
Advertising Co., Chicago, but left 
there later the same year to join 
D’Arcy Advertising. 


He managed D’Arcy’s New York 
office and worked on the Coca-Cola 
account. He renewed acquain- 
tances with Mr. Steele, who was 
with the agency for a period and 
later moved to Coca-Cola as mar- 
keting vp. 

After 10 years with D’Arcy, Mr. 
Toigo left at the end of 1951 to join 
the Biow Co. He took charge of the | 
Pepsi-Cola account and was one of 
the men responsible for changing 
Pepsi’s advertising from a mass to | 
a fashion approach. He was again | 
united with Mr. Steele, who had 
by then moved to Pepsi as presi- 


® (Earlier in the week, in a letter | are leading the proxy fight, re-| in 1931 when he and Adolph open-! dent. 


to stockholders, the Pabst-Spaeth | portedly own an estimated 25% of ed a gasoline station in Dolton, II. 


Some of Mr. Toigo’s finest crea- 


group had charged that much of the Schlitz stock, in addition to He put his practical experience to tive work was done on the Pepsi 


Pabst’s advertising monies were! owning large blocks of Pabst stovk.! good work later the same year account. Reams of original, sophis- 


signed two months ago and has not 
yet relocated (AA, Jan. 20). 

The Uihlein family, owners of 
Schlitz, had long admired the gen- 
tle, high-style copy that Mr. Toigo 
had turned out for Pepsi. This ad- 
miration had first resulted in 
Schlitz dropping Lennen & Newell 
and later the hiring of Mr. Toigo 
and his marketing team. 


@ Mr. Toigo made his presence felt 
quickly at Schlitz. He shocked the 
beer and advertising fields when 
he initiated the “Schlitzer” cam- 
paigns, with some assistance from 
J. Walter Thompson Co., the 
Schlitz agency. 

If nothing else, the Schlitz ads 
evoked much attention over the 


wo. ae i Saar vs 
=F. 2 rd ei i Se ae ye EN ae eet ae Ri le 
hha Bay xy 4 i Skee ae ie Ie Ean rr re S'S aaa 
i Ms BE be Nae bey cat liken De « = ae ‘pee aneta at Rass ail eS oe et aden Ca) ee 1: 7 ee pe —_—- 
a See ae fs aah Se ee ul a “sats aia : enc Sager e eRe, os ae Ra EE a a — mm ©" 2 ie ae 
ae re a fe + 1 ae Sates om B: suck te Seat ois Sa a 2 es Be Bes rn eta Teese a 1 Ja oy cae ere) eee 
le i Spee 23 tS R aD ee MB eS : a een Ree “ ane ae 4 aie Beira erialieh! om ee ge bp Eee aes by et ae ee ee ag 
a ae ee c eo a cot. aaa cH” Sateen me Le eat 2 eit Kee ear to) ee aa 3 coe = aS ot OS pe eee te ~ 1 sige nee ee Poe ee ba 4 eae Agel ae wy es ee 
Tee =e Pee - es A eee ee so. eae as Se inp mee 5) a on 3 Po oe sin 4 poe es ne ae rose ae - aes ae re Be fee 
7 Petes! | eee ee ce ag ee ah vee Fig, a 2 eae. 2 ed tk eS a oie =a oma 2 rete: 
” : LOE Se ear a Saute! -: “te eS ee Me sr ed ‘oc aie ‘Ge es ae ae ae Cas onl faa eeee ‘ 
« oe » E segerctcmirys 0st Sth een Na erie SS Weegee: * So” eae Sa ee pk ae Aad eee pee Silas ee ee : a ee ee 
ae Pe en Rs o> | a ei oma ee aa ere ae «alia eo a 
; BS bee - ere i Ss ee ee eR ee re a, ees 
: ‘ ee oS ee ay a oa en of fae eae peas 
ee or Ce ee 
— au - 
Bo = a 
| 
a ] 
+? PO 
" 
2 
ee 
7 
ae Po 
a 
7 
“fi 
a" 
“ i 
ve 
n 
% 
— — 
on 
2 Ay 
ely 
a 
Bit , 
ie 
ras 
# 
yh 
oy 
4 ‘ 
car. 
ro 
re 
ae 
i 
re 
aro f 
ore 
ae 
ee 
“2 
ae 
ual 
meee 
vay 
at 
.: 
Pel) 
2 
js 
Ds oa 
a 
bat 
ia 
ie | 
7 iJ 
“Ee 
; 
- 
f 
% 
: ee 
oe 
aed 
nthe 
ae 
+ eh 
ee 
a4 
~ om 
ae 
a? 
: | 
any 
* 
™ 
<a 
ete: 
es 
i 
ie 
is 
et Tali 
we 
Ay 
re 
es, 
ae 
am 
oad 
pacer 
Nar 
- 
rh t ; so 
Sates ae aid Wee ewe Sp genie i RO Ramadi i ea a a oe \ 5 : 
fe cael . Wie pees Da wee 4. ir its ‘ es - 7 Cbs ahh ‘ ay peas. rae a > 
ta : “Y ethgatt ANE ae 5 se ie ine? aa ae ar ; : sees ager ’ ae eg’ eye Ae we : i a2 rs 
. lama a eg ree Seapets h* : sy - Be OTE a % <a a a sn oy 4% ¥ o ee : i ee 
: SY: boc ae Re tg Oe es ge ere E ' : site Ato ens? ae c ‘Ze Lp “es , 
ss: mam ge eg pL hs ee: Pes suid ; ai i lege Se _ ee pte eR dere } e : 
os . Pe ee at SC! Boge are Ries = ae me * Pe gs MES ees * e ? d E peter eet: Ty : ag 4 Pe 
ee ‘a . OF Rage ot eee sano ae Sie if . SE LAE eR Oey Sho s i 2 Ree See on re sare aes M 
es Ce OPS eit ee ate we ee ee: Petpet ee ee Ale gt Ge sean re ee : : ‘= a fe ee names fe LA alee BS asa We 
faire of es gee WEE Rg le Gite Sh ines ag a fan, Sy ie eae Sa oe Pee ee pee a See i. wee) ‘ 
“s Bight Bie = Sosa, a Rg a ge See 1. ie eae ? a) Se te <<) et bei Pee ign Kae ” ae ee ¥ eee ea " 
peed te Tite eile a SO Se en pee oe Ee ee or DER eta ia UE A Fen an Bet Se ar ce 
— ie te 3 gh eee oe ro Ret ae, oe ae en 3 eee re See 1 Hog, Pig ta! ea a 
ae” Pe Tae Se Sao. Bel ee a ~s Lea ra ie a er re Bs refer 
fo eS eR NE ee A oe he age ovr a tae 
ee a ae 


Advertising Age, March 24, 1958 


105 


Last Minute News Flashes 


‘Parade’ in, American Weekly’ Out at ‘Miami Herald’ 

Miami, March 21—The Miami Herald will drop The American 
Weekly June 22, when it is expected to start carrying Parade in its Sun- 
day editions. Hearst men in New York speculated that the decision 
might have been an aftermath of the sale of the Chicago American to 
| the Chicago Tribune last fall. John S. Knight, owner of both the Miami | 
| Herald and the Chicago Daily News, who made an unsuccessful bid for | 
|the American, made no secret of his displeasure with Hearst over the) 


Milder Outdoor 
Bill Advances 
Toward Senate 


(Continued from Page 1) 
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IS IT PERFECT?—If Mr. Toigo’s backers are successful in getting him 

into the presidential post at Pabst he will, of course, have the final 

word on Pabst advertising. Current Pabst ads, prepared by Norman, 

Craig & Kummel, have been using the “Pabst Makes It Perfect” 
theme shown above. 


As Toigo Takes His Schlitzleave His 
Gay Campaign Falls by the Schlitzside 


CuiIcaGco, March 20—The Schlit- 
zerland touch that John Toigo 
fathered for the Jos. Schlitz Brew- 
ing Co. last year is all but gone 
in the advertising planned for the 
brewer in 1958. 

Theme of this year’s campaign is 
“Move up to Quality. .. Move up 
to Schlitz,” and the company says 
that this is the second stage in the 
development of the Schlitzerland 
theme. 

All that’s left of the Schlitzwords 
in magazine ads are the small pan- 
el picture captions like: “Raiders 


of the Schlitzbox,” “Friday Night, 
Schlitzfry,” and “The Schlitzecue 


Season’s Back.” 


s The company says that the new 
campaign shifts the emphasis from 


the Schlitzwords and will stress| 
the | 


the exceptional quality of 
Schlitz product. The advertising 
illustrations show groups of peo- 
ple enjoying themselves in situa- 
tions that are part of everyday 
living. The campaign is tuned to 
the desire of everyone to enjoy the 
best things in life, according to 
Erwin C. Uihlein, company presi- 
dent. 

“Each advertisement will con- 
tain a brief, hard selling message 
pointing out that ‘Schlitz is one 
of the finer things of life that 
everyone can afford and enjoy’,” 
he said. 

Schlitz feels that the 1958 cam- 
paign incorporates the best fea- 
tures of last year’s program—the 
individuality of illustration, 


the | 


instant association of Schlitz with 
all festive and relaxed occasions in 
American life, the high attention 
| value, the adroitness in entertain- 


Schlitzfoast to the hgpPy home 


Be a Schlitzer © 


Be refreshed 


SCHLITZADS—This ad is typical of 

| Schlitz advertising last year, cre- 

'ated by John Toigo and J. Walter 

Thompson Co. For an example of 

the new treatment, see the cut on 
Page 1. 


ing and in attracting extra reader- 
| ship. 

s Some semblance of the 1957 ads 
| still remains, and the little dachs- 
|}hund is still about. But to many 
| the light touch for which Mr. Toigo 
| wes well known has all but dis- 
appeared. # 


last year or so. They were criti-| back it up. He will be arrogant as 
cized in some quarters, laughed at | hell if he feels like it. He can be 
in others and admired in _ still| awfully tough to work with, under 
others. They did no harm at all to|or around. Clients don’t only not 
sales, however, as Schlitz produc-| scare him, they don’t even tone 


tion increased in both 1956 and 
1957—the two years that Mr. Toigo | 
was with the brewer. 

However, someone must have| 
felt that the Schlitz ads had out- 
lived their usefulness. In the new 
Schlitz print advertising slated to 
break in spring, only one Schlitz-| 
word appears, and it is in an incon- 
spicuous place. 


a Mr. Toigo (it’s pronounced toe- 
ego), is a rugged 58. He is stockily 
built, and has a moustache and 
nearly gray hair. He has a quick | 
temper, a certain amount of im- 
patience with those who cannot 
keep up with him, and a strong 
streak of stubborness. 

He is noted as a keen craftsman 
and is considered an expert in the 
field of sociology. He is a hard 
taskmaster who insists that any 
job be done to perfection. He is an 
individualist who is frightened of 
nobody. 

He may have been best described | 
by a close friend several years ago: | 
“John is really his own man. He 
doesn’t tend to quibble or truckle. 
He says what he thinks and will 


him down” (AA, Jan. 23, 56). # 


Donahue & Coe Names 6 in L.A. 

Donahue & Coe, which has just 
opened a Los Angeles office at 
3243 Wilshire Blvd. (AA, March 
17), has named a number of de- 
partment heads: George Labadie, 
executive art director; Buck Low- 
ry, copy chief; Rosemary McGir- 
ney, copy supervisor; Charles 
Helfrich, media director; Fenton 
Taylor Jr., administrative and fi- 
nancial assistant to Richard C. 
Moses, exec vp and manager of the 
office. All five were formerly with 
Erwin Wasey, Ruthrauff & Ryan, 
Los Angeles. Also added was Mary 
Jo Vaughan, most recently with 
Rose Engraving Co., who becomes 
assistant production manager. The 
agency will formally open its doors 
on March 31. 


Grant, Schwenck Adds One 
Grant, Schwenck & Baker, Chi- 

cago, has been named to handle ad- 

vertising for the tropical fish 


sale. 


Northam Warren’‘s Odo-ro-no Satin Sponge Bows 


| New York, March 21—Northam Warren Corp., Stamford, next 

month introduces Odo-ro-no Satin Sponge, an 89¢ liquid deodorant 
using a built-in sponge applicator. Initial advertising, as yet un- 
scheduled, will be a b&w spread in Life, followed by smaller ads and 
a spot tv campaign. J. M. Mathes Inc. is the agency. 


Girdle Drive Stretches Grey-Regal Relations 


New York, March 21—Relations between Grey Advertising and Ex- 
quisite Form Brassiere and Silf Skin Inc. were on a very tenuous 
basis at press time today as a result of a hassle over the placement 
of a tv spot campaign which starts March 25 for Silf Skin girdles. 
This drive, believed to be mainly barter, is being placed through 
Regal Advertising, an agency in which Garson Reiner, head of Ex- 
quisite Form and Silf Skin, is said to have an interest. In the past Grey 
and Regal have shared the Exquisite Form and Silf Skin accounts. 


MPA Hits Outdoor Ad Bill; Other Late News 


e Magazine Publishers Assn., New York, today (March 21) joined 
a group of other advertising organizations in protesting a proposed 
ban on outdoor advertising along new federal highways. In a telegram 
to U. S. senators from New York, MPA declared that “to penalize re- 
putable advertising of any nature is economic folly at any time.” In ad- 
dition, it is expected that the Assn. of National Advertisers, whose 
members have been asked to speak up individually, will state its posi- 
tion formally to members of Senate (see stories on Pages 1, 2). 


e Implement & Tractor, Kansas City, has acquired Farm Implement 
News, Chicago, and its annual Tractor Field Book. Robert E. Hertel, 
president of Implement & Tractor Publications, said work is under way 
to integrate the two publications in an expanded Implement & Tractor 
| following the April issue of Farm Implement News, with printing and 
| publishing in Kansas City. E. J. Baker Jr., editor and publisher of 
Farm Implement News, will become an executive editor on 1&T. Eugene 
F. Lukens, vp and ad director of Farm Implement News, will take an 
executive post on [&T’s ad staff, with headquarters in Chicago. New ad 
rates for 1&T will be announced shortly. Tractor Field Book will be 
|consolidated with 1&T’s Red Tractor Book. 


| e Winifred S. Snyder, for the past 14 years a copywriter with Foote, 
Cone & Belding, has joined North Advertising, Chicago, as a copy- 
writer. Miss Snyder is the 1953 winner of the Erma Proetz award for 
her Kotex campaign directed at teen-agers, has originated many 
Little Lulu Kleenex ads and conceived the idea for the Times Square 
Kleenex spectacular (AA, Nov. 21, ’49). 


e The Advertising Council’s board of directors has approved an anti- 
recession ad push which, if approve’ by the public policy committee, 
will go into operation immediately. lhe campaign is to be handled by 
McCann-Erickson and coordinated by Robert M. Gray, ad and sales 
promotion manager of Esso Standard Oil Co. This is the same team 
that handled the council’s 1954 “The Future of America” anti-recession 
push that netted $10,000,000 in contributed time and space. 


e Richard F. Kieling, formerly media research supervisor and re- 
search account head at Ted Bates & Co., will join P. Lorillard Co., 
New York, maker of Old Gold, Kent, Embassy and Newport cigarets, 
March 24, as marketing research director. 


e American Dairy Assn. has renewed its sponsorship of the Perry 
Como television show (NBC-TV) for next season, at a cost of $2,- 
456,000 for one-fourth sponsorship for 34 weeks. 


e Ernest H. (Bill) Gray, vp of Fletcher D. Richards Inc., has been 
named account executive on the National Distillers Products Co. ac- 
count. He succeeds Kenneth Young, vp, who has resigned. National 
Distillers brands handled by the agency are Gilbey’s gin and vodka 
and Vat 69 and King George IV scotch whiskies. 


e Frank Brady has been elected exec vp and member of the board 
of Cohen & Aleshire, New York. With the agency since 1954, Mr. 
Brady has been in charge of the agency’s account management and 
marketing divisions. 


e Pillsbury Mills, Minneapolis, will sponsor a half-hour segment of 
“Playhouse 90” (CBS-TV) every other week starting May 1 and 
continuing through the summer. The company terminated its sponsor- 
ship of “The Big Record” (CBS-TV) March 19. Leo Burnett Co., 
Chicago, is the agency. 


e Everywoman’s Magazine, which will merge in June with F amily 
Circle, today was served a summons and complaint by employes seek- 
ing four weeks’ severance pay plus a week’s pay for each six months of 
employnfent. The employes previously rejected an offer of two weeks’ 
severance pay, which they said was proposed if each employe signed 
a waiver of all future claims. 


e Parkson Advertising, New York, has reorganized its media depart- 
ment so that individual media buyers will no longer specialize in a 
single medium. In line with this, Herbert Gruber has been named as- 
sociate media director, Ruth Bayer all-media buyer, and Gerald 
Levey assistant to Mr. Gruber. The department continues under the 
direction of media director Fredric Apt. 


e National Industrial Advertisers Assn.’s proposed date for converting 
to a new type of marketing organization, to be called the International 
| Society for Industrial Marketing (AA, March 17), has been stepped up 
from July to March, 1959. The new implementation committee, headed 
by Charles St. Thomas, marketing communications specialist at Gen- 


breeders division of Coast Indus-| eral Electric Co., expects to have specific recommendations ready for 


tries, Los Angeles. 


NIAA members within the next ten days. 


zoning arrangements was also de- 
|feated by a seven-to-six vote last 
year. 

New life came into the billboard 
control fight in January, when 
|Sen. Thomas H. Kuchel (R., Cal.), 
who voted against federal bill- 
board legislation last year, sub- 
mitted a compromise increasing 
the bonus to 1% and limiting the 
program to roadside areas outside 
the limits of incorporated towns 
and cities. 

As reported this week, a further 
compromise was worked out to 
rally the necessary seven votes. 
Among the important provisions of 
the bill are these: (1) The bonus 
is limited to one half of 1%; (2) 
to prevent a drain on the revolving 
fund available for highway con- 
struction, the bonus is to be paid 
from funds specifically appropri- 
ated by Congress; (3) to hold down 
the costs incurred in acquiring 
easements on land along the high- 
ways, payments to states are lim- 
ited to an amount based on no 
more than 5% of total acquisition 
costs; (4) provision is made for 
signs necessary for the convenience 
of motorists, including advertising 
of facilities along the road; and 
(5) a formula is included to pro- 
vide for billboards in industrial 
areas. 


® This last provision is a conces- 
sion to members of the outdoor in- 
dustry, who point out that outdoor 
advertising should be allowed 
wherever other businesses are per- 
mitted. Despite the elaborate com- 
promise, the committee remained 
divided seven to six, but with con- 
trol forces in the saddle. 


FOUR A’S, ABP 
OPPOSE GORE BILL 

New York, March 2U—Two more 
advertising organizations (see ear- 
lier story on Page 2) today took 
action to protest proposed legisla- 
tion in Congress to restrict out- 
door advertising on public high- 
ways financed by government 
funds. 


e American Assn. of Advertising 
Agencies has sent a bulletin to its 
members urging them to wire 
their senators expressing opposi- 
tion to the restriction on outdoor 
advertising in the Gore bill. In 
addition, a formal protest by the 
association is being drafted. 


e Associated Business Publica- 
tions, in a telegram to Senators 
Ives and Javits, of New York, 
signed by William K. Beard, presi- 
dent, expressed the hope that they 
“will vote for the removal of anti- 
outdoor advertising Sec. 122 in 
Senate Bill 3414.” 


s Although this proposed bill, Mr. 
Beard said, does not directly af- 
fect members of ABP, “we feel it 
is discriminatory in that it will de- 
prive one advertising medium of 
the right to serve its customers 
while other businesses are permit- 
ted to function. 

“Advertising is selling,” Mr. 
Beard said, “and in these times of 
economic stress we believe it is 
especially unwise to impose need- 
less restrictions on any legitimate 
form of business promotion. To 
beat the recession we must per- 
suade consumers to buy. All types 
of advertising are needed and can 
and should contribute.” + 


Eaton Joins N.]. Agency 
Charles A. Eaton III, former 

public relations consultant, has 

joined Johnson-Barnett Agency, 


Flemington, N.J., as vp in charge of 
|public relations, 
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Economic Pinch Is 
Poor Time to Control 
Outdoor Ads: Moore 


(Continued from Page 2) 
goods and make more jobs.” 


The standardized outdoor me-| 
is opposed | 


dium, Mr. Moore said, 
to federal regulation of advertis- 
ing, not only because it violates 
states rights, but because local 
communities are best qualified to 
designate scenic areas, as well as 
to deal practically with the fast 
changing pattern of the country’s 
development. 

The outdoor advertising indus- 
try, Mr. Moore said, supports 
sound non-discriminatory local 
zoning. 


FEEMSTER ATTACKS 
OUTDOOR RESTRICTION 


M. Feemster, board chairman of 
the Advertising Federation of 
America, today protested proposed 


Trendex TV Ratings 


March 


1-7, 1958 


Fifteen Multi-station Cities 


Rank 


Program Rating* 
1 Gunsmoke (Liggett & Myers, Sperry-Rond, CBS) o............cccccccccccececseceenenseeeees 37.8 | 
2 Bob Hope (Plymouth, Johnson Motors, NBC) ...........c.cccccccccccssecsscseceeeeeeeerenees 33.5. 
3 a een NIN SI II os, cses scaminatnbionsndiioniciasnicnanionaibinducannce 
4 NE TO TS IEEE, UG UNIS csiscsectscncasctamnsnsnsmushssbcicdashunsaninedecshsaexsisnssctuns 
5 Restless Gun (Warner Lambert, NBC) 
6 RE ES ee eee eo a a ee a ae i 
7 Wyatt Earp (Procter & Gamble, General Mills, ABC) .0........0.0.00000000000. 29.0 
8 Sy Wane GIT PRN, ID ccnictnccensccet stars cts csentcecctes ioericctsscecevsses 28.9 
9 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..................cc0ccscceee 28.5 
10 a WHINE Gree Gh, GMs HUD snectcnstci ices cacesscorisich th cccesvcceeiatocnensnsnses 27.7) 
* Ratings are based on one “‘live’’ broadcast during the week of March 1-7, 1958. 


legislation in Congress to restrict 
;outdoor advertising. In telegrams 
|sent to Senators Irving M. Ives and 


Jacob K. Javits of New York Mr. | 


Feemster said: 


“The Advertising Federation of | 
New York, March 19—Robert America, believing that an attack 


on the rights of one legal medium 
of advertising soon can be trans- 
formed into attacks on all other 


it sure 
eoordination— 


takes 


"7 | Proebsting, Taylor Becomes 


a | sting is president 


whether it’s streaking down a snow- 
covered mountainside, operating a 
**never-a-dull-moment”’ ad produc- 
tion department, or photo-engraving 
advertising copy with unexcelled verac- 
ity! All productive factors—mental, 
physical, mechanical—must function 
as a perfectly integrated unit. That 
ROGERS: efficiently coordinated oper- 
ations are geared to the quality, time 
and economic requirements of a fast- 
moving, discriminating advertising 
industry must account for its steadily 
growing number of clients. 


ROGER 


engraving company 
2001 calumet avenue «+ chicago 16 


media, protests the action of the 
Senate in attaching the anti-bill- 
board section to the Gore acceler- 
| ated public roads bill. 
| “AFA believes this 
step toward federal restriction and 
control of advertising and that it 
violates basic constitutional law by | 
a discriminatory usurpation of pri- 
vate property.” 

Several other advertising asso- 
|ciations are expected to protest 
proposed restrictions on outdoor 
advertising. Organizations consid- 
ering such action include Associat- | 
ed Business Publications, Assn. of | 
Advertising Men & Women, Amer- 
ican Assn. of Advertising Agencies, | 
Brand Names Foundation, Litho- 
graphers National Assn., and 
Transportation Displays Inc. + 


|Proebsting, August & Harpham 
| Proebsting, Taylor, Chicago, has 
added two principals and changed 
its name to Proebsting, August & 
| Harpham, effec- 
tive March 24.) 
The new princi-| 
pals are K. Con- 
rad August, exec| 
vp and secretary- | 
treasurer, and 
John W. Harp- 
ham, vp and cre- 
ative director. 
James L. Proeb- 


of the agency. 
Mr. August was 

one of the founders of the company 

| in 1948. 'n 1950 he was elected a 


James L. Proebsting 


K. Conrad August John W. Harpham 


vp, and a year ago, became exec | 
vp. Mr. Harpham, who joined the 
agency in January, 1956, became 
a vp in January, 1957. The agency 
reports that in the nine years 
since its founding, agency business 
has increased from the original two 
|clients whose combined retainer 
{ fees totaled $130 a month to $1,- 
413,794 in gross billings on behalf 
of 16 clients in 1957, a 32.6% bill- 
ings increase over 1956. 


Fulfillment Opens N. Y. Office 

| Fulfillment Corp. of America, 
|Marion, O., has opened an eastern | 
office at 10 Rockefeller Plaza, New | 
York. William C. Clauer, vp and 
director of sales, will be in charge. 
|The company handles subscription 
|fulfilment, premium and contest 
|mailings, list maintenance, elec- 
tronic data processing and catalog 
maintenance services. 


| 


Steiner Mtg. Names Weissman 
Steiner Mfg. Co., Saltsburg, Pa., 
manufacturer of Trucraft curtains, 
draperies and slipcovers, has ap- 
pointed Robert E. Weissman As- 
sociates, New York, to handle its | 
advertising. Milton K. Susman, | 


MASTER CRAFTSMEN OF PHOTO- ENGRAVING |Pittsburgh, is the previous agency. | 


, iR 
is another 


Rank 


Cowan Oo Wh WON — 


=— 


Advertising Age, March 24, 1958 


Nielsen Network TV 
Two Weeks Ending Feb. 22, 1958 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........cccccccccsssseeeseseneenenes 
Perry Como Show (Several sponsors, NBC) . 
Tales of Wells Fargo (American Tobacco, Buick, "NBC) . 
DuPont Show of the Month (CBS) .......... 
Jerry Lewis Show (Oldsmobile, NBC) 
Wagon Train (Several sponsors, NBC) 
Have Gun, Will Travel (Whitehall, Lever, CBS) 
Danny Thomas Show (General Foods, CBS) ...............000. 
Ed Sullivan Show (Mercury, Eastman Kodak, CBS) 
Snir ah Die. SE, Ge kavisieinisetntiestncitiarnceimans 

PROGRAM POPULARITY} 


Homes 

Program (%) 

Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) oo.0........ccccccccseesessetsetereees 46.6 
Perry Como Show (Several sponsors, NBC) .............ccccccccccsssessesseseecaeensneenenee 42.1 
Tales of Wells Fargo (American Tobacco, Buick, NBC) .o.00.0.......c.ccceccseceee 41.4 
eee Saar OE i te I hide ch car seentciicesesinresicsisnsehcnocascssonsscnsnbncnenneenen 40.5 


Jerry Lewis Show (Oldsmobile, NBC) 40.2 

TE Fa GEE I, TOD vase ceia cases cece tics ciserintccnttiesitiievicrenniccions 39.8 

II SII (IIR, SI ncctsnruigisessscssnscorsnsacnintnsnedinteostinanemaiintignd 38.8 

Have Gun, Will Travel (Whitehall, Lever, CBS) .........0..ccccccccccccccccsceceeeennnnnes 38.4 

Shirley Temple’s Storybook (Breck, National Dairy, Hills Bros., NBC) ........ 37.9 

Sugarfoot (American Chicle, Ludens, Colgate-Palmolive, ABC) .................... 37.9 
Nielsen Average Audience** 

Homes 

Program (000) 

Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 20000000... ; 18,785 

Tales of Wells Fargo (American Tobacco, Buick, NBC) ........... ; 16,193 

Have Gun, Will Travel (Whitehall, Lever, CBS) .....00.00000000000000000000.8 15,258 

Danny Thomas Show (General Foods, CBS) .................0..0.... 15,088 

Restless Gun (Warner Lambert, NBC) ..........00.0.000000000000000000. 14,535 

I've Got A Secret (R. J. Reynolds, CBS) .00..0......0000000000000 0. al 14,323 

Wyatt Earp (General Mills, Procter & Gamble, ABC) 20000000. 13 770 

Wagon Train (Several sponsors, NBC) ..........00.0.0000000000 13,643 

DOO RE ey DGD | wicinidnce cnecssccecccccicnsssvesceses itnetacouswesnes 13,558 

December Bride (General Foods, CBS) ................cccccceccccceecsesseescecsueeeseeereenes 13,558 

PROGRAM POPULARITY} 

Homes 

Program (%) 

Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............. ss apalaiaaticaeiianis 45.1 

Tales of Wells Fargo (American Tobacco, Buick, NBC) ......... 39.2 


Have Gun, Will Travel (Whitehall, Lever, CBS) 
Danny Thomas Show (General Foods, CBS) 
Restless Gun (Werner Lambert, WIC) ..cccccccccccccccccosccnsssccnsccecsscecosccssnccscrcecsess 
I've Got A Secret (R. J. Reynolds, CBS) 


Wyatt Earp (General Mills, Procter & Gamble, ABC) j 

Wagon Train (Several sponsors, NBC) ...............000.cccccccseseeesseseee piaaanaegibibe bas 33.1 
Barty Vaan Gear CBO, FOIE) onces ssc cesisccvessicccsosscscconecinsvesnsorcsiseosecsecnes 33.1 
ee Sy SI TG, OD sc cassvossensvsrsdvanenbanasinsbicondekstetecndeincain 32.5 


* Homes reached by all or any part of program except for homes viewing only one 
to five minutes. 


** Homes reached during average minute of the program. 
7 Percented ratings based on tv homes within reach of station facilities and by each 
program. 


T+'s EXCLUSIVE Sinidley 
E-X-€-L-U... 


Get it, Smidley . . . EXCLUSIVE! 
This KIMA-TV with its satellites is 
not just number one in the market 
. but the ONLY one in the mar- 
ket. Ever see such a neat, one-buy, 
four-station, three-state package? 
A big market — over ,000. A 
wealthy market —nearly a billion 
dollars. It's enough to make the 
average time-buyer do flip-flops. 
Right, Smidley? Right! 
Quite a market .. . 
Eating and drinking....$45,126,000 


Lumber and 


building materials. $87,656,000 


Source: 1957 “Survey of Buying Power” 


KIMA-TV 


YAKIMA, WASHINCTON 


Ephrata, Moses Lake, Wash. 


CASCADE 


BROADCASTING COMPANY 


NATIONAL REP: WEED TELEVISION 


PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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For the 
first time 
in TV 


network 


per commercial minute, 
(based on reaching 

5% Million TV Homes, 
per week.) 


The plan: Double Impact 
. + giving you two unduplicated audiences in two tested and 
proven time periods — Sunday afternoon and one week night. 
The dates: March 30th to June 22nd 


...in which advertisers and their agencies may participate for 
one week, five weeks, or the entire thirteen-week period. 


The program: “The 20th Century-Fox Hour” 

... top-quality dramatic series, of proven popularity, 

made especially for television by that master studio — 20th Century-Fox. 
The stars: proven personalities 

... Such as Bette Davis, Ed Wynn, George Sanders, Merle Oberon, 


Linda Darnell, Paul Douglas, Joan Fontaine, Fred MacMurray and many others. 


The vital statistics: 63 TV stations 


... reaching 84.4% of U.S. TV homes, where 81.5% of U.S. retail 
sales are made, with 86.5% of effective U.S. 
buying power. (With even wider coverage, if desired.) 


The suggestion: phone, wire or write today 


*Guaranteed on firm thirteen-week orders. 


history... 


meh git 


..» for the greatest assured value in television network history to .. . 


NOTA 


The Coliseum Tower, 10 Columbus Circle, New York 19, N. Y. * JUdson 2-7300 


a guaranteed 
maximum 


cost 
B per thousand 
of... 


and your potential 
is even better. 
Higher ratings will 
result in even lower 


cost per thousand! 


coming 
to TV 
this Fall! 


FILM 
NETWORK 
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